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Editions, 65,000 copies 


... that makes money for you because of these 
15 services to readers and advertisers: 


1. It lists MEN — 60,000 IRE member-engineers grouped 
both alphabetically and geographically. 

. It is a Directory of FIRMS — 4000 manufacturers and 
1500 companies in electronic distribution. 


. It is an index to products—providing detail for 750 types. 


- Guide to distribution—gives both distributors and manu- 
facturers representatives—1500 of them by states. 


. Phone numbers listed for 4100 manufacturers and distrib- 
utors in pace with the high speed of business today. 


Book lies flat when open—full visibility to every page 
easy to read and use. 


Classified as an engineer thinks—fundamental rather than 
terminology groupings help the purchaser find a product 
even if he has forgotten its name. 


- Codes give compact but complete information. “Search 
time” is reduced by brief number codes and condensed 
date listings with repetition cut down. 


- Machol Edge Index speeds finding divisions of the book 
and products. Edge Index makes the four-in-one features 
clear and easy—apparatus, components, instruments, and 
services and materials found by a flick of your thumb. 

- Two editions: The full DIRECTORY including member 
listings, over 1500 pages, goes to every IRE member above 
student grade in America. The IRE PURCHASING DI- 
RECTORY, 800 pages, omitting member listings, goes to 
the 5500 firms serving the Radio-Electronic market. Both 
editions include all the advertising. 














Every ad faces listings. INo jamming of ads into a section 
by itself. Every ad positioned with a reason. 


. All firm and product listings in bold-face and cross indexed 
for advertisers. Advertisers get the breaks! 





- Multiple page section provides service of complete catalogs 
permanently “on file” where the engineer can always find 
them. Rates compete with postage. See 15 below. 

. Individual appeal. This DIRECTORY actually lists its Fo 
users. Personalizes its interest to the member owner. s flat and every ad faces listings 





- Remarkably economical! Compare these rates for a year 2 
of ad reference service: 
RATES: 
Regular Units Multiple Pages 


| Page $900 2 Pages $1620 
24 Page 600 4 Pages* 2430 
Vy Page 450 8 Pages* 3600 
3 Page 300 12 Pages* 4680 
1/6 Page 150 16 Pages* 5280 


*Iincludes | extra color 


1961 IRE DIRECTORY 
Published by THE INSTITUTE OF RADIO ENGINEERS 
for its Members and Industry Pees 


© 72 West 45th Street, N. Y. MU 2-6606 Multiple sates Saaneiote catalogs are economical) 





To meet industry’s demand for a 
complete product source-of-supply 


REQUIRES 10,599 PAGES BOUND IN 
FOUR EASY-T0-USE VOLUMES. Ai the 


known products of all the known 
manufacturers in the United States 
are listed regardless of advertising 
patronage...More companies adver- 
tise in Thomas Register than adver- 
tise in all other industrial publica- 
tions combined - 13,007 advertisers 
in present annual edition...Sub- 
scribers pay more in subscription for 
T.R. than for any other industrial 
publication. 


Buyers throughout industry 


audience be reached and at the low- 
est cost in industry? 


demand Thomas Register 
During the course of every business q 
day industry refers to Thomas Register 
over 70,000 times! 
Where else can such a responsive 


13,007 Advertisers use space in 1960 Edition—- Make sure 
your advertising message is available to Industry in the 


next annual edition THO 7 [ § RE b/ $ I; FR 


461 EIGHTH AVENUE NEW YORK, N. Y. 
Telephone: OXford 5-0500 


Also publishers of INDUSTRIAL EQUIPMENT NEWS @-@ 
— 
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AD-GAGE 





Are you Safe on anything less 
than a 3-legged stool? 


EACH IS INDISPENSABLE TO THE OTHER... AN UNBEATABLE COMBINATION 
THAT ASSURES THE BEST POSSIBLE EDITORIAL CLIMATE FOR YOUR SALES MESSAGE 


EASTMAN RESEARCH 


Through intensive research by per- 
sonal interview among readers of 
MODERN CONCRETE, the East- 
man organization informs our edi- 
tors how well they are serving the 
industry and how they can im- 
prove their efforts. Results: MOD- 
ERN CONCRETE has the best in- 
formed editorial staff in this field. 


AD-GAGE READER SURVEY 


Provides reports on the degree of 
reader interest to specified articles 
and advertisements. Result: These 
records are invaluable to our editors 
and our advertisers. That's why 
MODERN CONCRETE is your 
best medium. . . it gives you high 
scoring readership among impor- 
tant titles to produce SALES AC- 
TION. 


Miopern 


ONCRETE 


A PIT & QUARRY 
PUBLICATION 


Ask our Media and Marketing Staff 


to show you this Readership Study. 


PIT AND QUARRY ®@ PIT AND QUARRY HANDBOOK 
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@ CONCRETE INDUSTRIES YEARBOOK 


CONTINUOUS READER STUDY 


In its fourth year! Through a con- 
stantly rotating questionnaire, CRS 
asks readers to express their prefer- 
ence. for editorial subjects. To date 
over 20,000 responses have been 
studied and tabulated by titles to 
determine the industry’s editorial 
needs. Result! MODERN CON- 
CRETE gives readers the best edi- 
torial balance. 


READERSHIP 


> 


RESEARCH 
Vv 


formerly The Concrete Manufacturer 


431 SOUTH DEARBORN ST., CHICAGO 5, ILL. 


@ EQUIPMENT DISTRIBUTORS DIGEST 





October 


TRIAL MARKETING 





shop talk .. . 


gy This being the season when 
most of us start making up (or at 
least thinking about) our Christmas 
gift lists, we thought that now would 
be a good time to check on the cur- 
rent state of business gift-giving. 

It turns out, according to our “In- 
dustrial Sales Executives Forum” 
feature (beginning on page 41), that 
industrial companies are _ rather 
chary of this means of promotion. 
Out of ten executives taking part in 
the “forum,” four said their com- 
panies had policies against giving 
Christmas gifts to customers and 
prospects; several of the others said 
they give gifts of only token value. 

You'll find the “forum” members’ 
comments on gift-giving interesting 
—and they’ll be helpful, too, in de- 
ciding whether or not your company 
should give gifts, and if so, how to 
handle the project. 


gy For companies advertising in 
any of the export markets, the arti- 
cle beginning on page 45 should be 
extremely helpful. It’s a report on 
the first (to our knowledge) read- 
ership study of foreign industrial ad 
readers. The findings of the study 
are in no way startling or unex- 
pected, but they are, nevertheless, 
worthy of careful study by every 
export advertiser. 


gy The National Machine Tool 
Builders Association has just wound 
up its giant, once-every-five-years 
show, and we have a picture story 
on the latest edition, beginning on 
page 48. The show is notable on 
several counts: (1) the high hopes 
for an industry upsurge that the 
tool builders place upon the show, 
(2) the unusual exhibiting meth- 
ods at the show, and (3) the neces- 
sity for exhibitors to put across their 
sales stories without seeming to be 
selling. 


gy Can you afford to give new 
salesmen two and one-half years of 
training? If your answer is “no,” 


read the story beginning on page 
58. It tells how Armco Div. of Armco 
Steel handles its two-and-one-half- 
year sales training program—and 
how the program pays off by pro- 
viding an expert and highly stable 
sales force. 


gy Many admen talk about writ- 
ing and designing ads exactly to fit 
the prospect. But here’s one adman 
who has done it. He is Nathan 
Pearlman, who (in an article begin- 
ning on page 62) tells how he and 
his agency “engineered” an ad for 
engineers which pulled more in- 
quiries than any other ad in the 
several publications in which it ap- 
peared. 


géy IM’s coverage extends from 
border-to-border—and beyond. 
Last month we had a comprehensive 
article on the Canadian industrial 
market. This month we have the 
same kind of coverage of Mexico. 
We think that Willard Fox’s arti- 
cle on Mexico (beginning on page 
88) is an outstanding analysis of one 
country’s industrial prospects. It’s 
an article worthy of careful study 
by anyone selling or planning to sell 
in Mexico—or any other Latin 
American country. 


Gg@y Funny thing happened on our 
“Top Management Forum” feature 
this month. We asked several top 
executives: “How important has the 
export market become to your com- 
pany—and to industry in general?” 
In reply, we received statements 
from three executives. While these 
statements (see page 158) make 
worth while reading, the interesting 
thing in the whole affair is that the 
reason many of the top management 
men couldn’t answer is that they 
were overseas checking up on ex- 
port prospects. Guess that answers 
the question. 


le Editors 


Complete table of contents. . .pages 4&5 





describes the market for business 
automation and data processing: 


Just 3,000 firms or govern- 
ment agencies are presently 
using computers. 


Most of the punched card 
and tape equipment in use to- 
day is in the offices of approxi- 
mately 8,000 firms and govern- 
ment agencies. 


In all of these organiza- 
tions, there is a management 
team responsible for decisions 
pertaining to business auto- 
mation. 


MANAGEMENT ana 
BUSINESS AUTOMATION 


exclusively serves this specific 
function throughout all industries! 


\F you are further interested 
in just who comprises these 
business automation buying 
teams, and just how they are 
classified by SIC groups... 


IF you would like an authori- 
tative, revealing insight into 
this dramatic market .. . 


contact the nearest MBA office. 


om 
“MANAGEMENT axe 
BUSINESS AUTOMATION 
600 W. Jackson Blvd., Chicago 6, lil 
DEarborn 2-3206 


100 E. 42nd St., New York 17, NY 
MUrray Hill 2-2373 


266 So. Alexandria Ave., Los Angeles 4, Calif 
DUnkirk 5-3991 


San Francisco, EXbrook 2-4073 
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Pros and cons of business Christmas gifts ............++. 


In this “Industrial Sales Executives Forum” feature, six sales managers 
tell how they handle Christmas gift-giving to customers and prospects 
and four tell why they're against such business gift-giving. 


Here’s proof that foreign ad readers want facts, too ...... 


This first-of-its-kind study shows that foreign business men, like Amer- 


icans, want facts, no fluff, in industrial ads. Howard G. Sawyer 


Will big machine tool show spark industry upsurge? ...... 


This photo report shows the once-every-five-years machine tool show 
and tells of tool builders’ hopes that the show will reverse the current 


slump in the industry. 


Ten tips for dealing with business paper editors .......... 


This will help you get more industrial publicity. Robert K. Otterbourg 


How to get distributor salesmen to sell your line .......... 


They can't sell your line if they don’t know it. Here’s how to tell ‘em. 


How Armco trains salesmen to help the customer buy ...... 


Two-and-one-half-year training program pays off in an expert and 
R. M. Nelson 


stable sales force 


How to engineer an ad for engineers .........2++e2005 


This ad was built from the ground up with just one aim—getting in- 


quiries from engineers. It succeeded spectacularly. Nathan Pearlman 





A basic guide to writing industrial ad copy—part three .... 


IM Encyclopedia” series on industrial copywrit- 
‘ what writers should know about layouts 
Arnold Andrews 


This third article in an 
ing covers writing the ‘close,’ 


and measuring ad effectiveness. 
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‘How to tell salesmen about sales aids ... 


' 
Play it 


Ernest S. Green 


straight; don't overstate 


Is there an industrial market for you in Mexico? .......... 


f 


Here’s a detailed analysis of the prospects for selling U.S. industrial 


Willard Fox 


products in Mexico 


TV ‘expands’ small trade show space ........ 


1ses exhibit traffic by televising 


|'How Hagan ‘needles’ salesmen to help them sell more ... . 


|'How advertising gave Bulova an ‘industrial image’ ........ 


Bulova convinces military and industrial makes more 


than watches 


buyers that it 
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INDUSTRIAL MARKETING Ceramic Field 


CONTENTS October 1960 
Volume 45 ¢ Number 10 Means BIG 


| B i 
Sargent goes glamorous to sell hardware to architects .... USI ness fe 01 
High style ads build interest in plebian product. Irwin M. Towers } ° 
Premature ‘centennial’ humanizes nut and bolt firm ...... y 
This company celebrated its centennial when it was only 20 years old. b 
COAUSE each year, this 
| 7-billion dollar industrial giant consumes 
vast quantities of raw materials, ships 
3 - | millions of tons of goods via rail, truck 
Advertiser advertises to learn where to advertise ... ‘ | and air, buys office equip- 
| ment and machinery, pur- 
chases big quantities of 


trucks, conveyors, pack- 
| aging materials and chemi- 











Arvin solves the problem of the dirty wall chart ..... 


Here’s an unusual way to pick your media schedule. 


How one inventor put his product on the market ..... 


Uses “retired consultants” to find manufacturer-marketer. cals. In fact, if 
you sell it, 
chances are the 
ceramic field 
This city sells itself to industry at a promotional cost of only $15,000 | uses it! 


Low-cost promotion draws industry to Ogden, Utah ..... 


a year. 


You reach men who make the deci- 

How Armour Chemical triples ad impact at low cost ....... | sions ... men at every level .. . within 
ceramics through the CERAMIC BUL- 
LETIN. Here is the 

biggest paid circula- 


P tion in the field... 
Post card test picks best ads, merchandises campaign ..... . | over 7,600. The CE- 


If you're not making complete use of your ads after they've run, this 
article may help you do so. Suzanne Randegger 


Here's a simple way to test your ads’ effectiveness. RAMIC BULLE- 
| TIN is the official organ of the American 
| Ceramic Society 
| . SO your ad- 
“Soft sell" does it better, says this agency man. Wilferd A. Peterson | vertising message 
speaks with au- 
Let’s end the confusion in government statistics .......... thority from a 
Bulletin page! 


Is it time to get rid of the ‘hard sell’ in ads? ............. 


This ‘Washington Report” tells why action is needed to get more com- 
plete and accurate government statistics for marketing men. 

Stanley E. Cohen If you’re not entirely 
familiar with this giant 
of American industry 
request your copy of 
Farm feed machine maker talks to customers in two languages at the the “Scope and Size of 


Customer training school gets French twist .............. 


same time. Ceramics,” the newly 
compiled _ facts-and-fig- 
ures folder on the in- 
dustry as it exists today. 


DEPARTMENTS 


Advertising volume in business News of industrial marketing 
papers Advertiser changes 

AIA news Agency changes 

Copy chasers Media changes 

Editorially speaking Problems in industrial marketing 

IM reprints available Sales promotion ideas 

Industrial shows Shop talk 

Letters to the editor , Sid Bernstein says 

Marketing aids Top management forum 

Marketing milestones Washington report 

Meeting dates Which ad attracted more readers 





AMherst 8-8645 
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1960 MARKETING GUIDE—Complete 
report of foundry industry census 
. . 64 pages of facts and figures. 


MARKETING 
REPORT 


MARKET REPORT—A 22-page special 
report which analyzes foundry ‘‘buy- 
ing practices” . . . pinpoints buy- 
ing influences. 





EDITORIAL REPORT—‘’Shel! Molding 
. . « Ten Years of Progress.” A 
30-page report which gives basic 
data on this process 
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FOUNDRY NEWSLETTER—Gives lotest 
industry news and trends, privately 
circulated to suppliers and sales 
personnel. 


MARKETING 
REPORT 


MARKET REPORT—25-page report 
provides the latest facts and ob- 
servations on foundry industry 
trends. 


FOUNDRY 


OPERATION MARKETING 








EDITORIAL REPORT—Another example 
of reader service—an editorial de- 
scription of marketing programs for 
foundrymen. 


PENTON’S FOUNDRY LIST*—Nomes 
of all metal casting plants in U. S. 
and Canada, with informative data 
on each plant. 


Plans for 
Cast Metals 


MARKETING 
REPORT 


MARKET REPORT—Report on the 


long term outlook for use of cast- 
mgs. 


EDITORIAL REPORT—This 38-page re- 
port discusses plans and programs 
which will help foundrymen sell 
more castings. 





SALES DEVELOPMENT SERVICES— 
Complete Direct Mail services are 
available to FOUNDRY advertisers 
Prices on request. 


MARKETING 
REPORT 


MARKET REPORT—Here is a timely 
report—analysis of increased use of 
aluminum by the metal casting in- 
dustries. 











FOUNDRY FILE FACTS—Dota sheet 
tells how advertising pays off . . 
steps to the sole in the foundry 
industry. 





Billion C 








SALES CONTROL LISTS*—Punch cords 
color-coded for size provide names 
of foundries ond other data. Avail- 
able to advertisers on fee basis. 


MARKETING { 
REPORT ti 


MARKET REPORT—Conducted every 
5 years—includes 65 different types 
of equipment in ten major categories. 





+ FOUNDRY ELECTRIC MOTOR MARKET 

+ ABRASIVE BELTS AND DISCS 

+ GRINDING WHEELS STUDY 4 
+ FOUNDRY INDUSTRY BUYING PRACTICES 


«* ANALYSIS OF FOUNDRY HEAT TREATING 
AND ANNEALING 


te WELDING EQUIPMENT AND SUPPLIES 











MARKET STUDIES—Here is a portial 
list of available special data on the 
metal casting market. 


ast Metals Market Pay Off 


Agents 
Peri | 
Dealers 





AGENT AND DEALERS LIST*—Gives 
names of individuals and firms who 
call on metal casting plants. 








READERSHIP SURVEYS—Ad-Goge Sur- 
veys are designed to measure reader 
interest in FOUNDRY ads and edi- 
torial content. 
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READER RESPONSE—8 pages of in- 
teresting evidence of purchases made 
as a result of reading advertise- 
ments in FOUNDRY. 


*Available aot reasonable cost. Prices on request. 


Here's a RICH, ACTIVE market . . . 
and here's a wealth of marketing 
data that will get your sales 
program off to a fast, successful 
start! 


Have you really explored this fertile market? 

If you sell to metalworking and haven’t checked the 
cast metals market lately, you probably should. Note 
the many marketing facts and sales aids that can help 
you get off to a fast start in the cast metals market. 
FOUNDRY’s unique, exclusive sales development pro- 
gram can show you results almost at once! 


Your FOUNDRY representative is an experienced mar- 
keting counsellor skilled in the application of this 
aggressive sales development program. He’ll be happy 
to discuss any or all of these sales aids with you. Let 
him help you evaluate your marketing strategy to the 
$6!/ billion cast metals market. Write or phone us... 
we'll welcome the opportunity to work with you and 
for you! 

FOUNDRY will carry your product story to over 
80,000 buying influences at the executive, engineering, 
production and purchasing levels in every worthwhile 
metal casting plant in the U. S., Canada and principal 
countries overseas. 


. . « YOUR COMPLETE SOURCE 
FOR MARKETING INFORMATION 


, 
The Business Magazine of the Metal Casting Industries 


Penton Building/Cleveland 13, Ohio/MA 1-8260 
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GENERAL SUPPLIES 


; ; ; ings overseas. To keep widespread contact with pros- 
Increasing use of mechanical equipment pects, your advertising in ENGINEERING & MINING 


helps broaden expenditures JOURNAL will help you do the selective selling you 


f fi li need at both levels. 
eT Advertising Does A BIG Job 


Throughout the mining industry, E&MJ is the pub- 
lication key men look to for coverage of the latest hap- 
penings in their own ard other parts of the field. With 
a staff of nine full-time editors travelling over 90,000 
miles a year to get first-hand reports on new mining 
developments and methods, progress in technology, 
equipment usage and practical operating ideas, readers 
expect ... and are assured of .. . the best editorial 
services. 

Because of high readership, advertising helps you 
cover all major buying influences — at corporate head- 


With efficient materials handling at a premium, the 
mining industry is plowing back between 30% and 40% 
of value produced today, making it a BIG $1.4 billion 
market. While much of this expenditure goes into capi- 
tal equipment, operating supplies are getting an in- 
creasing share of the dollars spent. 

Indeed, it is not unusual for the expenditure on sup- 
plies to approach the cost of wages and salaries at a 
mine location. Take, for instance, the 1958 expenses of 


a Canadian gold mine processing 302,000 tons of ore. : . 2 ‘ 
Operating supplies alone included: quarters as well as mine locations. E&MJ gives you 
") c . . . 


ahve $ 74,868.66 almost 2 to 1 more paid circulation in the top manage- 
lei. Gteuk. ete. 132,835.48 ment group over the next publication, plus the largest 
Tungsten Carbide Bits & Steel 43,503.44 paid circulation in every area of the U. S., Canada or 


Grinding Balls 41,779.04 abroad where American equipment is bought and used. 
Wire, Cable, etc. 23,351.91 


Electrical Supplies 69,322.55 Stimulating Buying Action 
Pipe, Fittings & Hose 35,368.90 . 4 . 
Rock Drills & Repairs 30,793.24 There is an urgent need for information throughout 


Crusher Repair Parts 29,269.63 the mining industry. A recent E&MJ readership study 
Mill Repair Parts 18,426.58 shows that subscribers average 2 hours and 40 minutes 
ab ga ea pay regs with each issue. 81% read it at more than one sitting, 
Power (Plant Operating & Heating) 133,776.82 pick up an issue 5.3 times on the average. 
Timber 95,034.47 Through its exclusive McGraw-Hill Reader Feedback 
Explosives 57,587.35 Service, based on personal interviews, E&MJ regularly 
pee ON are ene probes its readers to find out what influences them in 
Tranepertation 80,974.66 advertising, and what buying actions they take on the 
TOTAL $1,040,792.76 advertisements they read. Their revealing verbatim 
an comments are available on request through your E&MJ 
Mining Buys BIG representative. 
U. S. mining is the second largest user of conveyor 
belting . . . buys some 18.5 million feet of rubber hose Marketing Data Available 
a year... consumes 32.5 million pounds of grease and He has a Fact File that includes a 16-page Market 
20 million gallons of lube oil annually. Data book, can furnish information about your specific 
Wire rope, valves, pipes and fittings . . . whatever products and services. To find out more about how ad- 
operating supplies you sell... mining can be a top cus- vertising can help you sell to the BIG mining field, con- 
tomer. But it’s also a tough industry to sell to. tact your E&MJ representative, or write to: Manager 
There’s important mineral production in 38 states to of Research, McGraw-Hill Mining Publications, at the 
cover, as well as corporate headquarters and U. S. hold- address below. 





° | ENGINEERING AND 
nce | MINING JOURNAL 


330 West 42nd Street, New York 36, N. Y. 
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Now a W.R.C. SMITH publication 


Founded in 1905, W. R. C. Smith is 
one of the nation’s leading business 
magazine publishers. Textile Indus- 
tries, Electrical South, Southern Auto- 
motive Journal, Southern Building 
Supplies, Southern Power & Industry, 
Southern Hardware, Southern Farm 
Equipment are Smith publications. All 


_ st 


at 


are recognized leaders in their fields. 
They serve over 125,000 readers and 
their pages are used by more than 
1,200 advertisers 

LIGHTING, already long established 
and well regarded, will be published in 
the tradition of service for which Smith 
is nationally known. 


memrte ss | 
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The National Magazine that sells the 


A new editorial policy, a new editorial 
staff. Greater circulation, industry- 
wide coverage. 


Editorially, Lighting is a “how to” magazine. It re- 
ports authentically on scientific progress in illumina- 
tion. But it’s first concern is with the application of new 
developments into practical installations. Emphasis is 
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placed on commercial, industrial, institutional, outdoor 
and residential installations. Wiring for lighting, all 
components of lighting systems, also receive important 
editorial treatment. 


Carl W. Evans, a registered lighting and electrical engi- 
neer, is editor of Lighting. His many years of profes- 
sional experience in engineering and journalism, make 
him a top man for the job. Assisting him is a head- 
quarters staff of associate editors, each with degrees. 





.. 


billion dollar lighting equipment market 


advertisers by any publication in the highly special- 
ized lighting field. If you sell any lighting product, 
any device or supply for lighting installations, you 
should advertise in Lighting. 


Lighting 


Twenty field editors and a group of contributing edi- 
tors, each an expert in his field, complete the staff. 


Lighting’s readers are the men who virtually dictate 
the sale and installation of lighting equipment — 
architect’s and consulting engineers, electrical con- 
tractors, utility lighting specialists, fixture retailers, 
electrical wholesalers, lighting equipment manufac- 
turers. Circulation guarantee as of January, 1961, is 
16,500. This is the most complete readership offered 


806 Peachtree Street, N.E. 
Atlanta 8, Georgia 
a W. R. C. Smith publication 
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for sellers 
to the 
Chemical Process Industries 











4th QUARTER PLANS 
ROLLING ON SCHEDULE 


Eetijnates of government economists indicate 
capital expenditures for the last quarter are 
right on the button. This means the all-indus- 
try yan for $37 billion in spending will hold 
up. There had been some concern that some 
industries’ high rate of spending (possibly 
evenichemicals) might decline. Preliminary 
evidence is to the contrary. 


In fact, several factors are particularly heart- 
ening. Three “D’s”—Defense, Detroit, Demand 
—show promise for boosting second half re- 
sults. A speedup in defense contracts is ex- 
pected ... automakers are accelerating on ’61 
models ... and consumer demand is predicted 
to keep rising with consumer income. Next 
year? Who really knows . until Election 
Day comes and goes? 


ARE WE SAFE? 


National Safety Council says, ‘Yes!’’ The 
CPI’s accident frequency record of 3.32 in ’59 
(number of disabling injuries per million 
man-hours worked) was a big improvement 
over the past two years. Accident severity rate 
(number of days lost per million man-hours 
worked) dipped to 495 in ’59. Versus other 
industries, we’re sixth lowest in accident fre- 
quency — with a new low for the CPI! 
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EXPORTS | /MPORTS 
"60 
‘59 


Millions of dollars 


lst 6 months) 


EXPORT BOOM! CHEMICALS 
HEAD FOR PEAK YEAR IN ’6O... 


1960 looks like an all-time high for exports. 
During the first half, U.S. chemical exports 
swelled by more than 15% over the same pe- 
riod of 59. And if predictions hold up, this 
growth rate will continue throughout the 
year, bringing the 12-month total up as much 
as $1.8 billion. Here are some of the leading 
buyers of U.S. chemicals. . 


England ... Up 44% in the first six months of 
60 over the last half of ’59. Germany ... Im- 
ports from U.S. jumped 50% during the first 
five months. France ... First quarter imports 
from U.S. up 9%. Italy .. . Imports of USS. 
chemicals doubling in first quarter. 


Major reasons for.U.S. export growth are... 
Commerce Dept.’s promotion program — 
greater output of trade information — drop- 
ping of restrictions on dollar-import areas — 
increased consumption by Latin America and 
new markets in Africa, the Middle East and 
Asia... but biggest reason by far is the 
stepped-up industrial activity in Western 
Europe. 


WHAT’S BEHIND 

BRAZIL’S 

IMPOSSIBLE 

CHEMICAL SURGE? 

srazil’s gross national product is swelling by 
more than 5%/year (twice the growth rate 
of the U.S. GNP) ... and the chemical indus- 
try is expanding twice as fast as the economy 
as a whole. 


Who's fueling this growth? Foreign investors, 
mostly from the U.S. Investments by U.S. 
companies total about $1.5 billion, with a sub- 
stantial share in pharmaceuticals and chem- 
icals. In 59 Brazil’s chemical industry turned 
out products valued at about $111 million (at 
the free market exchange rate). To fill the 
balance of its chemical needs, Brazil imported 
products valued at $102.3 million with 40% 
from the U.S. 


This brief statistical glance gives only a few 
of the facts on Brazil’s economic boom. Ex- 
perts have called this inflation-paced growth 
impossible for 15 vears, but it’s still going 
strong. For the complete story, write CW for 
... "U.S. Bets Big on Brazil Chemicals.’ 
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Computers are doing everything but scratch their 
heads these days. New Jobs are popping up in 
everything from marketing to production to vaca- 
tion scheduling —.all for the electronic brain- 
power. Management, realizing that computers 
can do much more than the highly technical jobs, 
uses them now for... routine accounting, payroll 
and checkwriting, personnel records and company 
service records, pensions and savings plans, inven- 
tories, product shipments, storehouse supplies, 
order and invoice statements. Like some novel 
ideas for computer use? Read “Computers: Jacks 
of New Trades”, CW, Aug. 6 issue. 


PAGING “THE UNTOUCHABLES” 


Call Elliott Ness — the drugmakers are cracking 
down on counterfeiters. Their first public swing 
started this summer in a campaign to squelch 
producers and distributors of illicit drugs. Smart- 
ly, they sponsored a press inspection of a drug 
“moonshiner” in Hoboken, N.J. raided the month 
before. Preceding the raid was a 10-months inves- 
tigation of druggists’ tips that salesmen were try- 
ing to peddle phoney products. The firm’s officers 
are accused of counterfeiting and distributing, on 
a nationwide scale, products of leading drug firms. 
What this aggressive attack portends is a more 
and more coordinated effort by more companies 
to protect their good names. 


PEOPLE 
IN GLASS 
HOUSES... 


New markets in the $2 billion glass industry are 
coming to light at a yearly R & D cost of about 
$65 million. Researchers are determined to find 
totally new markets for glass! One company is 
embarking on a project to set up its 3,000 glass 
formulations and technical data for computer han- 
dling. The computer’s memory might possibly 
“suggest” new ideas. Another goes so far as to pre- 
dict natural and artificial light will be controlled 
(in houses of the future) and the same glass will 
be energized to cool or heat a room without drafts. 
Glass will have micro-openings, the porosity of 
which will be changeable. This will permit the 
control of cool or warm air to portions of the same 
room if desired. Bhe experts don’t know how yet 

. but give ’em time! No perimeters to progress 
here in the Chemical Process Industries. 


HOW TO WOO 

AND WIN 

A CPI 

MANAGEMENT MAN... 


Three “buy words” did it for the top-scorers in 
CW’s most recent Reader Feedback. “Economical”, 
“Profitably”, “Unique” lent the magic touch to 
this trio to capture the attention of cost-conscious 
management. Here’s the story... 





“ECONOMICAL” accents 
Enjay’s Escon for sure- 
sealing closures. Bottle- 
cap pix tops tight copy 
description of advantages 
to users. Closures are but 
an example . .. idea is you 
get more for your money 
when you use Escon and 
other Enjay plastics. 


_.ESCOT reurrecrnem 


ENIAY CHEMICAL COMPANY 








“PROFITABLY” describes 
the way Fruehauf’s trail- 
ers work for the user... 
they're designed to “out- 
last and .out-earn all 
others”. Short body text 
outlines construction and 
capabilities, photos and 
captions follow up to 
show trailer applications 
for CPI shippers. 








“UNIQUE” does it for 
Cyanamid’s ‘Aerosol 22” 
— a “unique surfactant 

. noted for stability”. 
Starkly simple head on 
black background, quick- 
reading copy delineating 
uses, a coupon to evoke 
inquiries . . . all work 
together for high reader 
interest. 


ALROSOL! 
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CHILTON’S MARKETING 
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Chilton’s M-A-P 
points the way to 


DYNAMIC 
MARKETING 


in the decisive sixties 


Alert marketing might have saved the 300 or so companies that 
went out of business this week. 

A worth-while product—made right, and offered at a fair price— 
is not enough to assure success. 

Something else is needed. A sure hand that guides your product 
from maker to user . . . through the most efficient channels. 

There is no single answer . . . no sweeping generality. Marketing 
becomes scientific only when you yourself apply the necessary 
forces to your product, your company and your market. 

Chilton’s Marketing Assistance Program (M-A-P) is almost 
certain to be of help to you. The very facts, figures and insight into 
your market that you need may cost you nothing. And they may be 
readily available—if not, M-A-P can help you obtain them fast and 
at reasonable cost. 

Detailed information on each of the markets covered by Chilton’s 
18 outstanding business magazines is outlined in this new booklet. 
Write for a copy of ‘“‘A Guide to Chilton’s M-A-P.” 


(Chiften 


COMPANY 
Chestnut and 56th Streets - Philadelphia 39, Pa. 


[NipiP) 


Department Store Economist » The Iron Age » Hardware Age » The Spectator » Motor Age 
Automotive Industries » Boot and Shoe Recorder » Commercial Car Journal + Distribution Age 
Butane-Propane News « Electronic Industries + Aircraft & Missiles » Hardware World 
Optical Journal and Review of Optometry » Jewelers’ Circular-Keystone + Food Engineering 
Gas -« Product Design & Development + Chilton Book Division +» Chilton Research Services 


ASSISTANCE PROGRAM 
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Single Show Displays— North American picks 
jp your display, gets it to the show on time 

giving your personnel plenty of time to 
get ready for the crowds. When the show's 
over, we return it to your plant 


Short Term Series—You give us your sched 
ile we pick up the display and make all 
time and travel arrangements—storing be 
tween shows if necessary-—and then return 
the display to your plant 


Which of these 
Display Shipping Services 
will give you 


lowest cost per exposure? 


When you invest in a display—exposure is what 
you want for the payoff. North American 
Van Lines has assisted many firms in developing 
display itineraries, both in the U. S. and abroad. 
This “mobile merchandising” brings your sales story 
to your customers when and where your plans re- 
quire. Just design your display and pick your spots, 
and North American’s display service will give 
you a new dimension in promotion planning. 

Ask your traffic manager, your local North 


Long Term Series—We assign driver and var 


y as needed to exclusively handle American agent or write our World Headquarters 
your display), and pre-arrange all time and 7 
travel arrangements. This service is available 


stionally or internationally in Fort Wayne for complete details. 


NORTH AMERICAN VAN LINES, INC. 


Dept. 22-3, Fort Wayne, indiana North VAmerican 
The Gentle Giant of the Moving Industry 


@9¢@ SPONSORS OF "CHAMPIONSHIP BRIDGE” ON ABC-TV 
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Machine and Tool 


BLUE BOOK 


Editorial tenga . 


is important to the reader 
and important to you when 
you want to reach and sell 
the metalworking market... 
effectively. 


*consistently helpful 
and factual editorial 
features have made 
Machine & Tool Blue 
Book one of the most 
thoroughly read+ pub- 
lications in the metal- 
working field. 








BUILD YOUR MARKETING PLANS 
ON A FIRM FOUNDATION WITH 
THE BASIC BOOK OF METALWORKING 


Machine and Tool Blue Book delivers your sales 
message to an audience of over 50,000 — including 
the prime specifiers and buyers of equipment and 
materials used in machining, fabrication and pro- 
duction processes in metalworking. BPA audited 
circulation is over 98% personalized by name and 
title. Here is the ideal combination of circulation 
and editorial quality that produces readership and 
provides a firm, solid foundation for your metal- 
working marketing program. 


hitchcock publishing company 


WHEATON, ILLINO!S Phone: MOntrose 45-1000 











+Starch Studies available on request. see reverse side for publication and market data 





Machine and Tool 
BLUE BOOK 


Serves the 130 Billion Dollar* Metalworking Industry 


The metalworking market is an industrial giant essentially made up of these 
nine major industrial classifications: Ordnance, Furniture and Fixtures, Primary 
Metals, Fabricated Metal Products, Machinery, Electrical Machinery, Trans- 
portation, Instruments and Miscellaneous Manufactured Metal Products. These 
are the industries that make our airplanes, automobiles, furniture, fixtures, elec- 
trical products, machinery, appliances and many others . . . products that are 
manufactured in plants of all types and sizes . . . plants that are located all 
across the nation. 

Metalworking is a basic market and is therefore greatly affected by our expand- 
ing economy. It offers a continuous and growing market for new engineering 
ideas, services, materials, machinery and allied equipment. In fact, the metal- 
working market annually spends 130 billion dollars for these services, materials 
and products. Metalworking accounts for 35% of the national product and pro- 
vides employment for 40% of the nation’s industrial workers. 


Machine and Tool } 
IRCULATION ANALYSIS 
BLUE BOOK 


Personnel—By Title 





. reaches the market with a well 
balanced, qualified circulation 


SIC Category 


Number of 
Individuals 


The circulation analysis chart provides a 
complete breakdown of Blue Book’s BPA ae a aia a ee 
audited circulation. It illustrates how you 19 Ordnance ‘ 


can obtain broad coverage in the proper | 25 Furniture and Fixtures 
percentages of all facets of the entire metal- | 32 Stone, Clay and Glass Products | 
working market, yet insure penetration to |.33 Primary Metal Industries | 
the key buying influences in each plant. _34 Fabricated Metal Products 

Circulation is 97.07% verified. 35 Machinery (Except Electrical) 


| 36 Electrical Machinery 
TOP INQUIRY PRODUCER | 37 Transportation Equipment 
38 Instruments 
% OF INCREASE FOR | 39 Miscellaneous Mfg. Industries _ 
5 YEAR PERIOD 423% Other Manufacturing Categories” 
382% Manufacturers’ Representatives 

174% 219% Colleges, Libraries, Associations [~~ 359] 
| Government iT — : 
| Other Categories 7 1,873 _ . 


Addressed 
Executives 
{ 
Production 
Department 
Management 





























ww] — 
sla a 35] All Others 





















































100% 





The value of MTBB’s quality circulation and editorial J SEER eeare Sennen! Ai eee eneer 
superiority is best proven by reader response to ad- TOTALS 50,170 | 14,790 | 13.0 0 1,116 | 1, 
vertising and editorial review of products. Inquiries 
received have grown continuously each year 

dhe O4000 Collie. “Gale deen date Meaeictee "Includes SIC 20, 21, 22, 23, 24, 26, 27, 28, 29, 30 and 31 
going through our Reader Service Division and does ' 
not include the inquiries that go direct to the ad- 
vertiser. 






































Available Market Data 


The following list of data sheets and reasearch studies are available on request: 
order by Number and Title as shown 


HITCHCOCK PUBLICATIONS 

. serving American industry 
Machine and Tool Blue Book 
Hitchcock’s Machine and Tool Directory 
Assembly & Fastener Engineering 
Grinding and Finishing 


Readership Studies 


1. Overseas Manufacturing Methods. A study of readership of editorials 


: . : ; : Carbide E 
dealing with foreign manufacturing techniques. enees ae 


Plant Maintenance & Engineering 

Hitchcock's Wood Working Digest 

Hitchcock's Wood Working Directory 

Modern Passenger Transportation 

Hitchcock’s Passenger Transportation Directory 
School Bus Trends 


. New Editorial Columns. Readership of study of 5 new regular editorial 
features. 

. Readership—October 1959 issue 

. Cover Interview Study—A check of readership of personal interviews with 
industry leaders featured on Blue Book covers 


Data Sheets 
203—Readers Talk Back 


& 
204—Analysis of inquiry handling and results for three cable manufacturers. 
311—Stainless steel brand recognition 
312—Tap brand recognition 


313—Grinding wheel brand recognition 


314—Rivet brand recognition PUBLISHING COMPANY 


319—Lathe chuck and drill chuck brand recognition WHEAT 
321—Die handling study ON, ILLINOIS * SINCE 1898 


Current BPA Statements and AIA Media Data Forms also 
available. Send for current Machine and Tool Blue Book The pioneer of QUALIFIED CIRCULATION 
Data File and information on mailing service, market 
studies, printing and other extra services for advertisers 





WEST : EAST 


Wine “circulation 
- 15,441 , WEST 28,178 
circulation 


11,020 


Total national circulation 
including Canada..56,274 


NOW...PINPOINT YOUR ELECTRONIC 


ADVERTISING IN THESE 3 REGIONS 
and pay only for the circulation you use 


Starting January 1961 ELECTRONIC PRODUCTS Magazine offers advertisers the opportunity to select any of three 
regions for pinpoint coverage. Regional advertising offers these benefits: @ Sparks sales in “slow” areas 
@ Economical way to pre-test a new product or run special regional promotions @ Supports distributors in 
their territories @ Pinpoint coverage of regional conventions @ Saturation coverage for firms selling 
regionally only. 


Whether you advertise regionally or nationally in EPM — you're assured the lowest cost per 1000 


For details call collect or contact your local EPM district manager 


THE NEW PRODUCT MONTHLY OF THE ELECTRONICS INDUSTRY 


yd = BPA 
60 madison avenue 


LECTRONIC PRODUCTS ne / hempstead, n. y. 


IVanhoe 6-7755 
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This one man.. 


How both can make your 196] advertising 


more resultful 


This dne man... the purchasing agent . . . makes 
more decisions on what is bought from whom 
than eny other individual in industry. 

His importance in the company is unques- 
tioned. He alone decides what share of the pie 
you and your competitors get. 

Today his need for “how to” information and 
product news is more critical than ever before, 
because of the current net profit squeeze. Manage- 
ment depends on his ability to find new ways to 
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cut costs without impairing production flow or 
product quality. 


This one magazine .. . PURCHASING .. . is 
the P.A.’s most trusted and respected source of 
helpful information. Every other week it feeds 
him a complete editorial diet of product, eco- 
nomic and professional news; authoritative arti- 
cles on purchasing techniques, legal problems, 
supplier relations, value analysis, personal news, 





Space Age 


Seep. 70 








PURCHASING 
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CHECK AN 


“Tse Inquiry Siipe—Pages # ond 104 
APPLICATIONS . LITERATURE 


MATERIALS ° 


FRIFIED, NEW 


*To get the same amount of 

uct information that ap- 
pears in one issue of N.E.D., 
your industrial customers 
and prospects would have to 
look in 25 or more conven- 
tional business publications. 


g an all-time record 
. because N.E.D. 
plants. 


N.E.D.’s healthy selling climate is producin 


of proven sales leads for advertisers - - 


volume 
roduct information in 46,000 


is the leading source of p 


USE THIS ADVERTISING YARDSTICK 


A 
= ace picture of industry's most 
wpe and most active buying group 
vats te deny the kinds of infor- 
| or, how they like i 
a y like 
: , cajootnen contains latest data ; 
.E.D. et coverage with 
readership and advertisi aitioues am 
‘ vertisin i ¥ 
in all industrial markets g effectiveness oe zi 


’ 9 ’ 
. : 


W OVER 86,000 COPIES (Total Distrib Industry’s Leading Product News Publication 
22 © dé * Octo ribution) IN OVER 4 
per s9n0 6,000 INDUSTRIA 
L PLANTS 





Only the Haywood Publishing group offers you 


© SPECIALIZED 9 COVERAGE 


OF TODAY'S 2 SEPARATE PACKAGING MARKETS 


























Packagers of consumer products, merchandising-oriented, are Packagers of industrial products are protection-minded .. . 
interested in package appeal, shelf action, volume-packaging concerned with product-safety during shipment, storage and 
economy. This specialized market buys 95% to 100% of such distribution. This specialized market buys 95% to 100% of 
products as folding cartons, bottles, cans, tubes, foils, etc. such products as carboys, drums, strapping, textile bags, etc. 





CONSUMER PACKAGING Magazine gives you Specialized Coverage of 
today’s $11 billion consumer packaging market. Its specialized editorial 
appeal captures top readership. Specialized, too, is its 27,000 circulation . . 
thus permitting deeper penetration into these specific industries of greatest 
potential. Result: you get better coverage... at far lower cost per consumer 
packaging buyer! 

INDUSTRIAL PACKAGING Magazine offers Specialized Coverage of the 
$5.5 billion industrial packaging field. Here, too, specialized editorial assures 
intensive reader interest. And its specialized circulation of 20,000 industrial 
packaging buyers gives you maximum coverage, minimum waste... and 
lowest cost. 

Used in combination, CONSUMER PACKAGING and INDUSTRIAL 
PACKAGING give you Specialized Coverage of both packaging markets. 
Together, they deliver unduplicated coverage of over 44,000 key buyers 
(20% more than the nearest ‘‘shotgun”’ publication in the field!) And our 
new combination rates make CP plus IP a better buy than ever! 

FREE: New 16-page data books covering each of these specialized markets 
are available on request. For your copy of either or both of these booklets, 
write or phone today. 


HAYWOOD PUBLISHING COMPANY 


General, editorial, sales and advertising offices: 
6 N. Michigan Avenue, Chicago 2, Illinois e CEntral 6-3690 


Publishers of the complete packaging gooup— CONSUMER PACKAGING « INDUSTRIAL PACKAGING *« BOXBOARD CONTAINERS 
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This power plant will be placed in 
service early in 1961, It will call for 
$1,395,000 worth of switchgear. 





Whose switchgear are they reading about 
in POWER ENGINEERING? 
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A Realistic View Of Aerospace Procurement 


WHY 
AIRCRAFT & MISSILES 
SELECTS ITS 
CIRCULATION IN 
THE DIAMOND 
OF PURCHASE 
DECISION 
INFLUENCE 


STAGE 1 -— Theoretical 





PROCUREMENT STAGES OF AIR OR SPACE VEHICLE DEVELOPMENT 
STAGE 1 -— Theoretical 
First glimmers of ideas are sparked here. Theoretical or paper solu- 
tions mostly are sought. Far too early to pinpoint specific brands 
of materials, equipment, components and systems. Purchase-decisions 
rarely reached. 

PURCHASE DECISIONS ARE NOT USUALLY MADE HERE 





AREA OF GREATEST PROCUREMENT ACTIVITY 


STAGE 2 = Applied Engineering — Design Finalization 

Formulas, design guide lines, form and shape are developed here. 
Physical requirements and practicability determined. Make or buy 
determinations made. Outside source evaluations and proposal invi- 
tations start. Actual prototypes built. Applied engineering teams go 
to work to make the product work. Feasibility, producibility and 
feliability of the ‘“‘hardware’’ ideas are solved ...and specific prod- 
ucts and services recommended and bought. 


MOST PURCHASE-DECISIONS ARE MADE HERE 





STAGE 3 — Assembly and Production 
Here is where the product is assembled and is readied for shipment. 
Plant technicians, production line supervisors. and workers carry out 
blueprinted decisions made at Stage 2. Some spare parts decisions 
fhere but — 

FEW PURCHASE-DECISIONS ARE LEFT FOR THIS LATE STAGE 


STAGE 2-— Applied Engineering ———-aeenany STAGE 3 — Assoittbly 


/ 





A&M devotes a small portion of its circulation to the 
engineers and procurement executives in Stages | and 
3, as the diamond above shows, reaching only those 
reporting a definite specification and/or purchase- 
decision influence. Aircraft & Missiles gives you in 
Stage 2 heavily concentrated market coverage —efh- 
cient penetration and high readership (according to 
research studies). This is where your product or serv- 
ice is most likely to get evaluated and accepted —or 
rejected. 





AIRCRAFT & MISSILES 


THE APPLIED ENGINEERING MAGAZINE FOR THE AEROSPACE INDUSTRIES 











A CHILTON PUBLICATION Chestnut and 56th Streets, Philadelphia 39, Pa. 
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- There is no other businesspaper 
like it. FACTORY deals editorially 
only with the ideas and equip- 
ment and the management tech- 
niques needed by the men who 
manage plant operations in all 
manufacturing ...and aims its cir- 
culation only at this same group. 


FACTORY’s help for these men 

ranges from the broadness of its to eta 
regular, multi-page “Engineering = caiunsiaanil 
and Technology Reports” to A TRALEING 
exclusive management techniques FACTORY 

features like the one on “Mainte- ENGINEERING 

nance Training.” Long-time, suc- we nga 
‘ cessful FACTORY advertisers know WARE GO TSSIIN G 

this... use its pages to sell every- YODAY 

thing from liability insurance to NO. 3 


hand tools. 


merican 
Kivrost 2 


FACTORY 


@® A McGraw-Hill Publication - 330 West 42nd Street - New York 36, 
U4 





foremost magazine" °¢ 








The 60’s will never soa 


without streamlined distributio 

















But what will industrial distribution be like in the ch 
lenging 60’s? To explore this question in all its complexiti 
INDUSTRIAL DISTRIBUTION’s veteran editors have embar} 
on a nine-month study. Drawing on their intimate kno 
edge of events in the past half-century, ID’s experts : 
interviewing industry leaders and economists to mine ' 
raw material from which the answers will come in the vi 
areas outlined below. This preview of “DISTRIBUTIO 
U.S.A.” offers only a glimpse of the scope and importa 
of ID’s Anniversary Issue theme. Suffice to say, this | 
traordinary issue will provide a setting of unparalle 
prestige and long life for your advertising. And, ple: 
note... the deliberate timing of this issue to coincide w 
the industry’s biggest annual event —the 1961 Triple Sup, 
Convention—will add even greater impact to your messa 





Editor-Publisher Walter Crowder says: 

“This will be an extraordinary issue. It will be unique 
in coverage, in orientation and in presentation. We 
are commiting major talent and resources. All of us 
will be working on it for the next 9 months. We’re 
going to appraise the problems manufacturers and 
distributors face in the decade of decision ahead .. . 
the ferment, and shifts and changes. It will bite hard 
and dig deep. We’re going to make it a reference book 
for the future.” 


As distribution changes, so do the reading habits and 
tastes of man. Modern, sophisticated readers of the 
60’s understandably find publications of the past un- 
attractive and uninviting. The 1911 issues of INDUs- a 
TRIAL DISTRIBUTION (then Mii Supp.ies) lack con- DUSTRAL DeeTRINETION 
siderably the appeal and readability of recent issues. 
With dramatic use of pictures and text... and 
with expanded editorial coverage that includes a 
brand new distributor economic news department . . . 
ID’s completely re-designed format rounds out a half- 
century of progress to make our product more than 
worth the price of admission for our loyal subscribers 
and the advertisers who make it all possible. Watch 
for the January ’61 issue. And build your advertising 
program for ID now ...to make 1961 the most success- 
ful year you and your distributors ‘ever en joyed! 








For a detailed Prospectus of “DISTRIBUTION, U.S.A.: 
Challenges & Prospects” 
Write: Marketing Services, INDUSTRIAL DISTRIBUTION 


Our DOth and most exciting year. 


A McGraw-Hill Publication + 330 West 42nd Street, New York 36, N.Y. 


INDUSTRIAL DISTRIBUTION @:@ 
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The chandiser 

has become the dominant hme! in 1 light 

construction... 

comprising 55% 

of the market .. 

building 175 000 “PP ster OR 

homes a year... financing and selling 

materials for 585, 000 ome ruqueen 

This progressive building materials mei 
-audience has been created ~ 

American Lumberman’s Dealer Sales 

Control Program. DSC dealers average 56% 

more volume...sell broader lines of prod- 


ucts.. — more of them.. than the ange 
Effe vith the Januarv 2. 1961 issu« 





| rman will 

Building | | 
; es peers TA ' 
Materials | TN VIATERIALS 


MERCHANDISER 





ii in name as 
well as fact... spate reflecting the 
transition of progressive dealers into 


pained -++ American _ 
further pinpointing Lumberman 
this new market it @@ 


helped to create. [aueemeiean 
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How to be 
the biggest account 
in your agency 


One of the questions we run into often when we 
talk with prospects is—“‘isn’t our account so small 
we’re likely to get lost in the shuffle?”’—or words to 
that effect. 

This is a valid, understandable concern. 

No advertising manager likes to feel that his 
account might be considered small pickings and 
might, for that reason, not be getting its fair share 
of service. 

Of course, an account with less money to spend 
cannot reasonably expect to receive the same amount 
of service as one with considerably more money in 
its budget. 








But there is a vast difference between amount of 
service and quality of service. 

And the larger budget doesn’t necessarily insure 
the better quality of service—no more than paying 
$30 a yard for fabric is any guarantee the suit will fit. 

Conversely, a smaller budget need not (and should 
not) necessarily receive inferior service. 

What, then, does determine quality of service? 

Aside from such obvious agency qualifications 
as experience, creative competence, depth of man- 
power and facilities—the answer can be found in 
the kind of relationship which exists between client 
and agency. 

We’ve found that when client and agency get 
along as partners, the relationship is bound to be a 
mutually rewarding one. 

For the agency—this means a sincere desire to 
work for the client as if it were actually a part of 
the company—an extension of the client’s market- 
ing arm, as it were, rather than an outside supplier 
of copy and layouts. It implies a genuine interest 
in the client’s welfare. 

For the client—it means a willingness to accept 
the agency as a full member of the corporate team 
with implicit trust in its competence, discretion 
and loyalty. 

The net result of this mutual cooperation is a 
maximum return on your advertising dollar. 

With each of our accounts at Marsteller-Rickard, 
both large and small, we try to earn the right to 
have a fine, close-working relationship. 

In terms of quality of service, our smallest account 
is as big as our biggest. 


Mareteller, Kickard, 
Gdbhardt ~*Keed, " 


A UVER T N G 


NEW YORK « PITTSBURGH « CHICAGO + TORONTO 
AFFILIATES 
PUBLIC RELATIONS ® BURSON-MARSTELLER ASSOCIATES, INC. 


MARKETING COUNSEL © MARSTELLER RESEARCH, INC. 
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between the lines 
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Here's a student flipping through a catalog. As he does, 
he unconsciously reads between the lines for evidences of the sincerity of the 
message and the quality of its presentation. He is influenced by the read- 
ability of the text, the printing of the pictures and the appearance of quality 
in the paper. A company that shows respect for readers in its printed messages 
gains respect in return. Respectful printing begins with a good printer. See him 
early. Most likely he’ll specify a Warren paper, because he’ll get better 


results — and so will you. S. D. Warren Company, 89 Broad St., Boston, Mass. 


printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 








Featuring a 
directory 
section 


show preview 


Contents 


1. An alphabetical listing of all 
products used in the field, and 
manufacturers of each. 


2. Names and addresses of 
all these manufacturers. 


3. Alisting of all known trade 
names with the product and 
manufacturer identified for each. 


4. All products advertised in this 
issue are classified and listed. This 
guides readers to the ad pages 
where they'll find more information 
on what they seek. 


5. Normal editorial content of a 
regular issue assures immediate 
cover-to-cover attention. 


6. A COMPLETE SHOW SECTION 
previewing the 15th International 
Heating and Air-Conditioning 
Exposition, Chicago, Feb. 13-16. 
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this is your 
. field... 


...hereis 


your biggest advertising 


opportunity 


THE DIRECTORY SECTION 
iS THE ACKNOWLEDGED 
BUYERS’ GUIDE 

SINCE 1934 





Here's the hardest working, lowest cost 
salesman you can have in 1961. This 
all-in-one January issue with a Directory 
section, Show Preview, and regular 
editorial content assures not only immediate 
cover-to-cover attention but lasting sales 
power as well. In a survey of our 
dealer-contractor readers (each a paid 
subscriber ) 94% report they keep this issue 
throughout the year, 82% refer 

specifically to the advertising pages. 


Capitalize on this exceptional way 

to reach your most profitable outlets in 

this field — the bigger, more active 
dealer-contractors. Use extra space for extra 
emphasis on your entire line. 

KEENEY PUBLISHING CO., 

6N. Michigan, Chicago 2. 
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are you 
using 
THESE 
communications 
methods... 


\ 


You can’t reach the railroads on a party line today! 
It takes modern communications to reach an indus- 
try moving so fast that it devours two billion dollars 
a year in materials and equipment! 

And in our mass production economy it is the 
railroads that are becoming mass production in 
transportation. 

This has been responsible for a huge upheaval in 
railroading. Just one part of this upheaval has been 
large scale conversion to microwave, radio, intercom, 
closed circuit TV, carrier "phone, direct automatic 
intercity dialing and facsimile. 

To sell this new, mammoth market-on-the-move 


neat reach —— 


el 


/ 


market? - 


Microwave repeater antenna 
on Santa Fe’s Cushenbury Line. 


you too should use modern communications— 
Modern Railroads. 

Modern Railroads is keyed to this industry’s big 
swing in progress. Modern Railroads has been... 
and continues to be . . . the railroad publication that 
looks like progress, talks like progress, and builds 
confidence in the industry’s future as the mass pro- 
ducer of transportation. (Item: 24,785 circulation 
as against 10,343 of the second RR publication). 

Let us show you how Modern Railroads has 
truly become the dynamic image of this giant indus- 
try ... why railroaders refer to us as the “modern 
boys!” 


Od op 


RAILROADS 201 &. wells St. Chicago 6, II. 





A Wotson Publicati — Publishers of Annil 


ipp Manufacturer and the Railrood Catalog File 
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Marketing milestones 


IM'S MONTHLY DIGEST OF TRENDS AND DEVELOPMENTS 
OF SPECIAL IMPORTANCE TO INDUSTRIAL MARKETERS 


SQUIRT-ON ROOFS 


Using a specialized spray gun it 
is now possible for a three-man 
crew to apply a 30,000-square foot 
roof in two days, compared with a 
five day requirement for a _ nine- 
man crew to apply a conventional 
built-up roof. The three-nozzle spray 
gun simultaneously ejects glass fi- 
bers and a specially formulated 
mineral colloid asphalt emulsion 
which doesn’t “run,” even on verti- 
cal surfaces, at the time of applica- 
tion and will not melt and flow in 
hot weather. 


AUTOMATIC TEACHERS 


Robots are appearing in the na- 
tion’s. classrooms as_ subtitute 
teachers, providing instruction in 
such subjects as mathematics, elec- 
tronics and physics. This automa- 
tion of academics is getting a hypo 
from the National Defense Educa- 
tion Act, which makes federal 
funds available for schools’ im- 
provement of mental and manual 
skills of students. Robot teachers 
(machines) currently available 
range in price from $39.50 up to 
$5,000 per unit. 


SNAP POWER 


Atom-generated electricity is re- 
ported to be on the brink of eco- 
nomic feasibility—in space vehicles. 
The Atomic Energy Commission’s 
“Systems for Nuclear Auxiliary 
Power” (SNAP) program, begun 
in 1956, is reaching the pay-off 
stage, with one company having a 
small nuclear power device ready 
for use and expected to be airborne 
within a year. The atomic electricity 
powers equipment inside satellites. 


Companies step up efforts 
to slice distribution costs 


American Can Co. recently shifted to an f.o.b. 
plant pricing system. Westinghouse, not too long 
ago, set up a distribution depot in Utah, to serve 
the west coast. The appliance division of General 
Electric, has, in the past 10 years, established a 
completely different wholesaling setup, a shift in 
GE-Hotpoint relationships, and an entire new 
service plan. 

Distribution costs represent the common de- 
nominator of the actions taken in all three cases. 
Distribution costs also constitute the major force 
behind some bedrock repercussions taking place 
in the marketing networks of industrial compa- 
nies throughout the country. 

Many companies have found that each year the 
final “customer price” for their product contains 
a smaller and smaller percentage of factory cost 
and a higher and higher percentage of distribu- 
tion cost. Profit margins also have narrowed. 

In the area of operations, factory costs char- 
acteristically have been the first target for con- 
trol when profits start slipping, and competitive 
conditions rule out the possibility of price hikes. 
Today this procedure is changing. Distribution 
costs are moving up to number one position as 
prime target for improvement. 


Nine questions . . Distribution policies obvious- 
ly affect more than distribution costs. Sales vol- 
ume, for example, is another area directly in- 
volved. To find out where—and/or if—changes in 
distribution policies are warranted, the trend 
among today’s progressive companies is to do 
some research on a number of important, funda- 
mental questions. 

Here are some of the questions companies are 
using as the base of their distribution studies: 


1. Should the selling organization be product- 
oriented, or market-oriented? In other words, 
should the company specialize in selling a single 
product to several markets, or several products 
to specialized markets? 

2. Where should finished inventories be ware- 
housed? At the plant; in field distribution centers; 
via local jobbers? 

3. If warehousing centers are changed, should 
manufacturing schedules and locations be changed 
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PRIVATE TRUCK FLEETS 


Interstate Commerce Commission 
figures indicate that private truck- 
ing is the fastest growing segment 
of highway transportation. The 
American Trucking Association is 
reported to have 3,300 non-carrier 
members with truck  fleets—up 
nearly 100% over the 1958 total. 


LOTS OF TALK 


The rate of growth of telephone 
installations in this country re- 
mained constant in the first half of 
this year, according to the Depart- 
ment of Commerce. The number of 
phones increased more than 1.6 mil- 
lion. If this trend continues, the to- 
tal number of phones in the U.S. 
will be 74 million by the end of this 
year, representing a net increase of 
approximately 4.9% over 1959. 


INDUSTRIAL LEASING 


Excluding real estate, all leasing 
in the United States is expected to 
involve more than $2.1 billion in 
goods this year. Of the total, equip- 
ment leases are expected to ac- 
count for about 20%. Equipment 
leasing is expected to hit a record 
$410 million by the end of this year. 


CONTROL TECHNOLOGY LAB 


Highlighting rapid growth of con- 
trol technique applications in the 
country’s steel industry is the fact 
that U.S. Steel has opened an elec- 
tro-mechanical engineering facility. 
Located in Monroeville, Pa., the new 
laboratories are dedicated to the de- 
velopment and application of control 
systems for new and existing proc- 
esses in all steel-making functions. 
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Marketing Milestones . . a digest of trends and 
developments of special importance to industri- 
al marketers is compiled monthly by the Indus- 
trial Marketing Editorial Research Department. 


also? Similarly, are there any opportunities for 
field assembly of some components? 

4. What specific shifts have occurred in customer 
mix—by size, location, or type? Have buying prac- 
tices and customer service requirements changed 
materially? 

5. What advanced methods of forecasting, com- 
munication, and controls are available and prac- 
tical? Are machines or systems available to speed 
up paper and data flow, replace hand labor, etc. 
6. What should be the real functions of the com- 
pany’s middlemen, and how should they be com- 
pensated for their efforts? 

7. Should company policies be the same for dis- 
tant areas as for close-in markets? Would it be 
wise to have different policies for metropolitan 
areas vs. rural markets? Does the export market 
fit into the picture anywhere? 

8. Would there be a net gain—or loss—in direct 
sales to big accounts, special markets, or for cer- 
tain products? 

9. What kind of distribution cost accounting 
methods should be instituted? 


Taken as a group these questions add up to a 
full-scale, organized, planned study of a com- 
pany’s distribution network. 

Many companies have done just that; and the 
practice is not limited only to the “giants.” Me- 
dium and small-size companies have found it 
practical to give a specific person or group the 
permanent assignment of continuous study. 


Distribution planning . . “Take the product 
from the end of the assembly line, and find out 
what can be done to get it from there to the cus- 
tomer more efficiently.” 

The preceding statement is the basis for dis- 
tribution planning. This involves: 


® Considering physical distribution processes as a 
system—not an isolated element—a system in 
which all components and functions must be 
kept in proper balance. 


® Recognizing the necessity for constant re- 
appraisal of the responsibilities, capabilities, in- 
terrelationships, etc., of executives in traffic, ware- 
house control, inventory control, and other func- 
tions included in the “system.” 


@ Understanding the immediate and long-range 
implications of technical advances in such dis- 
tribution components as material handling, data 
processing and transportation. 
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Five years ago, transistor wasn’t even in 
the dictionary, much less in the spotlight. 
Yet today, semiconductors are a $500 mil- 
lion industry! 

This is one more example of the “new, 
today — old, tomorrow” pace of U.S. busi- 
ness. Daily, scores of new and improved 
items compete for industry’s O.K. Never 
has the market been so dog-eat-dog, and the 
pace is picking up! 

In this free-for-all, you have to get your 
product message to the people who count, 
and account for purchases totaling 80% of 
our Gross National Product. Among pro- 
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duct-news publications, only one delivers 
them. That’s Industrial Equipment News. 

Each month, I.E.N. reaches some 80,000 
of American industry’s top decision makers 
in over 40,000 plants in 452 of the nation’s 
major industries. It’s a sharp audience and 

responsive one, too, because these execu- 
tives have learned through experience to 
count on I.E.N. to keep them abreast. No 
other publication is as up-to-the-minute, or 
comprehensive. 

To sell the people who must be sold, tell 
your product story in I.E.N. For our new 
Media Data File, write today. 


good for selling... because it’s used for buying 


Industrial Equipment News m@ 
461 Eighth Avenue, New York 1, N. Y. 


Thomas Publishing Company 
Affiliated with Thomas Register 
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For Readers 


Sine te eee 


TRE PRRUM oe TERWNNEAL 4 


When selecting the magazine that best will promote your EXPORT SALES 
ASK YOURSELF THESE IMPORTANT QUESTIONS: 


Is it new in the service of the industry's editorial needs on a global rather than national or 


regionalized viewpoint? ...OR... 


1.) Is the magazine known and accepted through years of constructive service to the industry it serves? 
2.) Is the circulation established by prolonged and careful selection? 


Is it audited by a recognized circulation audit bureau, ensuring advertisers that its circulation claims may be 
3.) : - 
relied upon and fairly compared with competitive media? 


4.) Is receipt of copies, correctly addressed, investigated and accurately measured? 
5.) Is it providing inquiry service for its readers, and developing new sales contacts for advertisers? 


6.) Is cost-per-thousand on space rates competitive with other media designed especially to bring your sales 
messages to this important and fast-growing export market? 


For INTERNATIONAL OILMAN . . . the answer is an emphatic ‘‘yes'’to all six measurements! 


INTERNATIONAL OILMAN was established in 1946 by in- 
dustrial journalists experienced, since 1929, in international oil 
coverage, and is still under its original publisher. It is the only 
petroleum periodical whose director has edited and published 
in both hemispheres. It views industry affairs from a global 
vantage . . is careful never to offend readers by using hated 
slang nationality identifications to obtain headline brevity . . . 
Eschews the use of the term “foreign” in its editorials .. . 
Achieves unequalled identification with its 7,361 primary read- 
ers abroad. INTERNATIONAL OILMAN is distributed from 
England to more quickly reach readers in remote areas. 

The circulation of INTERNATIONAL QILMAN is free from 
the built-in obsolescence inherent in new mailing lists com- 
piled from even current directories. Recipients are directly 
checked on a regular basis to keep mailings as accurate and 
up-to-date as possible. Independent survey shows 95.3%, cor- 
rectness of job classifications, with currency of three months. 
INTERNATIONAL OILMAN is in its second year of provid- 
ing BPA audits and these breakdowns permit direct compari- 
son with the closest export medium. 

In addition, VAC has independently verified the qualified 


Internati 


Save this important Page 
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circulation list, and states that 94.0% of the names and ad- 
dresses on the circulation list were established as correct and 
receiving the publication (with a three-month currency). Sub- 
scription renewal percentage is 82.7%. 

INTERNATIONAL OILMAN will carry your sales message 
to most divisions of the petroleum industry market at lower 
unit cost. And no alternative export medium can offer this 
assurance of purchasing influence in the petroleum industry: 

PARTICIPATION IN PURCHASING DECISIONS 


Capital plant ($10,000 and up) 
Equipment & Tools (up to $10,000) 
Expendable Supplies 

Engineering & Construction Services 


Supplement to INTERNATIONAL OILMAN 
p, PEetRoOLEUM! SERVES 
\AOWPMEAT FAPURTER gy «YOU 
""@ too! 


carries your Technical Advertising further 


Published by OILMIAN, INC. 
Majestic Bldg., Ft. Worth 2, Tex. 





Six industrial sales 


managers tell how their companies 


handle the giving of Christmas 


gifts to customers and prospects . . and four 


tell why they’re against business gift-giving . . 


Should you give Christmas 
gifts to customers? 


Gifts give personal touch 


dey We would like to feel 
that Pheoll’s product and 
service are so excellent that it 
would not be necessary to 
give a gift in order to insure 
business. On the other hand, 
it is somewhat like giving 
personal Christmas gifts. You 
| enjoy giving them to good 
customers in the same spirit 
Be as you would to your friends 
D. O. Bielenberg or family. 

Pheoll Mfg. Co. For the most part, the giv- 
ing of any gift is left up to the salesman. Pheoll 
allows roughly $150 for each of our 21 direct 
salesmen, which he can use for purchasing all gifts 
for his customers. There is no standard or mass 


A 


ey 
pas 


“You enjoy giving Christmas gifts to 
good customers in the same spirit as 
you do to your friends or family.” 

D. O. BIELENBERG, PHEOLL MFG. Co. 


a sideiiaah sates OMNIA 


purchase of gifts, and the gift is given by the 
salesman, who, of course is representing Pheoll 
Mfg. Co. We have been considering mass purchase 
of gifts to reduce our sales expense. 

There is, for the most part, a high correlation 
between the volume of business from a customer 
and the gift he would receive. This again is up to 
the individual salesman. There is also the case of 
trying to win new business or increase current 
business. 

The pros and cons of gift-giving have been 
argued for a long time. I know that many com- 
panies send out a letter at Christmas time stating 
their policy against gift-giving. Pheoll will not 
reach that point of sophistication where personal- 
ities play a secondary role in selling; and giving 
Christmas gifts is part of our “personal touch.” 

I believe that the giving or not giving of gifts 
ultimately will not affect the business relationship 
between two companies one way or another. If 


{7 


SURE ISLEY LARP IRL RD Beech a LAG 


“I cannot believe that Christmas gift- 
giving is a necessary part of American 
business practice.” 

G. P. CHIPMAN, DENOMINATOR Co. 
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you manufacture a quality product, sell it at a 
competitive price, and provide reliable service, 
you are going to build a business relationship un- 
affected by temporary influences—D. O. Bielen- 
berg, Distributor Sales Manager, Pheoll Mfg. Co., 
Chicago. 


‘Our customers refuse gifts’ 


Gg@y The Denominator Co. 
does not recognize individ- 
uals with gifts, favors, gratu- 
ities, etc. If we did, we would 
be strongly reprimanded .. . 
or find the gifts returned to 
us. The companies we deal 
with have told us so. It would 
appear that a larger propor- 
tion of all industrial concerns 
are reacting similarly, this 
year, as our mails contain 
more statements expressing 


E, P. Chipman 
Denominator Co. 
such a rigid policy. 

I must agree with President G. H. Lesch of Col- 
gate-Palmolive Co., who writes: 

“We believe, and so do many other firms, that 
business relationships with suppliers and others 
from whom goods and services are purchased will 
became more mutually beneficial if relationships 
are based on merit alone.” 

As to relating business associations with the 
Christmas season, I cannot personally countenance 
such crass commercialism. I just cannot believe 
that this is a necessary part of American business 
practice. Done in a wholesale manner, it can only 
lead to greed and the temptation to gloss over the 
one factor Mr. Lesch has named: merit. If a firm 
by its integrity and service record and the relia- 
bility of its product has gained such favorable 
business relationships, no gift, favor or token to 
any one individual is needed to promote or pro- 
long such amicable relationship.—G. P. Chipman, 
Sales Manager, The Denominator Co., New York. 


Non-giver remains anonymous 


Tey It is a policy of our company that Christmas 
gifts are not to be given to customers or prospects. 
I am in agreement with this policy and with the 
reasons behind it. 

A company with a national sales organization, 
that has every single industrial and commercial 
establishment as a potential buyer of its product, 
finds it extremely difficult to justify any action 
which cannot be made available to all of its pres- 
ent customers and future prospects. The giving of 
a Christmas gift would, undoubtedly, come in 
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this category. 

Further and more important, from my point of 
view, the spirit of Christmas is jeopardized when 
commercialized by gifts which represent a com- 
merical relationship between two business organ- 
izations. 

In place of gifts, it has been a policy of many of 
our sales personnel to communicate at the Christ- 
mas season with a personal note indicating their 
appreciation and extending personal greetings for 
the past and coming year.—District manager for a 
large electric products manufacturer, who asked 
to remain anonymous. 


Glass firm gives glass gifts 


Gg@y Christmas promotion at 
Lancaster Glass takes the 
form of product-associated 
remembrances rather than 
gifts per se. Since we do not 
have just a few dominant 
customers but rather a wide 
cross-section of American 
manufacturers whom _ we 
serve, a simple matter of 
economics dictates our policy. 

M. R. Hoover The salesmen covering the 

Lancaster Glass various territories submit 
lists of those to whom the remembrances are to be 
sent and the list is screened. We attempt to have 
the remembrance budget split up proportionate to 
the potential of the territories. 

At Lancaster we manufacture custom glass 
components for O.E.M. which include electronic, 
automotive, aircraft, appliance, photographic and 
many other industries. Our affiliate, Indiana Glass 
Co., manufactures glass housewares and _ table- 
wares. Thus we have almost an endless assortment 
of items from which to make a choice for our 
product-associated Christmas remembrances. 

We feel that a remembrance of glass tableware 
will be a constant reminder of our position in the 
glass component market. Also, we select tableware 
pieces which illustrate some feature of our com- 
ponent products. For instance, the brilliance of the 
tableware pieces can well be a talking point for 
components of glass. At some future date, these 
remembrances may be discussed between the 
salesman and buyer, at which time the talking 
point can be brought home. A suitable tag asso- 
ciating a feature of the glass table piece with our 
own glass component product can be packed with 
the remembrance. 

More and more of our customers have requested 
that we omit gifts. In view of “payola” and other 
recent trends, we suspect that such requests will 
be on the increase. We feel that a product-asso- 
ciated remembrance actually carries a sales mes- 
sage and thus is simply an arm of our advertising 





program. Since it doesn’t have the taint of a more 
valuable gift, it will not place ourselves or the re- 
cipient in an embarrassing position. We feel this is 
very important—Marvin R. Hoover, Sales Man- 
ager, Lancaster Glass Corp., Lancaster, O. 


Gifts take Y2-1% of promotion 


ep Here is a brief explana- 

tion of our company policy 
‘ on giving Christmas gifts to 

customers and prospects: 

1. Distribution of any such 
gifts originates in our home 
office. Some are sent direct 
and others are provided the 
regional managers for per- 
sonal distribution. 

2. Gifts are selected by two 

E. H. Wiard or three of us at the depart- 
Ren Plastics ment head level. 

3. Any such gifts are given in the company’s 
name, but the interested individual may also en- 
close his card. 

4. The value of any such gift bears no relation 
to the volume of business from the customer. 

Our total expenditure for this sort of thing 
would not exceed % to 1% of the over-all promo- 
tion budget. 

Our policy has always been to do this sort of 
thing on a very restricted basis, since it is our 
opinion that there is no end to an expenditure 
structure once it is freely open and the precedent 
established. We, therefore, try to keep our ac- 
tivities on a person-to-person basis, but in the 
name of the company.—E. H. Wiard, Director, 
Market Service Div., Ren Plastics, Inc., Lansing, 
Mich. 


Puts $5 limit on gifts 


dey The item we send out 
at the end of the year is al- 
ways something which we 
can call a remembrance or an 
advertising gift. We have 
several accounts which have 
pretty strict policies regard- 
ing the accepting of Christ- 
mas gifts but practically all 
of them do not hesitate to 
give us permission to dis- 
tribute items which can be 
classified as an advertising 


E. B. Smethers 
Store Kraft 
or promotional gift. 
We do have several on our Christmas list who 
ask that we do not send items costing over a cer- 


tain amount—usually around $5—so we have for 
several years had in effect a policy of not buying 
anything costing over $5. 

Each year we have a mid-year sales conference, 
and at that time our territorial salesmen help to 
select the item we will buy. As a rule, we have 
each salesman pick out first, second and third 
choice, and then later, the three top executives of 
our company make the final selection. 

The gifts are sent out in the company name. In 
fact, without exception, we have had our name on 
the items since we started sending our remem- 
brances several years ago. At one time we per- 
sonalized the items, but that was discontinued 
some five or six years ago, mainly because it was 
difficult, it seemed, to avoid errors and there were 
quite a few changes made in personnel in various 
organizations after the deadline for giving the 
final list to our supplier. 

I don’t think the value of our gifts has any 
bearing whatsoever on the volume of business we 
receive from our customers, but I do think it 
creates a certain amount of good will. We pur- 
posely skipped one year, and the many letters 
which we received from various customers indi- 
cated that this year-end good will gesture was 
well worth while. Several buyers wrote in think- 
ing that we had either failed to include them on 
the list or the gift had been lost in the mail. 

We are very partial to desk items—items which 
will retain the Store Kraft identity and last quite 
some time. Also we try to find something differ- 
ent, something unusual—an item which cannot be 
bought out of a catalog. We never send out any- 
thing in the way of liquor, foods, ete. 

We allow each of our territorial salesmen to 
make up a Christmas list with a limit on the num- 
ber they can turn in. Also we have special lists 
which are made up here at our home office. We 
include in our list prospective buyers as well as 
established customers. This we have found very 
effective, even though the item we send is not a 
costly one.—E. B. Smethers, Sales Manager, Store 
Kraft Mfg. Co., Beatrice, Neb. 


Sends Christmas cards only 


gy In our company we think of Christmas as a 
time for saying “thank you” to customers rather 
than as an opportunity to give personnel in cus- 
tomer companies items of tangible value. Con- 
sistent with this policy our practice has been to 
send unusually handsome Christmas cards. 

A hunting theme has been followed for many 
years in the design of the etchings that dominate 
these cards. They are suitable for framing, and 
some of our customers are proud to‘display an 
array of these etchings that go back for a number 
of years. 

Our type of Christmas “thank you” simplifies 
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many of the problems frequently associated with 
Christmas gifts. The list of recipients need not be 
restricted to a minimum 

number, as is usually the 

case with gifts of monetary 

value. With gifts of value 

and the need to control total 

costs there is always the 

problem of where to draw 

the line of whom to include 

and whom to leave out. The 

problem is further com- 

pounded when it is deemed 

desirable to send _ several 

J. M. Shaver, Jr. 


price categories of gifts, with 
Wells-Gardner 


more expensive gifts going 
to the better customers or to the higher level 
officials in customer companies. 

Resentment on the part of all those receiving 
the lower value gifts is difficult to completely 
avoid. And of course in any gift-giving program 
there are likely to be a few individuals who are 
offended by what they consider to be a crass at- 
tempt to buy their favor. Fortunately, for us, our 
program avoids these problems. 

Like most companies which send cards it is our 
practice to have our company name imprinted on 
the cards. The person within our company who is 
most closely associated with each prospect or cus- 
tomer will usually sign his name to the card. 

I realize that past precedent and prevailing in- 
dustry practice exercise considerable influence on 
whether or not it is in a company’s best interests 
to send Christmas gifts. If I were in some indus- 
tries in which I have had experience, I would hesi- 
tate to arbitrarily eliminate all Christmas giving. 
However, as a general guide I think it preferable 
to emphasize the “thank you” aspect rather than 
the monetary value of Christmas gifts. Giving gifts 
of more than token value invites comparison with 
other gifts in a contest that no company is likely 
to win.—Jesse M. Shaver, Jr., Director of Market- 
ing, Industrial Products, Wells-Gardner Elec- 
tronics Corp., Chicago 


‘Gifts don’t create business’ 


féy Our position on business Christmas gifts 
can be easily stated: It is not company policy to 
give Christmas gifts to customers and prospects. 
We, at Wood Conversion Co., do not believe that 
such gifts create business. 

Sometimes individual territory salesmen make 
small gifts to some of their key customers on 
their own initiative. This is not encouraged by 
our company, and it is often a gesture of warm 
personal friendship that has grown up rather than 
a “business” Christmas gift—W. W. McCarthy, 
Sales Manager, Industrial Products, Wood Con- 
version Co., St. Paul, Minn. 
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Salesmen buy customers’ gifts 


dey I feel that the giving 

of business Christmas gifts is 

an increasing but necessary 

evil. We note with interest 

that each year an increasing 

number of letters are re- 

ceived from companies either 

stating or reaffirming their 

particular policy with re- 

spect to Christmas gifts. 

Each letter bears basically 

R. F. Duffy the same message—stating 

Tubular Rivet & Stud that although the friendly 

season of good will that prevails throughout the 

Christmas season is understood, the practice of 

Christmas giving has become an unwarranted 
burden on business relations. 

In view of this, we impress on our sales force 
that although we do not feel the practice of 
Christmas giving should cease it should certainly 
be tempered to honor the various policies of their 
customers. 

It is further felt that all gifts should be in the 
salesman’s name and of his choice. The best 
method of exercising a measure of control is to 
charge the gifts directly against the man’s com- 
mission. In doing this, more discretion will be 
exercised in determining the cost and number of 
gifts. 

Finally, there is no substitute for good custom- 
er-supplier relationship being based on quality, 
service and dependable delivery. Consequently, 
the practice of Christmas giving, in my mind, is 
a gesture of appreciation. Hence, the value of the 
gift should not have any direct relation to the 
volume of business to be gained from an account. 
— Raymond F. Duffy, Sales Vice-President, 
Tubular Rivet & Stud Co., Quincy, Mass. 





Inside an industrial 
sales manager 


@ Next month IM will present a composite 
“portrait” of today’s industrial sales man- 
ager. Here are just a few of the questions 
this special feature, which is based upon an 
extensive survey, will answer: What educa- 
tion does the modern industrial sales man- 
ager have? How much money does he 
make? What are his ambitions? Does he 
like his job—or would he rather be doing 
something else? Watch for this important 
feature in the November IM. 














El Filamenol Generali Electric ofrece 
excelente proteccion para los cables 


| 


Aislamiento de 
Super-Coronol 





GENERAL @® ELECTRIC 


More facts, more readers . . You don’t have to be able 
to read Spanish to guess why the General Electric ad on 
electric cable performed better (46% against 13%) 
than the Siemens-Schuckertwerke Aktiengesellschaft ad. 
The latter is a design-y combination of a photo of a 


c 


SIEMENS 


drum of cable being hoisted aboard ship, a stylized 
drawing of cable, and brief catalog ,information. In its 
ad, General Electric takes its product apart to show in- 
ternal construction, puts in some selling copy, and pro- 
vides specification data in some detail. 


Here’s proof that foreign 
ad readers want facts, too 





How the study was made 


@ Using the usual Readex method, a second copy of the 
study issue was mailed, two weeks after regular distribu- 
tion, to a random sample of subscribers. Accompanying 
this copy were instructions (in Spanish) for marking up 
the magazine, a red crayon, and an envelope addressed 
back to Readex. 

(Since it is not possible to ‘’‘postage-pay’”’ from out- 
side the United States, each return envelope had affixed 
to it sufficient air mail postage in local stamps to get the 
magazine back to Readex. The postage averaged $2.25 
per case, which applied, of course, even when the maga- 
zine was not returned.) 

Respondents were asked, in the usual Readex way, to 
draw a line across every editorial item and advertise- 
ment ‘you remember was of interest to you when you 
first read the issue.’’ 

Rate of response was high, and the occupational pat- 
tern of the respondents corresponded nicely with the 
industry breakdown according to ABC. 


shows 


This first-of-its-kind 


foreign business men, like Ameri- 


study 


cans, want facts, not fluff, in indus- 


trial ads . . 


By Howard G. Sawyer 
Vice-President of Marketing Services 
Marsteller, Rickard, Gebhardt & Reed, New York 


ig What business men will read is pretty much 
the same regardless of the language they read. 

This is an unmistakable conclusion produced by 
an examination of what to me is the pioneer ad 
readership study of an overseas-circulated busi- 
ness magazine. 

The magazine is McGraw-Hill’s Industria, which 


October 1960 © gp © 45 





+ 
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Aceros modernos 
para los requisitos del manana 
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United States Steel Export Company (iss) 


Genera! vs. specific ... United States Steel’s full page of 


product listing attracted only 17%, while an adver- 


has conducted a series of Readex studies (see de- 
tails on page 45) in the Spanish-speaking coun- 
tries to which it distributes (Spain included along 
with Central and South American and West In- 
dian countries). 


Universal fact . . Most significant of the findings 
of the study is the confirmation, again, of what 


GE scores again . . . Allgemeine Electricitats-Gesellschaft 
has a two-color ad with “‘AEG” for the headline, some 
line sketches of an industrial plant, and copy starting 


‘Durante los 75 anos de nuestra existencia’’ (During 


& REPORTRIE SOBRE ENERGIA Y PROGRESO 


AEG 


Con ta alta resistencia y ei peso livians de 

las viguetas de acere (8) AmBridge”, se tiene 
espacio libre en ef pise, se simplitican 

tos cimientes, se reducen los costes y se necesita 


menos tiempo para la ereccion 1 


-— 


| OTROS PRODUCTOS 
PARA INDUBTRIA 








United States Steel Export Company 


tisement specifically on steel joists scored 39% better 
than double the other score. 


seems to be a universal fact: business men read 
business papers for information, and those ads 
which contain information (rather than generali- 
ties or exercises in advertising technique) get 
better readership. 

This can be easily demonstrated by comparing 
ads in the same product category (see accompany- 
ing illustrations). a 


the 75 years of our existence). This ad _ scored 
15%. AEG makes electric generating equipment. So 
does General Electric, and its picture-caption spread 


describing an installation in Japan ran up a 51% score. 


Mas detalles sobre los equipos General Electric 
para las nuevas centrales de la empresa Chubu 


LOS EQUIPOS GENERAL ELECTRIC HACEN DE LA CENTRAL 
MIE DEL JAPON UNA DE LAS MAS MODERNAS DEL MUNDO 
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jLA FUERZA MOTRIZ GM DIESEL 
REDUCE LOS GASTOS 
TARIO! 


el BALANCIN 


OS DE BJF DE EMBOLO 
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MPONENTES DE LA BIELA 


SJINETE DE CIGUENAL 
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NETES DE BIELA 
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iMenor Precio Original! |Menor Gasto De Manteni- 
mientet M miles de hores 


> GENERAL MOTORS OVERSEAS OPERATIONS 


GeRENAL MOTORS OF WELD, $ 4 DEC Y. 
ORNERAL MOTORS INTER AMERICA CORP 
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(it vERAL Morons 
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41% vs. 5% .. General Motors has an ad in which its 
diesel engine cylinder is ‘’exploded’’ to demonstrate how 


certain parts are made interchangeable in order to ‘‘re- 
duce los gastos de maintenimiento -e inventario.”’ (re- 


Help vs. puff . . Harbison-Walker has an ad illustrated 
by a drawing of a man (the conventional ‘’executive- 
type’’ in industrial advertising) watching some workmen 
building a wall of refractory brick. Copy is about the 


' 1 ' 
—— 6 & C. © 
Puede esperar mas de los 
productos refractarios 
Harbison-Walker 
» ... y obtenerlo! 
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WARBISON-WALKER REFRACTORIES Y SUS SUBSIDIARIAS 


Ptebo a Me, EWA 


runpada x 1856 


HUMBOLDT 


instainciones para minas, plantas 


runpada th 1864. ) ° 


PDE GTZ | 


KLOCKNER-HUMBOLDT-DEUTZ AG-KULN 


duce the cost of maintenance and inventory). It scored 
41%. Another diesel manufacturer, Klockner-Humboldt- 
Deutz AG, with an all-reverse combination of line 
sketches and some ‘‘company”’ copy, made only 5%. 


company and its facilities and experience. It scored 
only half as well (18% against 35%) as another Harbi- 
son-Walker ad which carries a discussion, illustrated 
with a schematic, of proper hearth design. 


los Productos Refractarios Harbison- Walker significan 
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 HARBISON-WALKER REFRACTORIES COMPANY 
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Machine tool builders count 


on big show to spark upturn 


-4 
- 
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Intricate . . Micromatic Hone Corp., 
Detroit, exhibited this equipment for 
automatically moving bearing inner 
race components through successive 
precision honing operations. The ma- 
chine turns out some 600 pieces per 
hour, honing them to accuracies of 25 
millionths of an inch 
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It’s still too early to know 
for sure, but the nation’s 
machine tool builders 
have high hopes that 
their recent exposition will 
mark the beginning 


of a pickup in orders . . 


No frills . . The National Machine Tool Builders Association, 
which sponsored the show, decided that there would be no 
frills. As a result, all the 123 exhibits at the show looked 
pretty much the same. All the machines were painted a dull 
gray, and there were no fancy backgrounds or displays to 
dress up the exhibits. According to MNTBA, the decision 
was made to save the manufacturers the expense of main- 
taining elaborate exhibits 





Lots of traffic . . Salesmen at Cincinnati Shaper Co. booth ex- general, a shot in the arm. Here visitors are shown getting up 


pect the exposition to give their company, and the industry in close for a good look 


f@y The 1960 Machine Tool Exposition, held at 
Chicago’s International Amphitheatre last month, 
was a success. How big a success?—nobody will 
know for another two or three months. 
The concensus of the machine tool builders at ° ° P x 
the show was that attendance (about 95,000) and Production Engineering Show: 
quality of inquiries were better than many had study in contrast 
expected. But, as the exhibitors well know, every 
inquiry doesn’t result in an order, and any pickup 
in orders for the ailing industry will depend heav- 
ily on the trend of the economy in coming months. 
The great majority of the builders were enthusi- 
astic, however, over the amount of price quotation 
activity at the once-every-five-years exposition. 
According to E. R. Motch, assistant sales manager 
of Motch & Merryweather Machinery Co., Cleve- 
land, “We’ve had 50 requests for quotations al- 
ready on our new vertical turner. I expect orders 
to begin materializing in 30 to 60 days after the 
show.” 
And F. K. Jones, chief sales engineer for Norton 
Co., Worcester, Mass., said, “A lot of people were 
on the fence about buying new machines when 
they came to our booth. I think we’ve sold them. I 
think we’re doing real good. There’s a lot of inter- 
est, both foreign and domestic.” 
One of the most encouraging comments was 
made by John Powers, sales manager for Wiede- 
mann Machine Co., King of Prussia, Pa. When 
asked how his company was doing at the show, he 
replied, “Can’t talk to you now; I’m quoting on 
three machines.” 
Approximately $17 million was expended by the 
show management, Clapp & Poliak, and the ex- 
hibitors in staging the show. Another $6 million 
was invested in the Production Engineering Show, Girls and gimmicks . . In sharp contrast with the 
held concurrently at the Navy Pier, Chicago. The look-alike exhibits at the Amphitheatre, those at the 
two shows covered 19 acres of indoor space. Production Engineering Show, held concurrently at 
Continued on page 50 the Navy Pier, were complete with flashing lights, 
girls and gimmicks. Exhibitors at the Pier featured 
the controls and other accessories for the tools at the 
Amphitheatre. 








400 ton ‘squeeze’ . . This 
400 ton ‘‘squeeze’’ is 


towering mechanical press with its 
a product of Danly Machine Specialties, 
Chicago. The press has a continuous feed mechanism for han- 
dling rolled sheet steel, an automatic slide positioner which per- 
mits the operator to ‘‘dial’’ a desired ‘’shutheight,’’ and a hy- 
draulic overload device to prevent damage to dies or press in 


the event of a set-up error 


Tape controlled . . This 15-ton numerically-controlled turret 
punch press punches up to 60 openings per minute in electronic 
chassis components for missile and computer systems. A prod- 





A first . . A product of Warner & Swasey Co., Cleveland, 
this 25-inch, fully automated turret lathe has an un- 
usual memory control system. After first piece is made 
by operator, the machine memory unit takes over. 


‘Integrated’ . . This integrated line ot automotive crank- 
shaft grinding and lapping machines was in operation in 
the Norton Co. (Worcester, Mass.) booth 


uct of the Wiedemann Machine Co., King of Prussia, Pa., it 
has an extraordinarily fast-moving, tape-controlled positioning 
table which travels at from 500 to 750 inches per minute. 











MANAGING 
EDITOR 


<<L47 ‘Ten tips for dealing 
with business paper editors 


Some business paper editors have a 


pretty low opinion of PR men and their 


By Robert K. Otterbourg @ Account Executive 
Charles Mathieu & Co., New York 


Gg@y There is no shortage of “how to” and “do’s 
and don’ts” literature available on public relations. 
They cover subjects A to Z, and offer sound pro- 
fessional advice. But what about business editors? 
What do they expect from industrial publicity 
people? Where are the publicists falling down on 
the job? How can they improve their tactics? 

To gauge your worth as an industrial publicist, 
you should seek out a group of business editors. 
Ask them: What do you think of public relations 
and particularly press relations? The answers you 
receive might shock you. Editors on leading busi- 
ness publications contend that many industrial 
publicists do not know how to work properly with 
their medium. 


Ten tips . . Let’s hear what business editors sug- 
gest. Agreed there are all too many business pub- 
lications that have virtually pawned their editorial 
souls to advertisers, trade associations and vested 
corporate interests. For this article, however, we 
are listening to editors who represent publications 
that continually practice upright journalism. 


1. Play down the wire service, daily newspaper 
and consumer magazine approach . . Business edi- 
tors find that too many industrial publicists work 
with them in much the same way that they work 
with other news media. This strategy rarely 
works with business editors; they are not inter- 
ested in consumer-oriented stories for their more 


efforts. This article tells why—and 


what to do about it . . 


specialized audiences. While there is a common 
denominator that publicists can work with in con- 
sumer newspaper stories, each business paper has 
a special editorial slant, one that it tries to pursue 
through each issue. 

Agreed this places certain limitations on your 
work. Industrial publicists, however, must meet 
this demand by knowing many different editorial 
markets and learning how to serve each with spe- 
cially angled feature stories and feature leads. 


2. Go easy on the press release .. A “press re- 
lease,” to top business editors, is nothing more 
than filler, new product or back-of-the-book ma- 
terial. To most, it will not stand up in the more 
prominent news and feature sections. 

Have something to say, introduce the idea with 
a press release, then prepare to extend your serv- 
ices in angling the story for feature treatment. 


About the author 





@ Robert K. Otterbourg spent six 
years as a reporter and editor with 
such business publications as 
Home Furnishings Daily, Women’s 
Wear Daily and Nucleonics prior 
to joining Charles Mathieu & Co., 
New York industrial public rela- 
tions firm, as an account execu- 
tive. Mr. Otterbourg, 30, has a 
B.A. from Colgate University, M.S. from the Columbia 
University Graduate School of Journalism and was an 
intelligence officer with the U.S. Air Force for two years. 
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1. Play down consumer media "angles." 


2. The press release is only a starting point; 
follow it up with suggestions for feature arti- 
cle possibilities. 


3. Read and know the publications you aim 
to hit. 


k Get good, story-telling photos. 


t Don't ask to check an editor's story be- 


ore publication. 


». Don't ask when your publicity will be 





Do’s and don’ts for industrial PR men 


published. 


7. Don't hold a press conference unless you 
have a truly newsworthy development to re- 
port. 


8. Get the editor to talk to the man who 
can give him the story—not just to the com- 
pany president. 


9. Help middle management become public 
relations conscious. 


10. Don't hang around while an editor is 
conducting his interview. 





Too many good ideas, editors report, go by the 
board because publicists fail to follow through 
with specially tailored articles, leads and assist- 
ance. A moral: A press release in industrial press 
relations can rarely be all things to all people. If 
the subject is important, it must be followed up 
with depth treatment. 


3. Know something of the publications you aim 
to hit . . Business editors say that industrial pub- 
licists fail to know the editorial scope of even the 
widely circulated publications. 

“We changed our editorial coverage a year ago,” 
says one editor, “and you’d be surprised to see the 
number of features that arrive in the old style.” 

How can you overcome this objection? If you’re 
based in New York, Chicago or other major U.S. 
cities, you'll find that the local public library re- 
ceives a vast number of business and technical 
publications. Take an afternoon off and browse 
through some of those to be considered in your 
upcoming publicity efforts. 

If that’s not convenient, request a copy directly 
from the publication, or speak to an editor by 
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telephone and discuss his magazine’s ground rules 
—he’ll appreciate your interest. 

Sounds basic, but business editors note unhap- 
pily that publicists are reluctant to learn about 
their editorial markets. 


4. Send a photograph along to illustrate your 
story . . Again, consumer media photographic 
needs should not set the tone for your business 
press pictures. 

When people are posed with your new product 
photos, at least use “real” workers, rather than 
top management. Also, editors say that “cheese- 
cake” photos are on the decline—industrial pub- 
licists have learned that human interest photog- 
raphy falls flat with the business press. 


5. ‘Let me see the article before it runs’ .. An 
offensive practice, and still in vogue with many 
industrial publicists. Though editors indicate they 
don’t mind cooperating when the story is highly 
technical, the practice is often followed on routine 
stories, too. Of course, many publications, espe- 
cially the poorer quality ones striving for reader- 
ship acceptance, encourage this policy. 

Your determination to scrutinize editorial copy 
is a signal for editors to avoid your company on 
future stories. What to do? Pick publications care- 
fully. Deal with those with integrity; they usually 
have superior editors. Let the editor carry the ball. 
It’s practically a rule-of-thumb that editors on 
successful publications (successful in terms of 
editorial coverage, not necessarily advertising 
revenue) scoff at public relations review. The 








others don’t care; but then, their publications sel- 
dom will do your client much good. 


6. “When will the article appear?” . . The inter- 
view is held; then come the telephone calls and 
other queries to determine the publication date. 
When you want to accurately time stories, turn 
the idea over to the advertising department or 
agency for a paid advertisement. Otherwise, you 
must wait your turn. Many a good story, say edi- 
tors, ends in the wastebasket due to a constant 
public relations vigil. Naturally, you should be 
concerned with an article’s progress; and at the 
same time, publications are obligated to return un- 
used manuscripts. But remember, a magazine’s 
action is always secondary to your patience. 


7. Let’s hold a press conference . . When there is 
a legitimate story to tell, the press party is a nat- 
ural vehicle. However, a good editorial turnout 
and a tasty lunch are not wholly indicative of edi- 
torial interest. Editors indicate that press confer- 
ences can create bad relations toward you and 
your clients. 

Here are some basic rules to follow when sched- 
uling your next press conference: (a) Start it on 
time; (b) Don’t think a handsome press kit will 
realize successful press conference goals—it is 
only an appetizer. 

Also, invite personnel from your company who 
know its vertical operations—so that the editors 
from various fields can talk to the men in your 
company from their fields. Remember that no 
matter how capable your president is, he rarely 
has the depth of knowledge that can satisfy the 
interest of the specialized business editor. A press 
conference is the time to put your merchandise on 
display; why not your personnel, too? 


8. Most business publications are not read by 
corporate presidents . . Surprisingly, editors report 
that industrial publicists are top management ori- 
ented in their handling of the press. Some business 
papers do reach a heavy cross-section of execu- 
tives (vice-president and above); but most don’t. 
They are read by decision-making middle man- 
agement, many, though below vice-presidential 
level, in top salary brackets. Publicists wrongly 
steer editors to high corporate personnel for de- 
tailed operating articles. 

A lesson: Have business editors interview such 
personnel as project engineers, divisional sales 
managers and purchasing directors—the execu- 


tives who are assigned directly to the work on 
which the article is to be based. 


9. Help middle management become public rela- 
tions conscious . . Editors discover unhappily that 
many middle management executives do not have 
the slightest understanding of press relations. 

“The story was agreed upon. We traveled to 
Philadelphia to interview a department head on 
what should have been a lively story. What hap- 
pened? He was a complete dud. He answered 
questions in a single word and was taken aback by 
the entire affair. We went back to New York 
without a story.” 

Sounds rare. This situation unfortunately is all 
too common. 

On one hand, top management has a natural 
rapport with the press, stemming partially from 
association work, press conferences, community 
and civic affairs, stockholder meetings and other 
activities composing corporate life. Middle man- 
agement, on the other hand, has not been faced by 
these public responsibilities; they are novices with 
the press. 

A remedy: If, for example, your purchasing di- 
rector is having his first major outing with the 
press, put him at ease before the interview (not in 
the presence of the editor) by briefing him on the 
normal interview ritual. 


10. Absence makes the heart grow fonder 
While you most likely can learn a lot about a spe- 
cific department’s operations from an interview, 
try, if possible, not to be there. The unsophisti- 
cated middle management executive, especially, it 
was noted, feels more self-assured with the press 
if you, as top management’s representative, are 
absent. 

The reasoning: Business editors usually inter- 
view their opposite number in most companies, 
i.e., an electronic publication interviews electronic 
engineers and related personnel. They many times 
have a natural professional rapport that can more 
easily develop without the intrusion of an outsid- 
er. 


While these ten guides are of course tempered 
by your professional relationship with manage- 
ment (a situation that editors well recognize), the 
general tenor of industrial press relations can im- 
prove within its present framework. And, editors 
indicate that those publicists who know how to 
approach the business press gain the largest divi- 
dends—more editorial space. s 
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How to get 
distributor salesmen 
to sell your line 


Company publications aimed specifically at distributor 


salesmen can help solve the problem of keeping the sales- 


men informed on the manufacturer’s line—and how to sell 


it. Here’s how several companies use this tool . . 


Bassick DISTRIBUTOR 
Yell CASTER 


il PUBLIMIED EVERY 40 OF TEN TO HELP BOTH OF US SELL MORE CASTERS 
i MEET THE 
Cost conscious company coiere 
buys Bassick Casters — 


I~ 
) WANT AD 
FOR Sate 


ay aeesns GOD En. ] - Soe 
"THOTH coo oF sasmen =| Key i to the marke q 
aan i nestaumants 
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dey “My house sells thousands of items. I could- 
n't spend 15 seconds talking about each of my 
lines to every prospect. So, I talk those lines I 
know best.” 

That quote from a distributor’s salesman em- 
phasizes the problem faced by every manufacturer 
that sells through industrial distributors. The 
problem: keeping distributor salesman informed 
of, and talking about your products. 

The accompanying illustrations show how a 
number of companies are solving the problem, 
through the use of house organs. These weekly, 
monthly or “every-so-often” mailers remind the 
distributor salesmen about the products of the 
suppliers and provide the men with the confidence 
to push the products. 

The typical house organ for distributor salesmen 
contains product and market information, case 
histories, sales hints and personnel news. 


Do they work? .. Are the house organs success- 
ful in informing and enthusing the distributor 
salesmen? A check of the 7,000 men who receive 
the “Bassick Newscaster,” the distributor house 
organ of the Bassick Co., Bridgeport, Conn., caster 
manufacturer, revealed: 


® There are 13 times as many who “regularly” 


read the newsletter as who read it “sometimes.” 


Sales tips, customer uses . . ‘‘Bassick Newscaster’’ gives 
case histories and selling tips 





USES 2 FORMATS 


@ Greenfield Tap & Die’s “Greenfield Dis- 
tributor” uses two formats. It is printed in 


KEEP YOUR EYES OPEN 





the form of a one-page inspirational letter 
on the back of the company’s well-known, 
full-color advertising inserts (left). In this 
case the house organ merchandises the 
company’s advertising to distributor sales- 
men. The other format is a two- or four- 
page folder presenting technical informa- 
tion on Greenfield products. The company 
provides quantities of the technical ver- 
sion for use as mailers by distributors, 
Ni orkon 
/ 


THE ESSENCE OF OUR SALES POLICY 1S COOPERATION WITH OBR STOCKING BISTRIBUTORS 


saraameree NEV § i oi af] iE Al 


TELLS SUCCESS STORY 


@ The B.F. Goodrich “Distributor 
News Letter” is a single 814x111” 


sheet. Front carries a standard mast- 


Success stories 


head plus a large action photo illus- 
trating a product success story. Back 
page (all type) lists what various 
Goodrich Distributors are selling 
(which, many distributors say, is the 
information they need most). A 
Goodrich salesman says the “News 
Letter” helps distributors find new 
product applications and makes them 
feel part of the family. 
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‘ Planned 
Sales 
Objectives 
Basic for Maximum Profits 


® Saree coat quan nin cates 
\ 


Merchondumy Colende: 
Con Help in Pionsing 
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Only one of the respondents replied that he did 
not read it (and he had retired). 


® Over 75% of the respondents said that the 
newsletter was definitely helpful to them in their 
work. 


Here are a few typical replies: 


1. I find the “Newscaster” very beneficial as is. I 
would like to see it continued along same lines. 


2. The writer certainly wants to thank your com- 
pany for the helpful caster ideas A little more in- 
formation about the various stems used on insti- 
tutional casters would help. 


3. We are particularly interested in product appli- 
cations. This helps us find new customers. 


4. Helpful hints—new information—special appli- 
cations. 


5. How to determine the right caster for the right 
job as to size, load capacity, construction, etc. 


6. We talked to and showed your “Newscasters” 
to all of our salesmen and they all agreed that this 
is a pretty good piece of literature as is. 
7. Send us 20 copies so each of our salesmen can 
have a copy. 
8. You've done a good job already—we all like 
the “Newscaster.” We'll welcome all the news and 
tips you will send to us. 
8. Anything that will help us sell more casters— 
especially new applications. 

As a result of the survey findings, Bassick feels 
that the “Newscaster” is worth while, and a vital 
part of the sales promotion effort. 
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MANAGEMENT TIPS 


® Gates Rubber Co.’s “Gates 
Industrial Distributor” runs 
4 pages in 8Y4 x11" size. Front 
page tells distributors how to 
do a better job of manage- 
ment; inside pages are filled 
with news about distributors, 
products, sales aids; back 
page is reprint of ad aimed at 


distributors. 


THE ALLEN NEWSLETTER 


TO INDUSTRIAL DISTRIBUTORS 


FROM THE ALLEN MANUFACTURING CO I HARTFORD 3. COMMECTICUT 


60 Series Cap Screws with o 


Larger Head Diameters 
ALLEN 


sO SERIES 


Me 3 


an 


SS 
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NEWS, PERSONNEL, PRODUCTS . . Allen Mfg. 
Co.’s “Newsletter” brings to distributor salesmen, 
through words and pictures, news about the Allen 
plant, personnel, products and how to sell those 
products. It is published quarterly; goes to a list 
of about 6,500. It is a four-pager, 84x11” size 


and is printed in black on yellow stock. 





NEWS AND NOTES OF INTEREST TO BRISTOL DISTRIBUTORS 


NEW PACKAGING PROGRAM NOW READY na ‘MOST EFFECTIVE’ 


STOCK HANDLING, INVENTORY, SHIPPING MADE 
@ The Bristol Co. says, of its “Sock- 
= et Screw News”: “This distributor 
Uy house organ is the most effective 


* 


siigeaiicas means of bringing news of new prod- 
ucts and of product selling features 


to our distributors’ attention. It is 


ee ee 


Gap Screws. one step in a distributor promotion 


program aimed at bringing some 
form of Bristol promotion to every 
distributor and distributor salesman 
at least twice a month. The “News” 


Wew-des 


peiages east te ort 7 a is a single 84x11” sheet, printed 


black and green on white stock. 





Rust Oleum 


Bulletin and Review 


YOU'VE YOU'VE 
is SEEN ce SEEN 
MERCHANDISER ny eLDUDS 
® Rust-Oleum Corp.’s “Rust-Oleum 
Bulletin & Review” merchandises two 
of the company’s business paper ads 
in each issue. It also gives product-.1se 
stories, information on new products 
and technical information. Its format 
is: eight pages, 8144x11”, two-color, 
letterpress printed. It goes to about 
6,500 distributor personnel. 
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Salesmen at Armco Div. of Armco Steel Corp. 
spend 2% years training before making their first call 
on a customer. This article tells how the training 


course is conducted and how it pays off for the company . . 


How Armco trains salesmen 


to help the customer buy 


¢ 


Classwork . . This group of Armco sales trainees is just lecture on the functions of the various operating de- 
beginning the 22-year program. They’‘re listening to a partments of Armco’s Middletown works. 





By R. M. Nelson @ Sales Training Coordinator 
Armco Div., Armco Steel Corp., Middletown, O. 


Geéy Since 1955, when we started our Armco 
Div. sales training program, we have trained 30 
salesmen. Twenty-nine of them are still with the 
company and are highly successful salesmen. 
We think that’s a pretty good record. 
Now let’s look at an Armco salesman in action 
to see how the program works. . 


Critical call . . As each man entered the con- 
ference room, Armco sales representative Brin 
Owen greeted him with easy familiarity. He had 
spent a lot of time cultivating the friendship and 
confidence of these men. And probably within 
the hour he would know how successful his efforts 
had been—how much confidence they had in him. 

First to enter was Lee Bland, vice-president 
of purchasing. His greeting was cordial as usual, 
but that didn’t mean he was necessarily ready 
to buy. Lee’s reputation for cordiality toward 
salesmen was legendary. But so was his repu- 
tation for resisting change. 

The other two men entered together—Rod 
Barker, vice-president of production, and Tom 
Taylor, chief metallurgical engineer, both of whom 
shared Lee’s reluctance to try anything new until 
they were thoroughly convinced that it was “good 
for the company.” 

While the others were settling themselves into 
chairs around the conference table, Brin opened 
his brief case and extracted four identical sets of 
papers, placing them on the table within easy 
reach. 

The purchasing man started the ball rolling. 
“IT have talked your proposition over with Rod 
and Tom, and we all agree that it has possibilities. 
Otherwise, we wouldn’t be here. But we still 
need a few answers. First, do you have specific 
figures on cost?” 

“Right here,” Brin answered, picking up the 
stack of papers. He handed one to each of the 
others and kept the last for himself. “There are 
comparable cost figures for each model of your 
stainless steel range tops. If you recall, I roughly 
estimated a saving of about 20% if you change 
from Type 302 with No. 3 Polish to Armco Softone 
finish on Type 430 strip. It now looks as though 
the figure would be closer to 25%.” 

Brin waited while the three went over the fig- 
ures. He had been careful to include the maxi- 
mum length of strip for the best price, as well as 
a breakdown to show how the final costs were 
derived. 

“These figures are impressive, Brin,” Lee said, 
looking up from the papers, “but they cover only 
material costs. We have to be sure we're not 
sacrificing quality or inviting production prob- 
lems. What do you think, Rod?” 

Rod turned to Brin. “We’re going to lose some 
ductility with Type 430.” 

“That’s true,” Brin answered, “Type 302 has 


about 55% elongation in two inches compared 
to 25 to 30% for Type 430. But for the forming 
you do, the ductility of Type 430 is quite ade- 
quate.” 

“How about welding?” Rod asked. 

“Type 430 welds are somewhat brittle, but this 
is a limitation only where there’s stress on the 
weld,” Brin answered. 

“That takes care of us,” Rod said. 

“Your turn, Tom,” Lee said. 

“We've always used Type 302, and we've never 
had any corrosion problems,’ Tom said. “We 
don’t want to stick our necks out too far.” 

There it was. That old resistance to change 
coming to the surface. The cost savings were self- 
evident. And the word of Armco’s engineers was 
enough to satisfy production. But corrosion was 
something different, something hard to pin down. 
Especially since no one had used Type 430 for 
this application. Brin had discussed corrosion re- 
sistance with Armco corrosion engineers and had 
been assured that the grade would perform satis- 
factorily. The problem was to pass this assurance 
along to the men in front of him. 

“Tom,” he began slowly, “this has been dis- 
cussed with two of our top corrosion engineers, 
John Halbig and O. B. Ellis. Maybe you’ve read 
some of their papers on the subject?” 

Tom nodded. 

“They tell me that their data on this grade indi- 
cates you won’t run into any trouble,” Brin went 
on. “If you would like, they will be glad to talk 
it over with you personally.” 

“Maybe you can tell me this. Has anybody used 
Type 430 for range tops?” Tom asked. 

“Not that I know of,’ Brin answered. “There 
are similar applications such as sinks, drain 
boards, cabinet tops, and the like where it has 
been doing a good job for years. I’m sure our 
marketing service department can supply case 
histories.” 

“That won’t be necessary, Brin,” Tom said, “I’m 
satisfied.” 

“Okay,” Lee said. “Now I have a couple of 
questions. How about availability?” Brin felt 


About the author 
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es 
Training call . . Sales trainee demonstrates special 
qualities of Armco steel to Armco executives acting as 
purchasing agent and chief engineer during training 
course sales interview. Trainees make five such full-scale 
sales presentations during the course 


good. A purchasing man like Lee Bland didn’t 
ask about availability until he was on the verge 
of buying. “Based on the production estimates you 
gave me last week, the mill says there will be 
no problems in meeting your needs.” 

“Suppose we needed an extra quantity of ma- 
terial in a hurry—a real emergency?” Lee asked. 

“We would do our best to take care of you, but 
I would rather not promise any more than that,” 
Brin answered, and waited for Lee’s reaction. 

“Guess we can’t ask for anything more than 
that,” Lee said, rising and shaking Brin’s hand 
warmly. “We'll start by making a dozen tops for 
our model S-200. Think you can get me the steel 
for that within the next two weeks?” 

“That I can promise,” Brin answered, shaking 
hands with the others as the conference broke 
up. 


Make-believe sale . . Actually, this discussion 
didn’t take place in a customer’s purchasing de- 
partment, but in the sales training department at 
Armco’s general offices. It was one of five sales 
presentations made by Brin Owen as a climax 
to more than a year of intensive study of prod- 
ucts, mill practices and sales problems. 

The roles of the three “customer” people were 
played by Armco department managers, who fol- 
lowed the presentation with helpful criticisms 
for the benefit of Brin and his fellow trainees. 
Today, Brin has completed his training and is @ 
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field salesman in Armco’s Cleveland district sales 
office. 

Armco Div. sales trainees normally come from 
two sources: college campuses and Armco’s plants 
and offices. They’re expected to have an educa- 
tional background in liberal arts, business admin- 
istration or engineering. 

After taking Armco’s battery of aptitude and 
personality tests, they’re interviewed by top sales 
management. Here, they’re rated on such things 
as desire for sales, maturity, verbal expression, 
poise and physical appearance. Selection is made 
by the personal relations division with the guid- 
ance of sales management. 


How it starts . . The first week of a sales trainee’s 
life at Armco Div. is spent in orientation confer- 
ences designed to acquaint him with the back- 
ground of the company, its policies, organization, 
and the functions of various departments. 

Then he plunges into the task of learning how 
steel is made by actually observing the steel- 
making processes at Armco’s Middletown works. 
Probably this is his first glimpse of towering blast 
furnaces, inferno-like open hearths, powerful 
rolling mills and other less dramatic but just as 
important operations in the production. of special 
and standard steels. 

During this period his training is guided by 
department superintendents and plant training 
advisors. As he completes his training in each de- 
partment he is quizzed on its operations. The 
quizzes are reviewed in discussions with the su- 
perintendents and training advisor. 

Like the entire training program, this phase is 
customer oriented. Emphasis is placed on learning 
things that will help him help customers. When 
he’s finished with operations, he'll be able to ex- 
plain steel-making and Armco’s special processes 
to customers—how these processes get the cus- 
tomer the most at the least cost. 

Next, the sales training class comes into the 
general offices to begin a three-month study of 
the commercial aspects of each grade of steel 
produced by the Armco Div. The trainees read 
technical and sales literature, listen to lectures 
by experts on the grades, and take quizzes to de- 
termine how much they’ve learned. 

Features covered include mechanical and 
physical properties, mill limits, pricing, corrosion 
resistance, machinability, formability and other 
characteristics of each grade that might be helpful 
to the customer. Discussions are supplemented 
with trips to plants of customers where trainees 
observe fabricating processes utilizing Armco 
steels. 

Immediately following this phase, trainees put 
in another period studying competitive products, 
learning their advantages and limitations. This 
part of the program is designed to place them in 
a better position to help customers choose mate- 
rials wisely when products other than steel are 
encountered. 





The next step in the sales trainee’s program is 
to visit Armco Div.’s other plants at Balti- 
more, Md.; Ashland, Ky.; Butler, Pa., and Piqua 
and Zanesville, Ohio. 

These visits acquaint the potential salesman 
with the various steels available from each plant 
and also with the scheduling and routing for spe- 
cial processing. 


Put knowledge to work . . From this point on 
the sales trainees learn how to apply all of the 
knowledge they’ve gained. They study markets 
and learn how Armco steels fit into them. They 
learn the fundamental principles of selling—how 
to prepare for a sales interview and how to pre- 
sent it. 

They assemble their five sales presentations 
and act them out under the critical eyes of ex- 
perts familiar with selling, familiar with Armco 
steels, and familiar with customer needs. These 
presentations are based on actual customers and 
their materials problems. After the role-playing 
is over, a copy of the presentation is sent to the 
salesman who has the account. More than once, 
these presentations have led to the solution of a 
customer’s problems, to more steel business for 
Armco. 

But no sales training program is complete that 
doesn’t make routine details of selling seem sec- 
ond nature to the salesman. For Armco Div. train- 
ees these details include: writing orders, pricing, 


Here’s what you'll sell . . Middletown works department 
supervisor (left) explains steel-making operations to a 


handling claims and practicing Armco’s sales 
policies at all times. 

To become efficient in all of these areas, the 
trainees are assigned consecutively to the order 
department, claims department, credit depart- 
ment, traffic department, sales service depart- 
ment and area sales offices. This phase of the 
program amounts to on-the-job training plus 
quizzes to be sure the trainee is learning his job. 

Just two more subjects complete his training 
in the home office. Somewhere during his over- 
all training period he takes a course in business 
correspondence. And also during this period he 
joins the local Junior Chamber of Commerce to 
get early practice in being a good citizen and 
business man. He is encouraged to help in com- 
munity activities wherever he’s assigned. 


Into the field . . With the home office part of 
the program behind him, each trainee goes to a 
district sales office, where he will spend at least 
a year as an inside salesman. In this capacity he 
will come up against a wide variety of sales 
problems that will sharpen his ability to find the 
best solutions. There, too, he will have the advice 
and supervision of the district sales manager. 
When he receives his first outside assignment, 
he has at least two and one-half years of inten- 
sive training to prepare him for this first sales 
call—_two and one-half years of learning how to 
help customers buy steel. 8 


group of trainees. Sales trainees visit all the division’s 
plants during the course. 
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count, inspect, control 


INDUSTRIAL PROCESSES — AUTOMATICALLY 


ROBOT-EYE 


PHOTO-ELECTRIC 





Transistorized and Tube 
AMPLIFIERS 


MINIATURIZED 

Small, for “tight-spot” installation, 
wa rugged for long service. Accurate, 
‘or precise automatic control in 
virtually any industry. 


INTER-CONNECTING 
Plug-in terminals available for quick 
connection to any of a wide range 

of Amplifiers. This design enables you 
to select the most economical 
amplifier for your job requirements. 


INEXPENSIVE 

Standard Set P-5 is $17. Set P-5S is $21. 
Amplifiers start at $39.50. For 
complete data, write for Brochure NP-4. 


Plug-in relays, receptacles 
for plug-in connection of 
lamps and celis. Additional 
Piug-in accessories inciude 
counters and time delays. 


INSTRUMENT CORPORATION 
Standard Mees! ConPoRATION 


Winner . 





His ‘‘engineered’’ ad will win no design 
awards, concedes the author. But it did a good job of 
winning the attention of engineers—and they’re the 


ones who decide whether or not to buy the product. 
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By Nathan Pearlman @ Manager, Advertising & 
Sales Promotion, Standard Instrument Corp., New York 


fey We put together a quarter-page industrial ad 
that outpulled every insert, cover ad and two-page 
spread in a leading business publication. The rea- 
son for the ad’s success, we feel, was that it was 
“engineered” for engineers. Here’s how we went 
about it. 

The product was a newly-designed photoelectric 
control made by Standard Instrument Corp., New 
York. Our problem—mine, as Standard’s advertis- 
ing manager, and Lou Kaufman’s, as account ex- 
ecutive at our agency, Richard-Lewis Advertising 
—was to create a low budget advertising campaign 
that would get maximum inquiries for a technical 
catalog. 


Where to start . . Our starting point was the 
market. Exactly whom did we want to reach? We 
conducted our own market research, which con- 
sisted simply of reading through the file of custom- 
ers who had purchased earlier models of our 
photoelectric controls. 

Although we found almost as many job titles 
(plant engineer, electrical engineer, maintenance 
chief, works manager, chief engineer, plant super- 
intendent) as purchasers, they all boiled down, 
basically, to manufacturing engineers. 

That gave us our target: a group of technically 
sophisticated readers, whose responsibility was to 
keep industry’s production lines moving, and make 
them move a little faster. 





We studied our competitors’ ads, found that they 
either emphasized specific applications or used an 
institutional appeal. Our decision was to let the 
competition do the educating, while we concen- 
trated on selling. 


Headline first . . Operating on the tried-and- 
true customer benefit approach (“What will it do 
for me?’’) as the surest stopper, we listed several 
dozen functions of photoelectric controls. From 
this list we selected the three functions of greatest 
general interest to the manufacturing engineer. 
(Here again, we were helped by our own brand of 
market research: protracted conversations with 
engineer prospects at trade shows.) 

Our headline: “Count, Inspect, Control.” Our 
subhead defined our area—“industrial processes” 
—and we also added “automatically,” a word to 
gladden the production man’s heart, to the sub- 
head. 

Illustration offered many possibilities. We were 
tempted to show the product in use, even at the 
sacrifice of product size and clarity. But we re- 
minded ourselves that photoelectric controls had 
so many hundreds of uses that to show one would 
tend to exclude the others. Besides, our prospects 
were at least as familiar with the applications as 
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we were. We decided in favor of a silhouetted 
photograph of the two sensing elements, showing 
the relation to each other, emphasizing the clean, 
distinctive product profile and, incidentally, formed 
a natural “arch” for prominent positioning of the 
product name. 

We wanted to highlight product miniaturization, 
an important sales feature. Avoiding the cliches of 
comparison—cigarets, paper clips, tape measures, 
etc., we simply printed, between dimensional ar- 
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‘We have opened 44 new accounts 


since launching the campaign’ 
—Nathan Pearlman 


rows, the exact size. Engineer’s language. 


Copy slant .. Our copy was aimed at separating 
us from the competition. We developed the key 
competitive sales features, punched them up with 
boldface type: “Miniaturized, Inter-connecting, 
Inexpensive.” 

Short, simple copy amplified the customer bene- 
fits derived from these features. Specific price in- 
formation backed our claim of “inexpensive.” Our 
brochure offer was deliberately buried in the last 
line of copy to discourage literature collectors and 
secure qualified sales leads. The brochure number 
inserted by the publication, gave us an unobtru- 
sive key to identify source of inquiry. 

In the remaining area, we originally projected 
line drawings designed to show ease of installation. 
We discussed this idea with Joseph Gaon, company 
development engineer chiefly responsible for de- 
sign of the new control. Joe, an engineer with a 
sharp sales sense, convinced us to substitute a 
photo of the amplifier, the “guts” of the control. 

“Tell ’em it’s transistorized,” said Joe, “and tell 
‘em it’s plug-in. That’s what the engineers love to 
hear.” 

We did (and they did). 

We placed our logotype in a reverse block at 
the bottom of the ad to “frame” our layout. 

We had an ad. 


No award-winner .. In appearance, it was a 
sure bet never to win an art director’s award 
(“What, no white space?”). But it was clean and 
readable. Copy was short, “telegraph” style. Every 
word did a job. Bold subheads highlighted the 
sales features, organized the reader’s journey 
through the ad. 

Production was designed for economy. The size, 
standard quarter-page for our trade media, re- 
quired a single engraving from which electros 
were made for the publications in which the ad 
was to appear. 

Incidentally, where was it going to appear? 


Picking media . . Our media schedule presented 
no great problems. Earlier models of our products 
had been publicized and advertised for several 
years. I had keyed all previous ads, and “kept 
book on the books.” I knew which publications had 
shown best results in past photoelectric advertis- 
ing campaigns. 

We launched our campaign of quarter-page ads 
in February, 1960. The first schedule consisted of 
three insertions (Automation, Electrical Equip- 
ment and Production Equipment). The aim was to 
start with horizontal publications, cutting across 
specific industry lines to reach all manufacturing 
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engineers. The second month’s schedule included 
Machine Design, Factory, Industrial Maintenance 
& Plant Operation (continued horizontal market 
exploration). 

By the third month, we had the results of the 
first month before us. They made exciting reading. 
Automation brought in 97 sales leads. Production 
Equipment produced 108, Electrical Equipment 
139. (All but 22 of the inquiries came to the pub- 
lications on numbered inquiry cards.) 

Our February inquiries totalled 344, on a budget 
of $643.25 Cost per inquiry was a phenomenally 
low $1.87. 

A note from Bob Maddox, Automation district 
manager, informed me: “. .. Your ad pulled more 
inquiries than any other ad and was 13 inquiries 
ahead of the second place ad . . . a double page 
spread. Your ad pulled 68 inquiries more than 
the average ad .. . congratulations.” 

And Jerome J. Brookman, of Production Equip- 
ment, sent in tear sheets of the double spread on 
which our ad appeared in that publication. Pen- 
ciled over each of the 8 ads and 11 editorial items 
was the number of inquiries pulled. With the ex- 
ception of one editorial write-up, Robot-Eye 
photoelectric controls led all the rest, scoring a 
total of 101 inquiries. 


Merchandising . . Although this article is con- 
cerned primarily with the effectiveness of a sci- 
entifically-engineered industrial ad, it is worth 
noting that our Robot-Eye photoelectric campaign 
was not limited to advertising. 

Publicity releases, accompanied by photographs, 
were sent to appropriate media. Thirty-two edi- 
torial write-ups have appeared so far in business 
publications, netting 670 inquiries. The final total 
(based on past experience) should more than 
double these figures. 

Our sales representatives were drawn into the 
campaign at all stages. Pre-prints of the ads, and 
publicity releases, were forwarded to them. They 
received reprints of the ads, in the form of two- 
color selling brochures, imprinted with their 
names. Case history application sheets added mus- 
cle to their sales efforts. And, of course, all sales 
leads (after being sent literature from the home 
office) were forwarded to the field for follow-up. 

Although our experience has shown that ad re- 
sults are fully reflected in sales increases only 
after a time lapse of a year or more, we can al- 
ready point to significant new business from this 
campaign. We have recorded 44 new photoelectric 
accounts since the launching of the campaign, and 
our engineering department reports an additional 
30 orders taken over the phone. 

We have since expanded our media schedule, 
based on continued high returns. We are increas- 
ing the number of insertions in the most produc- 
tive horizontal books, and plans for the immediate 
future call for testing of the most promising ver- 
tical markets, such as plastics, packaging and ma- 
terials handling. e 











Of course Im sure. 
I read it 
in Newsweek 
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NEWSWEEK reaches more officials, proprietors, 
managers and technical men, per advertising dollar, 
than any other newsweekly. 

For example, a new survey shows that 35% of top 
operating executives in the Metalworking Industries 
are Newsweek readers (more per dollar than any other 
newsweekly). 

In fact, Newsweek reaches, per advertising dollar, 
more households with yearly incomes over $10,000 
than any other newsweekly. These influential, decision- 
making executives are your best prospects for indus- 
trial products .. . and, of course, consumer products. 

If your product has appeal to industry or upper- 
income families, chances are that N ek is your 
company’s most efficient buy. 
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Sources: Newsweek Research Dept., and Sindlinger & Co., Inc. 
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in 
the 


food 
industries 


BUSINESS 


MANUFACTURERS -/ SUPERMARKET CHAINS 


Together, FOOD PROCESSING and FOOD BUSINESS 
offer ‘‘total service” to the food industries—over 64,000 cir- 
culation among men who buy the multitude of products and 
services used in America’s Number One business activity. 


To get more information about FOOD BUSINESS “The 
Magazine of Applied Marketing for Men Who Manage,”’ write, 
wire or call Putman Publishing Company. 
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HERE ARE FACTS ABOUT 


FOOD PROCESSING 
THE LEADING TECHNICAL MAGAZINE 


To Sell Top Management, Plant & Operational Management, 


Engineering and Technical Executives in “Worthwhile” Food Plants 


{ AU IN EDITORIAL 


Only FOOD PROCESSING gives its readers UNDILUTED editorial atten- 
tion. Complete, comprehensive, authoritative editorial service to help man- 
agement make better products more effectively. 


IN CIRCULATION 


Over 39,000 TOTAL CIRCULATION .. . 91.7% in U.S. and Canadian food 
processing plants. 100% “Criosep-Circuit CircULATION” built by years of 
experience and conviction in the values of controlled circulation methods. 


IN READERSHIP AND PERFORMANCE 

In Magazine preference studies, tops all competitive magazines when using 
approved aided recall techniques verified by Dr. Albert D. Freiberg. Unde- 
feated in performance checks measuring quality response from qualified com- 
panies. FOOD PROCESSING’s Reaper ActTIoN proves excellence of its 
editorial service and aliveness of its audience. 


IN ADVERTISING VOLUME 

In 1959 and during first six months of 1960, leads all other food industries 
magazines in total advertising, number of advertisers and number of exclu- 
sive advertisers. 


For best advertising values in the food processing industries, choose the Number 
One Magazine . . . FOOD PROCESSING, proven by 20 years of growth. 


PUTMAN PUBLISHING COMPANY 


Putman Publishing Building, 111 East Delaware Place, Chicago ll, Illinois 
Publishers of FOOD PROCESSING + FOOD BUSINESS - 
CHEMICAL PROCESSING + What’s NEW In CHEMICALS » 
QUEST ... for tomorrow * plant engineering EQUIPMENT 


Gr) “Executive Magazines for Industry” 
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A basic guide to writing 


industrial ad copy 


Here’s the third of a series of Encyclopedia of Marketing 
articles on writing better industrial ads. In the first two, 
the author laid out general guidelines and discussed the 
specifics of writing heads, leads, captions and body copy. 
In this article he examines the ‘close’ and layouts; then 
goes on to discuss the pro’s and con’s of the various 


measurements of ad effectiveness . . 


By Arnold Andrews @ Board Chairman 
Andrews Agency, Milwaukee 


series (September, p. 102), and here 
I am again, stressing the extreme 
importance of “talking” to the read- 
I" the first of these Encyclopedia of er in ad “close.” 
Marketing series on how to write 
industrial ad copy (June, p. 62), I 
discussed the importance of talking 
to your reader calmly, clearly and 


Writing the Close 


as simply as possible. I suggested pace all ads have an objective of 
that the copywriter “talk” his story producing action by the prospect, 
the last paragraph should tell the 


reader what we want him to do. 


as he would if he were talking to 
one man. 

But get this very clear: we can’t 
win friends and influence people by 
“telling” them! And often, we ad 


I again mentioned this most-im- 
portant-point of industrial copy- 
writing in the second article of the 
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writers tend to do just that. We get 
so enthused by our own “oratory” 
—as we've shouted and whispered 
and waved our arms while we 
preached our “revival sermon”— 
that, when we come to the end, we 
spread our arms and shout—“Come 
up, all you sinners! Come up now 
and be saved!” 

Don’t laugh; go back over a col- 
lection of your recent ads and see if 
some of your “close” paragraphs, 
when read aloud, don’t sound pret- 
ty silly. (I’ve been reading some of 
my own, and many of them sound 
pretty silly, too!) 


Saying ‘good-by’ . . How should 
we start our “good-by?” If you 
were calling on a friend you would 
probably say, “Why not come and 
see us some time soon? We'd like 
so much to show you our new house 
and have you meet the rest of the 
family. We would surely enjoy hav- 
ing you come.” 

Now why not write your ad 
“good-by” along the same _ line? 
Basically, what you are trying to 
say is simply, “Come some time 


yontinued on page 70 
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ONLY 
HE TOOL AND 


MANUFACTURING 
ENGINEER can give you 


m EDITORIAL EXCELLENCE is a major consideration 
' in determining the best publication for your advertis- 
a ing message. But of equal importance is specifically 


knowing the job responsibilities and buying habits 
of readers, thus assuring you are covering the right market. 

@ To furnish you this critical information, THE TOOL AND MANUFACTURING ENGINEER utilizes 
the services of an independent research organization—John T. Fosdick Associates. This service goes 
far beyond the usual ‘‘Noted’’, “Read Some’ and ‘‘Read Most”’ studies employed by some publications. 
It uses the personal interview technique which actually establishes readers’ functions within their 
companies and gives you detailed information as to the extent of their buying influence. 

m The result is—COMPLETE PROOF OF MARKET! 

m@ The measurement used is:called the Job Application Score. Each reade: interviewed comments on 
each advertisement studied, stating whether the product or service has direct application in hisworkand, 
if so, whether he has actually purchased it, participated in its selection or supervised personnel using it. 

wm Job Application Scores dramatically highlight the numbers of readers who are in a position to 
take buying action on the products presented in your advertisements. These figures add up to the most 
comprehensive and concrete proofs of buying authority presented by a manufacturing publication. 
Through them, you can prove you are thoroughly covering the right market! 

m Remember—only THE TOOL AND MANUFACTURING ENGINEER in its field provides this proof 
of market! Combine this with outstanding editorial fare and 40,000 qualified readers—and you have 
an advertising medium second to none! 

mw Your TTME Representative will be happy to review the details of the Fosdick Advertising Studies 
with you at your convenience. 


the tool and 
manutacturing 


mesiancn 


Published by American Society of Tool and Manufacturing Engineers « 10700 Puritan Ave. « Detroit 38, Mich. 
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soon and see for yourself how this 
equipment can cut your costs. Please 
do!” 

Why not say it pretty much that 
way? And what’s the matter with 
using “please” in an ad? 

So let’s talk to the reader as we 
would to a friend! Let’s make him 
feel that we really want to see him 
again soon; and when he does visit, 
we'll have interesting things to 
show him, and profit-making in- 
formation to tell him. 


Layouts 


Sve the art department makes 
the layout. But, quite often you 
give them a pretty tough assign- 
ment and they have to spend a lot 
of extra time sweating out a pass- 
able presentation of your story. This 
is usually because your copy was 
written with no realistic concept of 
visual organization of your presen- 
tation. 
Here are some of the problems 
you sometimes pass along to the art 
department: 


1. Too much copy for the space. 


2. Too many relative to 


copy length. 


pictures 


3. Pictures too repetitive in detail 
and background, not informative, 
and lacking in interest. 


4. Captions too long and repeti- 
tious of other captions, heads, sub- 
heads, body copy. 


S. Headline and/or subhead too 
long. Long ones may be justified and 
be used if they serve to pull in 
more readers. But long heads must 
be written to provide some sort of 
quick, sign-board lead-in. 


Sketch the layout .. Think your 
layout through after you have a 
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rough draft of your story. Then 
sketch the layout, mark your pic- 
ture areas, rough-in your head and 
signature. It probably won’t come 
back the way you plan it, but your 
rough concept will help you to or- 
ganize your pictures, headline and 
copy more effectively. It will also 
give the artist who does the layout 
a starting point to work from, with 
some evaluation of the importance 
you place on the various units. 

Personally, I like to work with 
a full-sized rough, but some writers 
do a thumb-nail. Suit yourself. 

Another successful method is to 
pick a previous ad with similar 
problems in display and simply re- 
fer the art department to the ad 
number as a starting point for the 
layout. 


Not identical, but . . Every layout 
is, of course, an individual prob- 
lem and it is very rare that two 
ads will have the same layout. But 
all you are looking for is a basic 
skeleton on which to plan the muscu- 
lar structure for getting your sales 
message seen and read. 

Don’t struggle very hard or very 

long with the layout problem. Sel- 
dom is the final layout built 
to closely follow your rough. The 
basic purpose of your rough layout 
is to help you visualize an approxi- 
mate concept of your ad appear- 
ance. This helps you to plan and 
write more effective copy, better 
adapted to layout display. 
How much to write .. How much 
copy should you write? Just enough 
to move the prospect one step up the 
long climb that leads to a sale. 

There are many who argue that 
“short copy” is the key to high 
readership. This is completely dis- 
proved by all our experience with 
readership ratings and inquiry re- 
sponse. 

Newspapers are printed in eight- 


point type. But you have no trou- 
ble reading long columns of copy 
that have far more wordage than 
any of our one-page ads. Actually 
you read easily and with no eye 
strain provided you find that copy 
of interest! You stop and move on 
to the next news item, or page, 
whenever you lost that interest. 

You lose readers when you start 
getting repetitive, long-winded, con- 
fused in thinking, and wander away 
from the reader’s problem. Also, 
when you go into obvious commer- 
cials; exaggerate your advantages; 
generalize in claims; try, through 
superlatives, to claim your prod- 
uct is the best on the market for 
every purpose—you are again ask- 
ing the prospect to turn the page. 

Talk to one man; talk about his 
problems; talk sense; give facts, be 
specific. We’ve proved, over and 
over again, that with this kind of 
reader-interest copy we can get 
readership ratings that exceed our 
prospects in the industry covered. 
And our readership ratings also 
prove that prospects will read 
through all the copy you can get in- 
to the space you have available. 

So, tell your story, using all the 
words needed to make it clear. But 
don’t use one word that is not essen- 
tial to make your story clear and 
plain. 


Don't Rush an Ad 


F enigma copywriters should 
turn out between four and five 
ads a week. “Apprentices” should 
only do two or three. 

But that does not mean starting 
and finishing the same ad all in the 
same day. You may finish an ad 
a day and start an ad a day, but 
the steps of writing may take a 
week—or even more—for each in- 
dividual ad. 

In other words, you always work 

Continued on page 72 








iss. cerospace 





a 
\ 








_ 


" RY “s ¥ 
WP 







ee 





Se # 


Ar 





...a technology vital to the men you must sell 


@ propulsion @ dynamics 


In the complex aerospace industry, @ electronics @ electro-mechanics 
advances in one technology frequently create problems @ materials @ pneumatics/hydraulics 
in the application of other technologies. So each man th . f @ structures @ extreme environments 
who makes technical decisions must be able to relate rihoniss, wegen O.guitens © quent anpper 
developments in all technologies to their possible effects 
on his own assigned area of responsibility. 





aerospace technologies 7% e testing @ data processing 


In SPAcE/ AERONAUTICS your advertisements are read at 
the time your prospects are keeping abreast of technical 
advances — looking for answers to technical problems. 


4 Ps 
4 
That’s why ads in SpAcE/AERONAUTICS offering prod- Space, aEC/0, Li aut! CS 


ucts — systems — and corporate capabilities stimulate / 
buying action. 


A Conover-Mast Publication Ng P 
205 East 42nd Street, New York 17, New York 


A 15" x 18” print of this oil painting, especially concewed by Georg Meyerriecks for Space/Aeronautics, is available without charge. 
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on three or four ads at a time. 
There are a number of good reasons 
for this: 


1. You give yourself a chance to 
get “cold” before re-working, edit- 
ing and polishing your material. 
That makes it easier to back away, 
to see mistakes, to analyze for 
clarity. 

Often in writing we have a per- 
fectly clear thought; but, in putting 
it into words, we miss pertinent de- 
tails necessary for clear under- 
standing by the reader. When we 
work continuously on the copy, we 
still carry the “clear thought” and 
read it into our wording. By letting 
the thought get cold we analyze the 
copy more impartially and can bet- 
ter clarify our phrasing. 


2. You let your subconscious mind 
do part of your work. When we 
work continuously on copy (or any 
problem), our conscious brain is so 
busy with it that we can’t hear any 
suggestions the subconscious has to 
offer. If we “sleep” on it, the prob- 
lem passes into the subconscious 
which often produces a remarkably 
clear-cut answer. The more you 
practice using the subconscious the 
more responsive it becomes. 


3. You can judge your copy and 
ideas from a “detached” viewpoint. 
We all have a fondness for our own 
expressions and wording that inter- 
feres with intelligent analysis and 
editing. If you can let copy get 
“cold,” it is much easier for the 
wheels of your brain to climb out 
of the ruts formed by natural at- 
tachment to your “brain children” 
of words and phrasing. 


4. Y« better analyze 


que t and expressions. 


your se- 


Wi te an ad our sequence 
form a 
retained thought-pattern. Until that 


of ideas, phrases and words 
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pattern has faded, it is very diffi- 
cult to measure the effectiveness 
of the sequence. 

Again we have a “rut” that is 
hard to get out of. If it cools a day 
or two, is crossed and recrossed by 
other new ideas, it is easier for your 
mind to explore a new sequence 
that may express your idea in a 
more orderly and effective fashion. 


““ 


5. You can think better “in the 
prospect's mind.” You are writing 
to a prospect. Constantly you must 
“think in this prospect’s mind.” It’s 
easier to reread and analyze your 
copy, as a prospect, the farther 
away you get from your own 
“parentho d.” 


Edit clean copy .. You will find 
it easier to measure copy for 
smoothness and clarity by reading 
fresh, clean typing. Copy carrying 
multiple corrections and_ inserts 
uses brain “horsepower” for read- 
ing that should be used in measur- 
ing sense and impact. 

The nearer you can get to ar- 
rangement and appearance that 
looks like the actual type in which 
it will finally appear, the easier it 
is to see your mistakes and im- 
prove the phrasing of your mes- 
sage. You measure more effectively 
its readability and clarity of trans- 
mission. 

An hour per day for five days will 
produce a better ad than eight hours 
of continuous work on the same ad. 


Measuring Effectiveness 


B efore you can measure the effec- 
tiveness of an ad, you must first 
determine the objective of the cam- 
paign. It seems to t 
effective” advert 
the copywriters an tists had no 
definite objectives, and had never 
stopped to analyze what they 
wanted to accomplish—in relation 


to what an ad can accomplish. 

We have many systems of meas- 
uring “readership”, but there is no 
rating system available for meas- 
uring the movement of prospect- 
minds nearer to a sale. Always re- 
member that moving of minds is 
your real measurement of effec- 
tiveness. 


Sales, not scores .. I can run an 
ad with a pretty girl in a brief 
bathing suit and get a very high 
“noted” rating. But, I doubt if I’ve 
moved a single mind nearer to a 
sale, at least not a sale of the par- 
ticular machinery my client has to 
sell. 

Or, I can run an informative ad 
on field know-how and get a very 
high readership rating. For in- 
stance, we ran an ad on a standard 
system of visual hand signals used 
in earthmoving; and the ad had a 
63% readership rating. But does 
such a rating indicate we’ve moved 
even one prospect nearer a sale? 

The ad in question no doubt 
earned enough good-will for the ad- 
vertiser to be worth its cost of 2.3¢ 
per reader. But, we should realize 
that this kind of ad is not pro- 
ductive when measured in tangible 
sales impact. We use a limited num- 
ber of such good will ads to indicate 
the interest of our client in improv- 
ing field efficiency; and, more even 
more important, to increase the 
readership of all ads in that client’s 
campaign. 

So study your readership ratings; 
but remember that they are only a 
partial measure of effective ad copy. 
Also remember that too high a rat- 
ing may indicate a poor ad, rather 
than a good one. 

In publications covering a broad 
that ad readership 
for ticular type of product has 
a ceiling of around 30%—and this 
includes not only potential current 
buyers and buyer influence, but 
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SPECIFIED...APPROVED... 
REQUISITIONED...CALLED 
LOCAL OFFICE. 

These are typical of the buying 
actions which result from 
buyers’ use of manufacturers’ 
catalogs in Sweet'’s Files. 
26,000 responses to more 
than 80 studies clearly 
document the significant role 
of catalogs in increasing 
selling opportunities for 
manufacturers who employ 
Sweet's system. Your Sweet’s 
Representative will gladly 
review the results of these 
studies with you. Call him or 
write to Sweet's Catalog Service, 
Div. of F W. Dodge Corp., 

119 W. 40th St., New York 18 





Construction | 
Methods wit. magazine provides 


A me GRaw wireke PUBLICATION 





It is vitally important for advertisers to know how much contractor firm coverage is 
important and where circulation is needed most in terms of contractor size and pur- 
chasing power. The answers to the following questions, therefore, are important for 
effective evaluation and selection of construction media for advertising. 


’ 


Over 294,000 firms reported to the Department of Commerce by employee size. Obviously, no one 
publication can cover the entire construction contractor market. Advertisers must, therefore, ask 
this question: 


What is the size of the primary contractor market? 


Only 9,984 firms received contract awards of $100,000 or more in 1959.* 3,489 firms doing over $1 
million received 84% of the total contracts. Associated General Contractors (AGC) reports 7,400 
member firms do 80% of all contract construction. 

*Construetion Daily, McGraw-Hill Publishing Co. 

Your primary contractor market, according to these figures, is concentrated among a relatively lim- 
ited number of firms that do the bulk of construction and possess greatest purchasing power. 


Is there a correlation between a contractor’s Average Average 
Volume Machinery % ‘ae ~~ 


volume of work and his equipment investment? Size of Firms of Work Investment New sed 


: Under $100,000 $ 53,108 $31,693 65% 35% 
YES! The results of a study among 2,000 con- i ? 
tracting firm subscribers of CONSTRUCTION METH- $100,000-$500,000 267,758 103,000 soci — 
oDS shows clearly the relative sales potential of $500,000-$1,000,000 675,729 251,250 78% 22% 


contractors of different size. $1,000,000 and over 5,594,365 1,054,243 86% 14% 


Does CONSTRUCTION METHODS’ coverage of 15,202 contractor firms 
include both small and large companies? 


Yes! And paid circulation naturally seeks its own level among key men in firms of different sizes. 
This is evidenced in the typical circulation of CONSTRUCTION METHODS shown in the tables below 
(Source: 1960 CM&E Contractor Profile Study). 


Contractors doing under $100,000 a year Contractors doing $100,000 to $500,000 a year 


Machinery Total CM&E Machinery Total CM&E 
Contractor Investment Subscribers Contractor Investment 


$30,000 
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coverage and penetration 


of all sizes...in the primary market 





Contractors doing $500,000 to $1 million a year Contractors doing $1,000,000 or more a year 


Machinery Total CM&E Machinery Total CM&E 
Contractor investment Contractor investment Subscribers 


$1,850,000 


The above facts show a natural correlation between CONSTRUCTION METHODS’ circulation and con- 
tractor size. In the smaller firms, having smaller equipment investments, purchasing is generally 
controlled by one or two people. CONSTRUCTION METHODS reaches those people. As contractor firms 
get larger, more people influence buying. The above tables show how well our circulation provides 
the necessary coverage of smaller firms ... and depth penetration of larger firms. 


Q. Can you afford to play the BIG numbers game? 


Not according to the facts. The construction monthly publication with the largest circulation and 

A. contractor firm coverage is NOT the most effective medium to sell the contractor market. Actually 
it is least preferred by contractors and their key personnel. This fact is based on the results of 29 
contractor conducted studies among their own key personnel. The question asked was: 


“What construction magazine do you find most useful in your work? 


Results! 
FIRM COVERAGE VS. READERSHIP — 4 NATIONAL MONTHLY PUBLICATIONS 


Contractor Firms Covered Preference Among 29 Contractor Firms 
CONSTRUCTION EQUIPMENT : CONSTRUCTION METHODS 
Roads & Streets 3 Contractors & Engineers 
Contractors & Engineers 7 Roads & Streets 


Construction Methods ¢ ¢ Construction Equipment 


WE ist choicdl Total 
The results of these studies show that CONSTRUCTION METHODS AND EQUIPMENT’s quality circulation 
and penetration to key buying influences is far more valuable to advertisers than mere coverage of 
large numbers of small firms. 


Q. Are you getting maximum value for 
your advertising dollars? 
The answer is YES if your sales mes- , Contractor 
A sages are in CONSTRUCTION METHODS {ARDY Magazine 
9: ... the preferred monthly construction 
magazine of America’s contractors 
of all sizes. 330 WEST 42ND STREET, NEW YORK 36, N.Y, 
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others who may buy or influence 
buying next year or the year after. 


Face this reality . . The current 
circulation of, for example, Con- 
struction Methods is over 48,000 
copies. (Counting pass-along read- 
ership, probably 138,000 people are 
“exposed” to the issue in which 
your ad appears.) If you should get 
a legitimate “read-most” rating of 
35%, you can probably be sure that 
somewhere between 16,000 and 48,- 
000 people read enough of your ad 
to remember it. 

If only 10% of the 16,000 sub- 
scribers (1,600) were currently po- 
tential buyers; and if we induced 
10% of these (or 160) to go to our 
distributors and “shop” for a fleet 
of trucks; and if only 16 of these 
shoppers bought, some time during 
the year, a fleet of five at a factory 
price of around $10,000 each, we 
are talking of a potential fleet sale 
of $50,000 each, or an increase in 
annual sales of over $800,000. 

The point of all this “if” story is 
that ad copy should be written to 
pre-sell, not the 48,000 circulation 
or 16,000 readers, but to pre-sell 
that final 160 potential customers 
who in this year and the next, we 
can get to go to talk to our dis- 
tributors’ salesmen about current 
purchase of our equipment. 

If you’ve done a good, honest pre- 
selling job, then your ad, with the 
help of preceding ads that have 
aroused interest, can pay off with 
over a million in plus sales dollars. 


But don’t oversell . . Also re- 
member this: if your ad oversells, 
you make it hard for the distributor 
to “close” his 10% of the prospects 
you send him. 

One dissatisfied customer who, 
because of your overselling, is un- 
happy with his new fleet, can un- 
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sell ten other ad-sold prospects in 
his area of operation. 

So write to the 160 real prospect 
readers; give them an honest and 
practical sales-story. Let each ad 
move them forward, one step at a 
time, toward that distributor’s door. 


Readership Measurements 


Hee are the basic standard meas- 
urements used by advertisers and 
agencies to evaluate ad campaigns: 
(1) readership ratings, (2) graded 
inquiries, (3) coupon returns, (4) 
tracing sales to source of initial in- 
terest, (5) comparing sales curves 
to previous years, (6) sales per- 
centage of total market sales, and 
(7) periodic direct mail survey of 
acceptance and preference. 

All of these have so many in- 
tangibles that none can provide a 
realistic evaluation of your adver- 
tising. None, of course, provides any 
possibility of serving as a pre-test- 
ing technique, which is what we, as 
copywriters, are groping for. 

So you must evaluate your ad’s 
effectiveness in moving a_ prospect 
one step at a time toward a favor- 
able sales contact. 


Copy analysis . . Here are some 
steps in analyzing your copy effec- 
tiveness as a successful pre-sales 
call: 


1. Does the headline select and talk 
to an individual prospect? 


2. Is the layout designed to invite 
readership? 


3. Does the ad tell him the things 
he wants to know? (Not what the 
manufacturer wants him to know!) 


4. Is the copy so simple and clearly 
written that every sentence is clear 
on first reading? Have you elimi- 
nated all unnecessary words, unfa- 
miliar words, long sentences, multi- 


ple phrases, phraseology not native 
to the market? 


5. Is there reasonable proof of every 
claim you make? Remember, the 
public considers advertising men 
even bigger liars than salesmen. 


6. Is the ad pertinent to the audi- 
ence in the specific market to which 
the magazine is addressed? 


7. Have you picked the real advan- 
tages that apply directly to the 
specific market? 


8. Do you talk in the language of 
the market? For instance, if you are 
writing for a railroad audience, have 
you written the story as a railroad 
man would talk it? Be sure, too, that 
you make the copy talk, not preach. 


Rewriting Old Ads 


i* a campaign for any given client 

we must, from time to time, re- 
peat the sales story on any given 
feature or product over and over 
again. 

Given such a “repeat” assignment 
involving a complete ad, or a section 
in an ad story, we too often feel we 
must tell the story in a new and 
different way. That is often an er- 
roneous approach. 

Good copy doesn’t wear out. Once 
a sales story is written right, there 
is no object in rewriting it in new 
words, new phrases and new sen- 
tences. 

Stop and think about your read- 
ers. They will read a considerable 
number of the ads in each issue of 
the many magazines that come to 
them by subscription, free list, or 
pass along. Each ad they read leaves 
an idea impact on their memory. 
They don’t remember the words, 
often they don’t even remember 
specific ideas. They may merely re- 
member that such and such “sounds 
like a pretty good rig, next time I 


Continued on page 80 





Who buys 
materials . 
and supplies 
for paper, 
hoard and 
pulp mills? 




















There is a buying pattern for the purchase of materials and 
supplies, but it is not a simple one. It varies with the man’s job, 
size of mill, type of paper made, and the product being purchased. 
But there does appear to be a “shortcut” answer to the seller’s 
problem: a strong common informational need among the group 
that recommends, specifies, and purchases materials and sup- 
plies. They all want and need: 


News News items about paper and pulp mills, paper and 
pulp people, new equipment, new literature, and key suppliers, 
as gathered by correspondents in every important paper-working 
center. 


Trends Evaluations of spot news and skillful reporting of 
the trends that emerge from developments in the world-wide 
paper and pulp industry. 





Methods Practical articles on some phase of mil] operation 
sometimes prepared by outside authorities, usually created by 
our own editors, men who have science and engineering degrees 
plus practical mill experience. 





These are the three kinds of information they get, every week, from 


[PaPER TIRADE JouRNAL @: @: 
A9 West 45th Street, New York 17, New York 


Reader Reports reveal, through depth interviews with mill men, 
what these men do, how they buy or influence the buying of 
materials and supplies. Copies available at no cost to those who 
sell to the paper and pulp industry, and to their agency partners. 


October 1960 © gy © 77 

















>) 


wh 





20 leading business firms co- 
operated in this study by each 
furnishing a list of 500 names 
of oil men whom they knew to 
have authority and influence 
in the purchase of equipment 
and services. These companies, 
nor the Oil and Gas Journal, 
in no way influenced the re- 
search techniques employed by 
Erdos and Morgan 


ALLIS-CHALMERS MFG. CO. 
AMERICAN CYANAMID CO. 
BAKER OIL TOOLS, INC. 
BLACK, SIVALLS & BRYSON, ine. 
BURGESS-MANNING CO. 
CAMERON IRON WORKS, INC. 
CONTINENTAL-EMSCO CO. 
THE COOPER-BESSEMER CORP. 
CROUSE-HINDS CO. 


DETROIT DIESEL ENGINE DIV. 
GENERAL MOTORS CORP 


* THE DURIRON COMPANY, INC. 
ETHYL CORP. 
FORD MOTOR COMPANY 
THE M. W. KELLOG CO. 


PETROLEUM ELECTRIC POWER 
ASSOCIATION 


REPUBLIC NATIONAL BANK 
OF DALLAS 


UNITED STATES STEEL CORP. 


W-K-M DIVISION OF ACF 
INDUSTRIES, INC. 


WESTINGHOUSE ELECTRIC CORP 


WORTHINGTON CORP. 











The Journal recognized the advantage (even the necessity) of developing 
a method for accurately measuring the efficiency of business paper ad- 
vertising. Impressions Per Thousand Prospects (HP) was the result of 
long and costly research by Erdos and Morgan of New York in coopera- 


tion with the 20 leading American companies listed at the left. 


IP does not measure the number of people who receive a publication, 
but only those who are buyer-prospects of equipment and services who 
say they read the publication regularly. IP measures the number of 
such prospects an advertiser can expect from any oil industry publica- 


tion, as well as the duplicated and unduplicated buyer-prospects resulting 


when an advertiser uses more than one publication. IP dramatically 


portrays how the Law of Diminishing Returns works in advertising. 


Ask for your ip... any Oil and Gas Journal representative will be 
glad to furnish work sheets and show you how to study different com- 
binations of magazines and thereby measure (with great accuracy) the 
efficiency of your advertising dollar for any one publication or any 


combination of publications. 


uM@IL ann GAS 
READERSHIP 
®@-—— JjOURNAL 
RESEARCH 
211 SOUTH CHEYENNE e TULSA, OKLAHOMA 


NEW YORK PHILADELPHIA PITTSBURGH DETROIT LOS ANGELES CHICAGO 
500 Fifth Avenue 1059 Land Title Bidg. Low & Finance Bldg., Room 1505 204 Washington Square Bldg. 650 Sovth Grand 105 West Madison 
LOngacre 4-1916 Broad & Chestnut Streets 429 Fourth Avenue Royal Oak, Mich. Avenue Street 

LOcust 3-0118 GRant 1-5847 Lincoln 7-9455 MAdison 2-0722 CEntral 6-2537 


HOUSTON DALLAS ENGLAND GERMANY FRANCE 
802 American Investors Bidg. 1238 Mercantile Bldg. 38, Victoria Street 29 Hunsriicken Strasse, 6,rve Franklin Roosevelt 
CApitol 4-7726 Riverside 8-5701 London S.W. 1 Diisseldorf (Alstadt) Paris Be 
ABBey 6302 Phone 1-49-04 BALzac 66-70 
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buy Id better look at it.” Even if 


they remember a headline or a par- 
ticularly effective claim, they do not 
remember the phrasing of your sales 
story. 

This does not mean that you 
should repeat ads or descriptive 
body copy or captions without care- 
ful consideration. If you can improve 
it—either by minor corrections or, 
if necessary, by a rewrite—do so. 
But be sure you are improving it— 
making it clearer, simpler, easier to 


understand, and giving it more im- 
pact. 

Don’t just rewrite in different 
words and phrasing to say something 
which has already been well said. 

Judge carefully and change with 
care. Be sure your new copy is an 
improvement, not just rephrasing in 
your words. 


Be careful om case histories . . 
Case history ads have only a limited 
effective life. Certainly they should 
not be repeated any longer than six 
months after they first ran. The 
subject may now be “old stuff.” Or 


perhaps the customer has gone 
broke, or may now be unhappy with 
your distributor or your product. 
(Yes, that can happen even with 
the excellent equipment built by 
your clients!) 

But the basic sales stories on the 
product or on its mechanical and 
operating advantages, can be re- 
peated in whole or in part, over and 
over again. 

A change of dress, layout, head- 
line, illustration may be desirable 
(if it can be improved), but don’t 
rewrite good copy unless you can 
write it better. 7 


Get your IM Encyclopedia of Marketing booklets for permanent reference 


The 20 most recent installments in the IM Encyclopedia of Marketing 
series, including the accompanying one, are available in handy 6x9” booklet 
form for filing in your permanent reference library. 

Cost of Encyclopedia reprints: any 10, 50¢ each; up to 50, 40¢ each; up 
to 100, 32'%2¢ each; over 100, 25¢ each. To facilitate handling, please use 
coupon on page 194. Remittance must accompany order under $2. 


@R501 How to change a trademark 
. . by Samuel G. Michini. 


8502 A system for organizing a 
marketing library by Howard 
G. Sawyer. 


$503 A checklist guide to profitable 
marketing . . prepared by Stewart, 
Dougall & Associates. 


R504 A basic guide to better tech- 
nical publicity . . by Peter J. B. 
Stevens. 


@R505 A basic guide to marketing 
for the smaller company . . by 
Charles E. St. Thomas. 

@R506 A basic guide to communi- 


cating facts and figures . . by John 
James. 


@R507 A basic guide to planning, 
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developing, producing and distrib- 
uting engineering handbooks . . by 
Harry Baum. 


$508 A basic guide to low-budget 
films . . by Don Nestingen. 


8509 A basic guide to developing 
publicity . . by Bernard E. Ury. 


$510 A basic guide to business an- 
niversary celebrations . . by Etna 


M. Kelley. 


$511 A basic guide to international 
advertising . . by Braxton Pollard. 


$512 A minimum plan for indus- 
trial marketing research . . by J. 
Wesley Rosberg. 


8513 A basic guide to the common 
methods of pre-testing ads . . by 
N. Bruce Bagger. 


$514 A basic guide to managing 
salesmen . . by William J. Tobin. 


$515 Basic duties of the modern 
sales department . . by Eugene J. 
Kelley and William Lazer. 


8516 How to sell through industrial 
distributors . . by Howard G. Saw- 
yer. 


$517 A basic guide to writing in- 
dustrial advertising copy . . by 
Arnold Andrews. 


$518 How to get marketing infor- 
mation from the government . . by 
Maxwell R. Conklin. 


$519 A basic guide to preparing 
better sales literature . . by Lyndon 
E. Pratt. 


$520 Writing better industrial ads 
—Part II .. by Arnold Andrews. 


$521 Writing better industrial ads 
—Part III . . by Arnold Andrews. 
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ACP SPECIALTY... 
BRINGING BUYER 
AND SELLER TOGETHER 
ON A LOCAL BASIS 


Scioto Downs Raceway is a new harness-racing 
track located on a 140-acre tract, nine miles 
south of Columbus, Ohio. It’s a privately owned, 
all-weather track with three-level grandstand 
seating 2,600 people, a parking lot for 5,000 cars, 
a club house and horse barns. It features the 
world’s largest concrete roof of the inverted um- 
brella type. Like most jobs, Scioto Downs has 
been primarily a “home-town” project. Privately- 
let contracts went to local architects and con- 
tractors. And, like most projects, the only sure 
link between manufacturer, dealer and ultimate 
customer, is through ACP Regionals! Let’s see 
how this fits the pattern of the Scioto job. 


DESIGNED BY 
LOCAL ARCHITECTS 


Columbus architects, Kellam & Foley, 
designed the building. Naturally, they have 
to know the contractors, material and sup- 


VITAL STATISTICS ABOUT 
SCIOTO DOWNS RACEWAY 


ESTIMATED COST: About $2,225,000 for entire racing plant, 
including stand, club house, track, horse barns, parking area. 
Approximately $750,000 for grandstand and club house. 
DIMENSIONS: 300 x 116 ft. overall. Built in five shells, each 
60 x 116 ft. World's largest of umbrella type. 


pliers available locally, since the bulk of all 
materials is purchased locally. Notice of job plans, 
bid letting and contract awards first appeared in 
CONSTRUCTION DIGEST. Architects—and 
most construction men—look first to their local 
ACP Regionals for this kind of information. 


BUILT BY 
LOCAL 
CONTRACTORS 


Sheaf Construction Co., Columbus, handled the 
tricky job of building the complicated grandstand. 
It was nominated for the Outstanding Civil Engi- 
neering Achievement Award for 1960 and called 
for extraordinary cooperation among the archi- 
tects, engineers, contractors, precasters and ma- 
terials suppliers. The track was built by Connolly 
Construction Co., from nearby Marysville, Ohio, 
on a subcontract basis. Local contractors find 
their ACP Regional gives them facts they need. 


MATERIALS AND QUANTITIES (grandstand and club house): 

Ready-mixed concrete 7,000 cu. yd. 

Ready-mixed concrete in hyperbolic paraboloid and folded 
plate roof structures 1,406 cu. yd. 

Precast, prestressed concrete structural members, 494. 

Concrete masonry units, 39,500. 

Brick, 81,000. 

Glazed tile units, 7,500. 

Reinforcing steel, 412 ton. 
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BOUGHT LOCALLY—scaffolding from 
Columbus distributor. 
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BOUGHT LOCALLY—prestressed beams 
for the floor of the mezzanine. 


BOUGHT LOCALLY—thousands of 
yards of concrete, tons of re-bars. 
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BOUGHT LOCALLY—thousands of feet 
of lumber, forming materials. 





USING MATERIALS 
AND EQUIPMENT 
LOCALLY SUPPLIED 


BOUGHT LOCALLY—equipment from 
Columbus distributors. 





REPORTED 
LOCALLY BY 


And the local ACP Regional, CONSTRUCTION 
DIGEST, followed the Scioto project from start 
to finish. ACP reported the bid letting and con- 
tract award; ACP gave feature space to the 
project. ACP reporters were on the job—and 
often. No other publication can give this type of 
coverage—this type of authoritative editorial ma- 
terial. After all, all sales are local—and who can 
cover them better than a local publication? Who 
can give this kind of local attention? The job 
may have received a casual notice in national 
publications—but every job, large or small, is 
news to the local customer—the man who reads 
ACP Regionals—the man who buys the bulk of 
all equipment. 

Want more proof? Read this letter from con- 
tractor on the Scioto job: Sheaf Construction Co., 
Columbus, Ohio: 


ee 


—— 


Cool style for 


UNIQUE OHIO RACE TRACK 


“Have just finished reading your story on the Scioto 
Downs race track project in your September 24 issue. 


“As usual, CONSTRUCTION DIGEST has arrived 
first with the facts, and has presented the project in a 
concise, well-illustrated manner. We have come to rely 
on the magazine for quick, complete coverage of con- 
struction in Ohio, Indiana and Kentucky. 


“Your magazine, combined with the confidential daily 
reports, performs a real service to the contracting indus- 


try. Keep up the good work.” 
—George Sheaf 


ACP readers believe in ACP Regionals—they 
respect and buy the products advertised here. 
For only ACP has the local touch—the local edi- 
torial coverage—the local distributor flavor. No 
doubt about it—this is what it takes to sell your 
product, too! Write—call—telegraph for complete 
details on publications to pinpoint a state—or 
blanket the nation! 
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ASSOCIATED CONSTRUCTION PUBLICATIONS 


CONSTRUCTION 
2420 Wilson Blvd. 
Arlington 1, Virginia 


CONSTRUCTION 
NEWS 


715 W. Second Street 
Little Rock, Arkansas 


MICHIGAN 
CONTRACTOR 
AND BUILDER 

642 Beaubien Street 
Detroit 26, Michigan 


PACIFIC BUILDER 
AND ENGINEER 


1945 Yale Place North 
Seattle 2, Washington 


TEXAS 
CONTRACTOR 
1400 S. Good-Latimer 
Expressway 
Dallas, Texas 


EN 


WESTERN 
BUILDER 
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CONSTRUCTION 
BULLETIN 
1022 Upper Midwest Bldg. 
Minneapolis 1, Minnesota 


CONSTRUCTIONEER 
6 South Orange Avenue 
South Orange, New Jersey 


MID-WEST 
CONTRACTOR 


2537 Madison Avenue 
Kansas City 41, Missouri 


ROCKY MOUNTAIN 
CONSTRUCTION 
855 Lincoln Street 
Denver 3, Colorado 


WESTERN 
BUILDER 
407 E. Michigan Street 
Milwaukee 2, Wisconsin 


CONSTRUCTION 
DIGEST 
101 East 14th Street 
P.O. Box 1074 
Indianapolis 6, Indiana 


DIXIE 
CONTRACTOR 


110 Trinity Place 
Decatur, Georgia 


NEW ENGLAND 
CONSTRUCTION 


27 Muzzey Street 
Lexington 73, Massachusetts 


SOUTHWEST BUILDER 
AND CONTRACTOR 
1660 Beverly Blvd. 

Los Angeles 26, California 
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Secretary: Gordon L. Anderson 
1022 Upper Midwest Bldg. 
Minneapolis 1, Minn. 

Director of Advertising Services: 
Lynn H. Campbell 
Suite 708, 116 S. Michigan Avenue 
Chicago, Illinois 
Phone: STate 2-7048 











How to tell salesmen about 


sales aids 


Too many bulletins announcing sales 
aids to salesmen sound like the con- 
cocted example at right, says the 


author. He tells how to do it right . . 


By Ernest S. Green @ Senior Copywriter 
Johns-Manville Sales Corp., New York 


gy Whether you are announcing an envelope 
stuffer, a 20-page brochure, a job sign or a counter 
display, you have a problem. You have a letter to 
transmittal to write, usually in the form of a bul- 
letin to salesmen. 

Your problem is to see that such a bulletin 
really transmits. You must tell what this new 
thing is and not engulf the salesman in advertising 
and production terminology. Never should you 
brag and leave the impression that the ad depart- 
ment has done it again with another typically 
colossal triumph. 

You have a head start on your job when you 
have envelope stuffers and four-page folders to 
bulletinize. You can do the obvious, attach a copy, 
and let the sales aid speak for itself. But even if 
the item is too costly or too bulky for this, an in- 
expensive offset sheet can be stapled to the bulle- 
tin, one in which the sales aid is depicted in a 
photograph. Or, in the case of a counter display, 
such an illustrative attachment might demonstrate, 
by a series of line sketches, the successive steps of 
assembly at the distributor’s place of business. 


How not to do it. . The difference between right 
and wrong bulletins is the difference between tell- 
ing the salesman and “selling” the salesman. It is 
the difference between informing and performing 
—trying too hard for showmanship so that you 
name-drop, overwhelm with adjectives or brag. 
Here are three wrong examples—sentences that 
leave the salesman muttering, “So what?”: 


e “So what” sentence no. 1 (name dropping): 
“This is set in 14-point Dreamboat Roman printed 
on 80-lb. DaVinciKote by a Little Mammoth 
Blickensderfer Press.” (The salesman doesn’t 
know Tenor Gloss from Basso Profundo when it 
comes to paper.) 


@ “So what” sentence no. 2 (adjectivitis): “This 
bright, attractive piece printed handsomely in two 





ANNOUNCING... 
WORLD'S GREATEST 
SELLING BROCHURE... 











harmonious colors throughout is sure to catch 
your prospect’s eye.” (The salesman can see the 
colors. He can also count them.) 


e “So what” sentence no. 3 (bragging): “This new 
brochure is a worthy addition to our hard-hitting 
series of fact-packed, data-crammed workshop 
books.” (“Last year we gave you ‘Ben Hur,’ this 
year the even greater ‘Son of Ben Hur.’”’) 


Exaggerated examples? Yes, to make a point. 
But many an advertising copywriter has written 
sentences not too unlike them in the course of 
learning his trade. 


The right way .. Now for the “what’s what” 
sentences—the other side of the coin. These are 
sentences that tell. No style, no literary distinc- 
tion are claimed for them—but they do make a 
point. 


e “What’s what” sentence no. 1 (relating a sales 
aid to an over-all program): “This folder rounds 
out the literature available on this product, sup- 
plementing the larger folder (PV-107A) and the 
distributor catalog page (PV-121A).” 


e “What’s what” sentence no. 2 (showing how the 
sales aid helps a key buying factor): “Exterior 
views (photographs) and interior views (mechan- 
ical drawings) give the design engineer the prac- 
tical assistance he needs in laying out a system 
with these fittings.” 


e “What’s what” sentence no. 3 (emphasizing 
demonstration): “The ease with which pipe and 
coupling go together is shown pictorially with a 
series of new, easy-to-follow photographs that 
teach by example.” 


The last three words of the third “what’s what” 
example are worth keeping in mind. For unless a 
bulletin teaches by example it doesn’t transmit. 

Remember, too, the salesman sells all day long, 
all week long. He wants to be told about what this 
is that you have for him. He will sell himself on 
the new sales aid when he has the facts about it. # 
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For the man who likes a challenge bus- VICE PRESIDENT, SAN FRANCISCO AGENCY. PHOTO ON LOCATION BY ARNOLD NEWMAN 


inesspapers advertising is exciting stuff. It 
demands your best. Here's a real test of 
creativity, for you're selling to fellow pros— 
men who know their business. You’ve got to 
know your business and communicate in a 
business like way...in businesspapers. 


Advertising in businesspapers 
means business 


... because businesspapers are read for profit, not for pleasure. Here’s one 
place you’ll always find prospects—reading with their minds on business— 


wide open to ideas and products that can help them on their jobs. 


FY : 


ASSOCIATED BUSINESS PUBLICATIONS 205 East 42nd St., New York 17, N.Y.» 201 North Wells St,, Chicago 6, Ill. « 333 Wyatt Building, Washington 5, D.C. aay" am 


PEOPLE PAY FOR BUSINESSPAPERS THEY WANT...READ THE BUSINESSPAPERS THEY PAY FOR. NOTE: ALL ABP PAPERS ARE “PAID” Gh PN 











This Chicken-&-Egg Stuff 
Isn't Necessarily Funny 


Gey The fellows who read earnings reports—and 
those who help put them together—are not all 
chortling with glee this year. In industrial busi- 
nesses particularly, 1960 is not going to be cata- 
loged as wonderful. On the whole, business has 
been disappointing, and profits have been even 
more So. 

True enough, business isn’t really too bad in 
most places (although there are a couple of pretty 
soft spots in the industrial economy), but it is no- 
where near as good as all the all-out optimists 
predicted it would be as the year began. 

What happened is an interesting, but not neces- 
sarily an amusing thing. For no special reason, we 
were drenched in optimism at year-end, and mes- 
merized by the sounds of our own voices singing 
psalms about the Soaring Sixties. 

The sixties are going to do all right, I think; 
and in many respects this year is by no means bad. 
But we're like the kid who never had two all-day 
suckers to rub together before, but now he has 
ten; but you make him put one back and he 
screams bloody murder, even though he is still 
clutching nine of the things in his grubby little 
fingers. You have led him to expect to wrap his 
mitts around ten, and now nine are just not 
enough to satisfy him. 

So what? 

Well, among other things, industrial advertising 
budgets and sales plans have been trimmed “to 
maintain profits” or to “make our statement look 
better,” or to “keep the stockholders off our 
necks.” And so here we go into that peculiar cycle 
again: 

Our minds tell us that selling and advertising 
are the chicken that precedes the egg of sales and 
profits; but we almost always act as though it’s the 
other way around, and that we are supposed to en- 
gage in aggressive selling and advertising only 
when sales are good. 

But this matter of budget cuts is merely one 
small phase of the basic chicken-and-egg dilemma 
which business faces. 

What I mean is this: 

Did all of us believe that 1960 was going to be a 
super-wonderful year because there were sound 
business indications to prove it ... or because we 
actually fell under the spell of our own propa- 


ganda? And, now that things are not quite as rosy 
as we convinced ourselves that they would be, are 
we all in the reverse process of mass-marching 
into gloom, again without any really sound rea- 
sons? 

We live in an economy in which forecasts, pre- 
dictions, indexes, statistics, charts, tables and “in- 
formed opinions” are running out of our ears. 

What has happened is that we have developed an 
almost total-knowledge society, in which we know 
more about what lies ahead for business and in- 
dustry than ever before. The business man who 
makes any decision without taking account of the 
economic climate and the economic forecasts and 
the indexes is a nitwit. 

But we’d like to suggest that the business man 
who accepts all the “facts” and “figures” and pre- 
dictions and forecasts he sees without making his 
own careful evaluations of their validity, is also a 
nitwit. 

Because, in a total-knowledge economy, mob 
psychology has a wonderful opportunity to go to 
work, and frequently does. It turns out, let us say, 
that three people find that business is not going to 
be so good—or that business is going to be very 
good. It does not make much difference which 
way the pendulum is swinging; the illustration 
works the same either way. 

These three people announce their conclusions. 
Mr. Fourth Man reads or hears them; he’s been 
having some difficulty deciding exactly what’s in 
store for his own business, but now (maybe even 
sub-consciously) he joins the parade. Why should 
he be uncertain when everyone else seems certain? 
And he and the first three, together, provide an 
even more potent reason for Mr. Fifth Man, and 
so on ad infinitum, to get in line. 

What we wind up with is a remarkable tend- 
ency toward uniformity in outlook. And the pe- 
culiar and interesting thing is that, in this society 
at least, outlook has an enormous influence on 
actuality. If everyone believes that business is 
going to be good, they act accordingly; and their 
collective actions almost always result in business 
actually being good. And of course the reverse is 
true; if everyone believes things are falling off, 
they pull in their buying as well as their selling 
activities, and as a direct consequence they help 
to bring about the very conditions they fear. 

But even so, actuality doesn’t always follow be- 
lief. Sometimes—as is true this year—original op- 
timism turns out to have been too sanguine. And 
then a reverse psychology sets in, and we're al- 
most certain to swing too far in the other direc- 
tion. 

Is there a solution? Well, maybe a partial one. 
That is to weigh all the indexes and the charts 
and the tables and the predictions carefully, but 
then to make sure that you aren’t simply accepting 
the other fellow’s ideas or forecasts without se- 
riously and thoughtfully weighing the things you 
know more about than anyone else, which have a 
direct effect on your own business. 
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Is there an industrial 
market for you in Mexico? 


Here’s a detailed analysis of the prospects 
for selling U.S. industrial products in Mexico, 
a market that could serve as a ‘bridgehead’ 


to sales in all of Latin America . . 


By Willard M. Fox 


Ggy Selling industrial products in 
Mexico can be rough—if you try to 
use the methods that work in the 
United States and Canada. 

True, if you are tactful, you speak 
French to your prospects in Mont- 
real—b ut, the French-Canadian 
lives under the common law and 
understands the Anglo-American 
ways of looking at things and of 
doing business. When you cross the 
Rio Bravo (Rio Grande to you), you 
step into a_ different industrial 
world. 

Mere translation of your catalogs 
and sales literature and advertise- 
ments into Mexican Spanish is not 


Continued on page 9 


Modern . . This $2 million food-processing plant 
(above) was built at Monterrey, Mexico, by Ander- 
son, Clayton & Co., Dallas, Tex., from profits 
made in Mexico. It is fully automated and is an 
example of modern industry in Mexico 


Old styie . . '!n contrast to the modern plant shown 
above, some phases of Mexican industry are ex- 
tremely primitive. In photo at right, a worker is 
hauling bales of guayule (rubber-bearing brush) 
by oxcart down a rude mountain trail. 
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They Moor Their Boats 
Beside This 
Sewage Treatment Plant 


Concealed from your view is hundreds of thousands of dollars worth of sewage treatment equipment 
located in this modern plant in Clearwater, Florida. Clearwater’s expansion is typical. During the 
next ten years practically every city, town, and village across the U.S. will buy equipment for 
both maintenance and replacement of their present facilities. Some will even install whole new 
sewer lines, and entirely new sewage treatment plants. Contract expenditures in 1959 
amounted to $700,000,000. 
The city engineers, consulting engineers, public works heads, sewage treatment officials, 
water works superintendents, city managers and mayors will initiate and approve the purchases. The 
Pumps, engines, digesters, meters, filters, pipe... like many other products sold to American City 
municipalities, will be advertised in THE AMERICAN CITY. This is the one magazine in the field 
all municipal officials read consistently. 
The 


American City 


First in its field in advertising leadership for the fiftieth straight year. 


A BUTTENHEIM PUBLICATION +» 470 PARK AVENUE SOUTH + NEW YORK 16 
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20 ads in a recent issue each 


stimulated Reference Action* 
from at least 3,000 and up to 
6,900 Design Engineers! 








The Design Book 
that gets ACTION! 


*Reference Action is the measure of what happens after an ad is seen 
or read. It means the reader actually did something about the ad. He 
marked or clipped it, discussed it with or passed it on to a colleague, wrote 
for more information or called in a representative. Not just a readership 
or noted score, it’s the TOTAL ACTION that results from a good ad on a 
needed product in the right medium. 


Electro-Technology 


formerly ELECTRICAL MANUFACTURING 


A CONOVER-MAST PUBLICATION * 205 EAST 42nd STREET, NEW YORK 17, N. Y. 


MEXICAN MARKET... 


continued from p. 88 


enough. While many Mexican busi- 
ness men know English well and 
often have degrees from American 
universities or engineering schools, 
their attitudes and their problems 
are different. They have no natural 
bent in favor of the United States, 
and there is no historical reason 
why they should. On the contrary, 
real or fancied slights from Ameri- 
cans, memory that the United 
States took half of Mexico, or just 
a generally antipathy toward “Sa- 
jones” frequently produce an anti- 
Gringo bias. 

When you get down to brass 
tacks, there is no reason why a 
Mexican should prefer an American 
industrial product (all else being 
equal) to that of a German, British, 
Japanese, or other competitor. And, 
if he can also buy “Hecho en Méxi- 
co” at the same price, quality con- 
sidered, the foreign exchange saving 
gives him reason to do so. 

Nevertheless, many American in- 
dustrial marketers are making 
money in Mexico and will make a 
lot more as Mexico’s industrializa- 
tion goes on. They do so by real- 
istic practices, fitted to Mexican— 
not American—industrial facts of 
life. 


‘Time isn’t money’ .. “Time is 
money” is an American cliché; but, 
in Mexico, money is money and time 
isn’t worth much. The just recently 


Our requirements for salesmen are 

rather rigid. Before we hire a man, 

we send him to the North Pole with 
an ice box. 
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increased minimum wage in Mexi- 
co City is the equivalent of $1.12 a 
day and it is less elsewhere. 

In the “Republic,” i.e., outside 
the Federal District, a “maestro” 
(master mechanic, master painter, 
master carpenter, etc.) will work 
from daylight to dusk for $2 by the 
day and be glad to get it. He will 
do an excellent job with the crudest 
of tools, and not gripe about making 
do with practically nothing. Factory 
hands consider $1.25 to $1.75 prince- 
ly wages, in the outlying states. 

A typical “Help Wanted” adver- 
tisement in a leading Mexico City 
newspaper of Feb. 4, 1960, trans- 
lates to read: “Typist and switch- 
board operator wanted in an im- 
portant firm; the typist must be 
very responsible, beginning salary 
$52 a month, and for the switch- 
board operator $28. Apply, etc.” 
Since no mention is made of an 
these salaries are 
week 


“English week,” 
for a five-and-a-half-day 
from, probably 8 a.m. to 6 p.m. or 
from 9 a.m. to 8 p.m. which would 
mean a lunch hour from 2 to 4 p.m. 

On the other hand, if you have 
$1,400 you want to lend on good 
security, that $1,400 will bring you 
$28 a month. If you are the con- 
ser¥ative type, you can get 15 per 
ceny a year on a real estate mortgage 
or you can buy a mortage bond of 
the, telephone company that will 
giv. you a current yield of more 
thak 10 per cent and a yield to ma- 
turity of better than 12.5 per cent! 
Thi, relationship between what 
people are worth and what pesos 
are worth takes a little mental ad- 
justment on the part of Americans 
used to high wages and low bond 
yields. 

Also, in the first nine months of 
1959, Mexico mined 410,367.9 metric 
tons of iron ore, an amount that 
the Great Lakes ore fleets could 
probably handle in one sailing with 
half the boats tied up. New Jersey, 
not usually thought of as much of 
an iron ore state, mined more 
than this tonnage in 1955. While 
Mexico is a steel importing coun- 
try, its consumption annually is just 
about what the U. S. steel industry 
can knock out in nine or ten shifts. 

This combination of $2 a day la- 
bor, 2% a month money, and an 
effective market of small size ex- 
plains why the Mexican business 
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man wants 50 to 100% a year profit 
on his invested capital and goes 
about getting it by taking all the 
profit the market will bear on the 
volume he can sell easily. 


"Labor saving’ no argument. . 
Industrial marketing men in the 
United States spend a lot of time 
and ingenuity on developing entire- 
ly valid proofs that a given piece 
of equipment replacing another 
given piece of older equipment will 
pay for itself out of labor savings 
(increased production per man 
hour) in “X” months. Smart indus- 
trial salesmen make a lot of sales 
(in the United States and Canada) 
through written proposals based on 
cost-saving studies in their pros- 
pects’ plants. Industrial publications 
are full of advertisements based on 
case histories, attested to by the cus- 
tomers themselves, of proved sav- 
ings that paid for the equipment in 
a few months. 

Such arguments leave a Mexican 
business man cold. They just don’t 
fit his situation. What is good busi- 
ness when you pay your bank 67 
a year or less and your labor $3 an 
hour or more, makes no sense at 
all when you pay men $1.50 a day 
and the bank or the bondholders 
1% a month. 

Also, arguments based on the 
ability to hold close tolerances do 
not mean too much in a country 
where people are not quality con- 
trol conscious, where production 
runs in the American volume sense 
do not exist, and where very skil- 
ful workmen cost so little that you 
can afford to let them take their 
time to do what amounts to selective 
fits in assembling and repairing 
work. 

This is not to say that Mexican 
business men have no regard for 
quality or for costs. They are very 
cost conscious and becoming in- 
creasingly quality conscious. Rath- 
er, the road to low costs and good 
quality in Mexico is not through 
high-production high-precision 
equipment and minimum labor cost 
but through the use of skilful labor 
under close supervision with the 
minimum of the most versatile low- 
cost equipment adequate for the job. 
The same formulae you use to es- 
tablish lowest total net cost of a 
piece or a lot are valid in both 


One of the ‘misemployed?’ . . Although 
modern delivery systems are used in 
Mexico’s big cities, this tradesman in 
Guangjuato still sells milk the old- 


fashioned way. 


countries; but the difference in the 
figures you put into the equations 
produces very different answers. 

In its present stage of develop- 
ment and for years to come, the 
best job in Mexico can be done with 
a combination of 1960 American 
management methods and 1910 or 
1920 or 1930 job shop or pilot plant 
equipment. This equipment, of 
course, can be styled and stream- 
lined for efficiency and eye appeal 
and operator safety, but it does not 
need elaborate instrumentation and 
delicate controls. 


Industrial growth . . The 1960 
census of population is expected to 
show that Mexico has around 33 
million people, of whom about 34% 
are estimated as “economically ac- 
tive.” Of these 11 million economi- 
cally active people, a high propor- 
tion are misemployed or disem- 
ployed — really unemployed in any 
productive sense. These unfor- 
tunates include the peones who 
scratch out the barest kind of liv- 
ing on poor land with poor tools and 
poor seed; the ubiquitous boot- 
blacks, lottery ticket sellers, and 
hawkers of baskets, rebozos, pot- 
tery and other wares; the pitiful 
“retailers” who try to make a living 
by selling fruits and vegetables 
from two-by-four stands on the 
streets; and the hordes of domestic 
servants who earn five or six cents 

Continued on page 96 
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ARE YOUR SALESMEN AMONG THE 10%? 


Research has shown that 48% of the salesmen--your 
salesmen perhaps--call only once on a prospect. At 
the same time research has shown that approximately 
80% of the sales are made on the fifth call. This 
varies of course with the type of product and 

the sales group. 

But only 10% on the average of any sales group 
calls beyond the Srd call. There are reasons for 
this-—territories too big-—-product doesn't quite 
fit-——but more important than these is the inability 
to locate the men with real buying influence. You 
can't sell a man you can't interview, George. 

A year from any day over half the men who 
initiate, recommend or specify the purchase of 
your product will be in different locations 
or completely out of their present fields. How 
will you reach their replacements? 

These are problems in the sale of every 
industrial product-——the sale of your products. 

Every industrial marketing problem resolves 
itself into three parts. What is it? Why is it? 
And what are you going to do about it? Answering 
these questions in the industrial field is a 
specialized business. We can help-——-through 
knowledge based on long experience with a wide 
range of products, through association with 
practically every type of sales organization, 
through study and understanding of every type of 
industrial advertising effort--what has succeeded 
--what has failed. 

Here you will find advertising enterprise, 
initiative and capable advertising brains. Our 
ability has helped several clients to capture 
sales leadership in their respective fields——and 
hold it year after year. We would like to tell 
you more about it. 


Properly planned and executed Industrial Advertising, 
hacked by all of the facilities for Market Research, 











Public Relations, Sales Promotion and Copy Preparation bs shai ae " i 
to make your printed selling produce, is the business of RU . SE LI P [. GRAY , INC. 





155 N. Wacker Drive ¢ Chicago 6, Illinois 


Phone CEntral 6-7750 
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WHO READS/PRODUCT ENGINEERING? 


WILL THEIR DECISIONS AFFECT YOUR SALES? 


PRODUCT ENGINEERING readers are product design engineers. With many titles, 
they have the engineering responsibility for new and improved products from the 
original idea to final specifications. Huge volume orders for materials, parts, com- 
ponents and finishes result from these specifications. jg On the facing page is a typical 
design team. To sell the Original Equipment Market successfully, your product’s 
engineering facts must be known by men like these—all of whom are involved in 
most specifying decisions. gj Yet many of them seldom or never see salesmen. 
@ PRODUCT ENGINEERING is edited for the whole team. Maximum advertising 
contact is assured by reader acceptance for PRODUCT ENGINEERING’s unmatched, 
balanced editorial program .. . hard-core, everyday-useful engineering information and 
exclusive, advanced engineering news. This combination solves design problems, 
develops design ideas. leads design thinking. 





PROJECT ENGINEER 
—CHARLIE SIPEK MECHANICAL ENGINEER 
~RUSS CLEGG 


This product design engineering team at 
Kearney & Trecker, Milwaukee, developed ELECTRICAL ENGINEER 


and designed these new tape-controlled ais 


machine tools. Men like these read 
PRODUCT ENGINEERING. They are 


. >> ASSISTANT CHIEF ENGINEER 
ou sto 8 “ospects 
your customers and prospects. gorageecolimmd 
CHIEF ENGINEER 


WALLY BRAINARD 











for response from responsible people 


@ I 


McGraw-Hill weekly of Product Development & Design Engineering * 330 West 42nd St., New York 36, N.Y. 





PRICE 50 CENTS 










Wen alte 


McGRAW-HILL WEEKLY OF DESIGN, RESEARCH AND DEVELOPMENT -: SEPTEMBER 5, 1960 





Tape changes tools... see page 3 





BONDED COATINGS LUBRICATE METAL PARTS .. . page 48 
BETTER ACCELEROMETERS—OFF THE SHELF . . . page 54 





LATEST TECHNIQUE IN CAMERA-MADE DRAWINGS .. . page 58 


MEXICAN MARKET... 
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an hour. 

The Mexican government—ex- 
tremely interventionist in its philos- 
is striving hard to wipe out 
illiteracy and to promote indus- 
trialization. About two-thirds of its 
annual budget goes into “invest- 


ophy 


ment” in the infra-structure of 
roads, schools, etc., and into state- 
owned or state-participation busi- 
ness. 

The government monopolizes the 
oil industry through Pemex, owns 
the railroads, and is deeply involved 
in such other basic industries as 
steel and cement. Through Nacion- 
al Financiera (the government de- 
velopment bank) it controls the 
largest Mexican steel corporation— 
Altos Hornos—which has recently 
acquired control of the third larg- 
est steel company, La Consolidada, 
which was formerly owned by U.S. 
interests. 

Manufacturing has been growing 
at a rate of 6% per annum; electric 
power consumption, 11%; and steel 
in 1960 is expected to resume its 
historic growth rate of 14% a year. 
Altos Hornos plans to increase its 
capacity from 600,000 to 1 million 
tons, and Krupp is reported to be 
studying the building of a 500,000 
ton mill in Michoacan to take ad- 
vantage of the large iron ore re- 
serves there. 

The government has two com- 
pelling reasons for forcing indus- 


About the author 


@ Willard M. Fox joined the R. O. East- 
man organization in 1925 as a market 





research reporter, advancing through de- 
partmental managerships to account ex- 
ecutive. He then spent several years with 
Standard & Poor's, specializing in basic 
or heavy industries, and then became 
advertising manager of Detroit Graphite 
Div. (industrial finishes) of Valspar Corp 
In 1945, he 


where he was director of market re- 


joined Remington Rand 


search, and became a vice-president of 
TradeWays about 10 years later. He is 
now retired and living in Cuernavaca, 
Mexico. Mr. Fox is author of ‘’Profitable 
Control of Salesmen’s Activities’’ (Mc- 
Graw-Hill Book C« 
Use Market Research for Profit,’’ and 


and of How to 
contributed to IM and other business 
publications when he was living in the 
United States 
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Hard-working . . Mexican labor is used to working hard at extremely low pay (by U.S. 


é* : i al 


standards) and with “‘making do”’ with inadequate tools. These miners are better off 


than most workers; their equipment is modern, and they work only eight hours a day 


trialization as rapidly as_ possible 
and doing all it can to boost the 
high growth rates even higher. 


1. The first is that it is faced with 
a population growth of 3% a year; 
a young population, so that the po- 
tential labor force is growing faster 
than population itself; and a des- 
perate need to raise the standard of 
living of a population with a per 
capita income around $250 a year, 
compared to more than $2,000 in 
the United States and Canada. 


2. The second is that it sees indus- 
trialization as the only way to de- 
crease Mexico’s vulnerability to the 
effects of world price declines in its 
export products—cotton; gold, sil- 
ver, and base non-ferrous metals; 
coffee, sugar, and other tropical ag- 
ricultural products. The current ad- 
ministration is working heroically 
to avoid another devaluation, and 
its efforts appear to be succeeding. 
By industrializing, it saves foreign 
exchange and strengthens its bal- 
ance-of-payments position, thereby 
protecting the international value 
of the peso. An emerging middle 
class aspires to a standard of living 
comparable to what it sees north 
of the border, and will not take 
denial calmly. 


Realists, but . . While opposition 


parties are permitted and do exist, 
Mexico is a one-party country. The 
ruling party (PRI—Party of Revo- 
lutionary Institutions) is the heir of 
the Mexican Revolution of 1910- 
1917. Not Marxist, it was a leftist 
movement and had strong socialist 
and egalitarian-agrarian roots. 
Consequently, Mexico is both a 
welfare state and a mixed economy 
with the playing a 
larger role in business than the U. S. 
federal government does in Amer- 
ican economic affairs. Every elected 


government 


Mexican official must give at least 
lip service to the revolutionary 
ideals, and some men in government 
genuinely lean strongly toward so- 
cialism and many really believe in 
a mixed economy. 

However, they are fully aware of 
the population trend and of the low 
standard of living of the majority of 
Mexicans, and are determined with- 
in the limits of their philosophy to 
do what they can to improve the 
situation. As a practical matter, they 
can do nothing to check the birth 
rate, and they know it. 

They know that the salvation of 
Mexico depends upon the creation 
of productive jobs, and that it takes 
capital investment to create jobs. 
They also know that Mexico cannot 
generate the capital it needs any- 
where nearly as fast as it needs that 





Want sales action like this... . 2 


COT is ad shows Clupak 
is superior...we bag 
6 to 8 million bags 
of material a year... 
and hope to be using 
this product soon 


—Vice President, Crushed Stone, Sand and Gravel Co. 








From latest Reader Feedback reports on 
readership of Rock Products magazine. 








ATS WHY IT 
DIDNT BREAK! 


This is the kind of selling action 
advertisers expect—and get—when 
they 


advertise in... 
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capital. 

They are well aware, too, that po- 
litical instability (though now hap- 
pily a thing of the past) and recur- 
ring devaluations have made the 
majority of Mexicans fearful of any 
investment except real estate, with 
the result that the money Mexico 
needs for industrial investment is 
put into land. Consequently, they 
see to it that the door is open to for- 
eign capital on the same terms as 
Mexican capital, except in certain 
basic industries that are reserved 
for the government or for Mexican 
investors. 

They have gotten the yen for ex- 
propriation of foreign holdings 
pretty well out of their systems any- 
how; but the antics of Castro in 
Cuba and the terrific come-backs of 
West Germany and Japan have 
forcefully reminded them that when 
you need the foreign money, kicking 
the foreigner who has it is a bad 
thing. 

Gringos are not loved by Mexi- 
cans, but their business ethics and 
products are respected. The impor- 
tance of U. S. investment (in 1959, 
some $80 million of new money) is 
recognized, and American compa- 
nies can count on fair treatment in 
the courts. They have to have for- 
eign money. They know it. They 
accept the fact. 


U. S. marketing edge . . While 
European and Japanese products 
have acceptance—and metric screw 
threads—a common border and a 
great deal of border trade give 
American products an edge. The 
United States is taking a little over 
half of Mexico’s tangible product 
exports, and tourist expenditures, 
border trade (mostly American) 
and bracero (Mexican peon labor in 
U. S. agriculture) earnings are al- 
most as large as total merchandise 
exports. That is, of every dollar that 
Mexico earns from exports of goods 
and services combined, the U. S. 
provides about 78 cents. Of Mexico’s 
total imports, the United States sells 
about 76%. In the first nine months 
of 1959, Mexico had an excess of ex- 
ports over imports and a favorable 
dollar balance. But apart from this 
very important ability to pay, other 
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1S ~~ 
Old and new . 


. Burros carrying firewood cross modern 


dam and highway near La Zarca, Mexico, in a scene 
that exemplifies the contrasts of the country. 


factors work for American busi- 
nesses, too. 

Mexicans do not particularly like 
Americans. They envy them and re- 
sent them. Nevertheless, they re- 
spect American business integrity 
and willingness to live up to a con- 
tract. They also have found out that 
American equipment usually works 
the way it is supposed to work, and 
that replacement parts fit, and qual- 
ity is very uniform. In other words, 
they have learned that Americans 
pay attention to quality control and 
standardization. This is very un- 





Smith, Vll be needing a successor. 
Think you can handle the job of look- 
ing for one? 











Mexican, and they love it. 

Psychologically, Americans have a 
great many advantages. Americans 
expect competition and regard it as 
inevitable. We, therefore, expect to 
work to get an order and to take 
care of it properly. If something 
does go wrong, we try to make it 
right. We look to repeat business for 
out profit, knowing that it often 
costs more to sell the first order 
than we can possibly recover from 
it. We try for volume enough to sell 
our plant capacity, and we price to 
make volume operation possible. 

These are not usual Mexican hab- 
its. By just doing what comes nat- 
urally to us, we give the kind of 
service and delivery and follow-up 
that few Mexican firms habitually 
give, and being closer to Mexico 
than our European and Japanese 
competitors we have communica- 
tions and transportation time ad- 
vantages going for us. In Mexico, as 
a matter of fact, “super” has ac- 
quired a meaning of “American,” 
and, therefore, “good.” There are 
supermotels, superhardwares, super 
parts dealers, etc., meaning Amer- 
ican service or American stocks, 
and possibly the ability to speak 
English. 


Selling in Mexico . . There are five 
basic ways that you as an American 
Continued on page 102 





LE, Contents of this 
Y BONUS-FOR-YOU issue... 


1. An alphabetical listing of all products used in the field, and 
manufacturers of each. 


2. Names and addresses of all these manufacturers. 


3. A listing of all known trade names with the product and 
manufacturer identified for each. 


4. All products advertised in this issue are classified and listed. 
This guides readers to the ad pages where they'll find more in- 
formation on what they seek. 


5. Normal editorial content of a regular issue assures immediate 
cover-to-cover attention. 


6. A COMPLETE SHOW SECTION previewing the 15th Interna- 
tional Heating and Air-Conditioning Exposition, Chicago, Feb. 
13-16. 
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When they’re ready to specify or buy 


The Directory Section is the acknowledged reference work 
in the Industrial-Big Building field since 1934 


Nowhere will your advertising dollar go farther . . . accomplish 
more! This is an issue that is a right-at-hand reference for the engi- 
neers and contractors you must reach. (In a survey of these all paid 
subscribers, 96% report they keep it throughout the year, 75% refer 
specifically to its advertising pages. ) 


No wonder nearly 300 advertisers appear each year! Make sure 
you too will profit from this all-in-one January issue with a Direc- 
tory Section, Show Preview, and regular editorial content. Start off 
1961 impressively by using extra space for extra emphasis on your (230) 
entire line. Regular space rates apply, December 10 closing date. ™ 
KEENEY PUBLISHING CO., 6 N. Michigan, Chicago 2. 
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full line 
of heat transfer 
apparatus permits 
best design 
for higher 
efficiencies 
at lowest cost 


Westinghouse 





Some manufacturers say, “‘Our product is too big — only 

one reader in 100 has any real connection with buying 
one.” But it just doesn’t work that way. The bigger the price tag, 
the more men are involved ... over a longer period of time. These 
readers are among the 26 who were interviewed about this 
Westinghouse ad. All 26 were interested. 


Superintendent Power Station—Generation: “The ad 
reminded me of the Westinghouse qualified engineering 
facilities... it was colorful...a subject in my line of 
work." Results Engineer — Generation: “I had not known 





Westinghouse 


integrated 


components 


n use today 


integrated § 
turbine 
components 
promise «& 
economical 
superload § 
growth iis 


that Westinghouse was standardizing to such a degree. 
| would like to have more engineering details—1! plan 
to discuss it with the company engineers.” Power Sta- 
tion Supervisor — Generation: “I learned that generation 
equipment can be large and still efficient. | discussed 
it in the control room.” District Manager—Top Man- 
agement: “‘We do not need large units yet, but might 
at any time. | discussed the ad and referred it to some- 
one.” Chief Engineer — Generation: “The bigger units 
are new to me. | learned the sizes that were available.” 
Engineer — Generation: ‘This triple-shaft cross-com- 
pound | had never seen before.” 


How to save legwork 
for your salesmen 


... @S Shown by verbatim comments from Mills Shepard “Penetration” studies 
of the March 271 and 28, 1960, issues of Electrical World. 





FERFORMANCE 
BeCauSe ... 


Fx 





You've heard the comment, “Our salesmen and our litera- 

ture reach all our good prospects."’ Moloney Electric Co. 
knows better. They ran this detailed product story to help spread 
the news about their transformer. Here are verbatim comments 
by readers: 





LAPP... Reet Me EE POS! ARE STANOW POET mEMLATORS 
1993 PRET Lone Pest invelaor 
1935 PAREN Romar Pout inatone 
1992 FHMBT Cieomp- Top bine Poss 
1932 FRET High Sirength '4:000 
1934 FUREY rodio-troe 68 by Line Past 
1935 SERBT vex able mounting suds Fev Lene Post 
conmnasion = 
1936 FURST Section Pos! For distribution wwitches = 


RST trio Hyd Strength '# OO B Station Past e 


1958 FRET Line 0st wth integral goin hove 
1990 FRET “wterndand ssb-stemcard Sition Pes gg ll 


1980 FURST Stason Post for 460 bw 





Then there’s the one that goes, ‘All these smaller items 

are alike. Price is what makes the difference. You can’t sell 
the quality story in an ad.” Read these reader comments on a 
highly competitive, high-volume product. 


Senior Staff Engineer— Transmission and Distribution 
(T&D) Engineering: ‘‘The ad gave me some useful infor- 
mation. | referred it.’’ Superintendent of Underground 
Survey—T&D Operation: ‘It gave me the six vital points 
of their transformer. | was told to read it and | was 
interested.’’ Transmission Engineer—T&D Engineering: 
“| did not know they had used a computer to pick out 
the best design. | referred it to someone and plan to 
discuss it.'’ Engineer—T&D Engineering: ‘‘it filled in 
some missing facts for me.” Superintendent of Over- 
head Survey Engineering —T&D Engineering: ‘‘The ad 
gave a lot of information.”” Senior Engineer—T&D Engi- 
neering: ‘‘It gave me new knowledge.” Layout Engineer 
—T&D Engineering: ‘It was the first time | had seen a 
complete description of this transformer...a good ad 
for information.’ Division Superintendent — T&D Oper- 
ation: ‘Influenced my thinking in favor of it.’’ Engineer 
—T&D Engineering: “I need this information for. the 
course | am teaching.” 


Electrical System Planning Engineer—Transmission and 
Distribution (T&D) Engineering: “If | needed an insula- 
tor, | would check with Lapp.” Senior Estimator— T&D 
Operation: ‘They have a good insulator...one of the 
best. Some of the sizes are new to me.” Engineering 
Supervisor of Substation—T&D Engineering: “It told 
me of the different insulators. | filed the ad."’ Engineer 
— T&D Engineering: ‘‘The most important part of the ad 
was on page forty, the different insulators they make. 
| made a mental note, discussed it and plan to refer it 
to someone.”’ District Superintendent — T&D Operation: 
“Confirms my opinion that Lapp is first for insulators.” 
Engineer—T&D Engineering: “Since they have improved 
their product, | think they will be the best for insula- 
tors.” Operating and Testing Engineer — T&D Engineer- 
ing: “I read that list... and | really was amazed by what 
Lapp has done.” 


Mills Shepard interviews show how ads give your salesmen more time 
to sell. They find prospects, search out real buying influences, keep 
customers posted on product lines. They keep prospects “warm” until 
your salesmen arrive...encourage others to call him in...speed up 
your whole selling process. 


The electrical industry’s weekly magazine ? 
in service to advertisers 


service to the industry 
reader preference 
utility circulation 

total circulation 


Covers the electric power industry completely advertiser acceptance 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 





MEXICAN MARKET. . 


continued from p. 98 


firm can sell in Mexico: 


1. You can export to Mexico, from 
your U. S. or foreign plants, using a 
Mexican broker or distributor, pro- 
vided Mexico cannot or does not 
produce the product or produce it in 
sufficient quantity to supply local 
demand. This is the hardest way, as 
you may need to arrange many im- 
port permits and will have to work 
with customs brokers, banks and 
probably lawyers. 


2. You may be able to work out 
either a licensing deal or a subcon- 
tracting deal with a Mexican firm 
that can make your products, ex- 
porting parts not available in Mexi- 
co, with fees for engineering and 
technical service that you render. 


3. You can operate an assembly or 
finishing plant, using Mexican labor 
and some Mexican components if 
tley are available, but importing 
parts and materials from the United 
States or from other foreign plants 
you own. 


4. You can manufacture in Mexico, 
using as much Mexican material as 
is available that meets your quality 
standards. This, like method 3, in- 
volves setting up a wholly-owned 
Mexican subsidiary corporation. 


S. You can follow method 4, but 
take in a Mexican partner. In a few 
industries, you may have to take 
51% Mexican capital into partner- 
ship, and in some others you may be 
smart to do so. 


Your particular situation will de- 
termine which is best. A common 
sequence is 1-3-4, as a_ business 
grows; but other sequences have 
been used. 

Ideally, Mexican officials would 
like step 5, but they will settle for a 
lot less. If you can qualify yourself 
as a “new and necessary” industry, 
i.e., if you make something not made 
in Mexico that will save foreign 
exchange and produce some jobs 
and some markets for Mexican raw 
materials, you can get red carpet 
treatment. 

This may include: exemption 
from some federal taxes (and state 
taxes, if you stay outside Mexico 
City when you locate your plant); 
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San Antonio 1, Texas. 





Institute to point out trade 


opportunities in Mexico 


@ For companies interested in selling in Mexico, a “U.S.-Mezxico 
Trade & Investment Institute” will be held in San Antonio, Texas, 
Oct. 20-22. Speakers will cover such subjects as “New markets in 
Mexico for U.S. products,’ “Changes in distribution in U.S.-Mexican 
trade” and “Investment opportunities in Mexican manufacturing in- 
dustries.” Further information on the institute may be obtained from 
the sponsor: School of Business Administration, St. Mary’s University, 








tariff protection; possibly imposition 
of quotas to make life tougher for 
your competitors who do not man- 
ufacture in Mexico; and, almost 
certainly, a preferred position as a 
vendor to government departments 
and government-owned or govern- 
ment participation businesses who 
can use your products. 

If you make, in Mexico, something 
that saves dollars that the govern- 
ment buys, it will often pay a higher 
price in pesos than it has to pay in 
dollars simply to save exchange and 
help the balance-of-payments. 


Mexican partners . . American 
companies often take a dim view of 
taking in foreign partners. However, 
there can be some advantages, par- 
ticularly if the partner is a banking 
or financial group that has no in- 
terest in getting involved with pro- 
duction and distribution. 

Such a group can smooth your 














Ties y 


Your suggestions on salesmanship got 
results, sir .. . | didn’t sell them any 
electric motors, but we just bought 








fifty water pumps. 





way in the many dealings you will 
have with government. It can make 
it easier to get the licenses you need 
and to arrange to bring in manage- 
ment and technical personnel you 
need. It can help with credit lines 
and credit problems, besides provid- 
ing cash that cuts your own com- 
mitment. It may be able to provide 
useful contacts with vendors and 
customers, and through its legal and 
statistical departments, to give you 
aid in making contracts, locating 
plants and defining markets. 


Get ready . . Obviously, if you de- 
cide to come into Mexico, you are 
going to need expert advice. In 
Mexico City you will find American 
advertising agencies, accounting 
firms, customs brokers, financial in- 
stitutions, management engineering 
firms and marketing counsellors, 
who know Mexican problems and 
American methods and points of 
view. Very likely, you will find 
quite a number of your U. S. ven- 
dors and customers already estab- 
lished and doing a profitable busi- 
ness in Mexico, so that to a degree 
you will be among friends. 

One thing is sure. Industrially, 
Mexico is moving ahead and moving 
faster percentagewise than the 
United States. True, the market to- 
day is small by American standards, 
but it is growing. Mexico is the nat- 
ural bridge between English-speak- 
ing North America and the Spanish 
(and Portuguese) speaking repub- 
lics of Central and South America. 
Should a really close-knit Latin 
American common market evolve, 
as it may in the coming years, a 
strong Mexican operation can be a 
tremendous competitive asset. 5 
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16,000 MEN UNDER HATS LIKE THESE 


are waiting to be told about your products and services 
It Can Be Done So /nexpensively In PETROLEUM EQUIPMENT 


The petroleum equipment man may have any job title and he may be employed 
in any division of the industry. What sets him apart is his absorbing interest in 


equipment. He is the man responsible for its selection, application, performance. 


To keep abreast of the field, he reads PETROLEUM EQuIPMENT, the magazine that 
concentrates exclusively on equipment, products and services. 16,000 equipment men read each 
issue, and many keep it for permanent reference. 


This magazine recognizes the importance of the equipment man. So do discerning advertisers. 
If you have equipment to sell, tell the equipment man; don’t keep it under your hat. Contact your 
PETROLEUM EQUIPMENT representative listed below, or write to Arthur D. Youmans, Publisher, 
842 Graybar Building, New York 17, N. Y. 


PETROLEUM EQUIPMENT 


New York 17, N. Y. Abington, Pa. Barrington, Ill. Chicago 3, Ill. Dallas 6, Texas Toledo, Ohio Pasadena, Calif. Pittsburgh 19, Pa. 
420 Lexington Ave. 1235 Jericho Rd. 308 E. James St. 110 So. Dearborn St. 109 Landa Bldg. 2120 Shenandoah Rd. 1145 Wellington Ave. 404 Frick Bidg. 
LExington 2-0308 TUrner 71-6688 DUnkirk 1-1840 DEarborn 2-5453 TAylor 7-3365 JEfferson 6-7974 MUrray 1-6004 COurt 1-4940 
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PICKS THE BIGGEST PLANTS 
FOR THE BIGGEST HARVEST 


16,736 “age © 6s. ae 


each employing 50 or more each employing less than 50 
ACCOUNT FOR ACCOUNT FOR ONLY 


$54.8 Billion’ $4.9 Billion’ 


MACHINERY’S watchword isn’t merely ‘“‘circulation,” 
It’s concentration! 

MACHINERY concentrates onthe important 209/o 
of the Plants that produce 929/o of the activity in 
the metalworking market 


. concentrates on the individual members of 
the “buying teams” within those plants 


-- men in Management, Engi- 
neering and Production . . . identified 
by name, title and job function. Right 
there is where MACHINERY concen- 
trates its circulation 


. - and right there you have the 
difference between MACHINERY and 
any other publication in this field. 


Vive la difference ! 


Published by The Industrial Press, 93 Worth Street, New York 13, N. Y. 
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<a yas be at : en +. 
Roll ‘em . 


- Cameraman on location at American Greeting Corp. picks up on-the-job 


lift truck demonstration for tv relay to Moto-Truc booth at trade show 


T'V ‘expands’ small 


trade show space 


An industrial truck manufacturer increases trade 


show traffic by televising his equipment in action, not 


from his own plant, but from a customer’s warehouse . . 


Gey Handicapped by a trade show 
booth too small to permit actual 
demonstrations of equipment in ac- 
tion, Moto-Truc Co., Cleveland 
manufacturer of industrial lift 
trucks, turned the handicap to its 
advantage. 

The company presented instead a 
“live” tv program beamed closed 
circuit from a local plant employing 
Moto-Truc equipment. Viewers 
were permitted to see the trucks in 
actual use in a natural setting, op- 
erated by experienced plant person- 
nel. 

The program was televised at the 
Material Handling Institute’s expo- 
sition in Cleveland’s Public Hall. 
Space there is assigned by drawing 
and Moto-Truc’s was one of the last 
names to be drawn, hence only 
small space units were available. 
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Paul Schreck, Moto-Truc vice- 
president, conceived the closed cir- 
cuit tv idea. As a stroke of good 
fortune, one of the company’s larger 
users—American Greeting Corp., a 
greeting card manufacturer—was 
located right in the city and agreed 
to cooperate. As a result, Moto-Truc 
was able to put on a 15-minute live 
telecast from the American Greet- 
ings warehouse on an hourly sched- 
ule throughout the show. 

All technical arrangements were 
made by Unit-ized Electronics, 
Cleveland, who furnished cameras 
to pick up operations in the user 
plant and 24” monitors for viewing 
in the booth. A leased telephone 
wire carried the broadcasts. 

No attempt was made to stage the 
telecast. It wasn’t necessary. Amer- 
ican Greeting ships more than 2.5 


million cards daily from its ware- 
house, hence there was always 
plenty of activity to televise. In ad- 
dition, the regular truck operators, 
heing highly skilled at their opera- 
tion, showed the product off to best 
advantage. Because the warehouse 
was well lighted, no extra lighting 
was needed, hence the televising 
was accomplished with a minimum 
of inconvenience to American 
Greeting. 

At, Moto-Truc’s booth two 24” tv 
monitors were set up in the lounge 
area where seating was provided 
for more than 50 people. One of the 
company’s own employes served as 
moderator to explain the various 
operations as they were shown on 
the screen. Since the show was 
completely unrehearsed, the mod- 
erator was forced to think quickly 
to keep up with the operations as 
they were carried out. A_ small 
monitor on the control booth per- 
mitted the moderator to see what 
was happening at all times. 

To give visitors an idea of the 
equipment and handling operations 
being televised, Moto-Truc provided 
all viewers with a simple fact sheet. 

Since American Greeting operates 
a total of 55 Moto-Trucs, including 
six different models, viewers were 
given an excellent opportunity to 
see the versatility of the complete 
line. To back up the on-the-job 
demonstration, Moto-Truc used 
other booth space to exhibit the 
same models shown on tv. Thus, 
vistors could take a close-up look 
at the equipment after they saw it 
demonstrated. 

In commenting on the results of 
the tv show, Mr. Schreck pointed to 
the unrehearsed demonstration as 
one of the most effective testimonies 
of their equipment that could be 
provided. That visitors were in- 
trigued with the idea was aptly in- 
dicated by a near capacity crowd 
at every show. Many visitors 
stopped to comment and ask ques- 
tions and a record number of litera- 
ture request cards were filled-out 
during the show, he pointed out. 

Said Mr. Schreck, “Although the 
tv demonstration was fairly costly 
and required considerable advance 
planning, we feel we got more than 
our money’s worth, and it turned 
what might have been a complete 
flop into a rousing success.” . 





Announcing 


TWO NEW 


“U.S.News & World Report” 


RESEARCH 
PROJECTS 


— conducted under the 
consultation facility of 
the Advertising Research 
Foundation — contributing 
valuable new data about 
“U.S.News & World Report” 


In this day of rising costs and budget 
squeezes, more and more advertisers are 
demanding detailed data on the numbers 
and kinds of people served by various 
media. And more and more of them are 
demanding that these facts be based on 
reliable research methods in order better 
to evaluate media claims. 

That’s why advertisers will be inter- 
ested in these two just-completed studies 
on “U.S.News & World Report” family 
characteristics. Both studies were con- 
ducted by Crossley, S-D Surveys, Inc. 
under the consultation facility of the 
Advertising Research Foundation. 





PROJECT 1—A national study conducted 
by mail measures certain characteristics 
of “U.S.News & World Report’ families. 
This is the first study conducted under 
the consultation facility of the Adver- 
tising Research Foundation by any of the 
three major news magazines. 


families 


This project furnishes data on 
“USN&WR” subscribers in these im- 
portant areas: age, marital status, annual 
family income, home ownership, automobile 
and air conditioning ownership and pur- 
chases, vacation and business travel habits, 
tire purchases, and the influence of the head 


of household on the leasing or purchase of 


cars and trucks. 





PROJECT 2—A basic research project 
conducted in Cleveland, Ohio, among 
“USN&WR” subscribers, using the same 
questionnaire as in the national study. 
The Cleveland project was made up of 
two studies. One was conducted by per- 
sonal interview—the other by mail. Both 
used identical questionnaires, the same 
sized samples, selected in identical ways, 
and were done at the same time.. 

The purpose of this basic research 
was “to determine the degree to which like 
data of a factual nature can be collected 


with equal reliability by personal interview 
and mail research.” To our knowledge, 
this is the first time a major inquiry in 
this important area has been conducted. 


What The ARF Is—And What It Does 

The Advertising Research Founda- 
tion is anon-profit organization supported 
primarily by advertisers, advertising agen- 
cies and advertising media. Founded in 
1936 under the sponsorship of the AAAA 
and ANA, it now has some 300 organiza- 
tions in its membership. 

Its basic four-point program: 

1. Conduct fundamental research of 
industry-wide importance. 

2. Help advertisers, agencies and 
media obtain accurate and trustworthy 
information. 

3. Assist media to plan and conduct 
research which is readily accepted by their 
customers. 

4. Establish standards and improved 
methods of research. 


Here’s what the ARF says of the two projects: Here’s what Crossley, S-D Surveys says of the two projects: 


“In the opinion of the Committee, the national study contributes 
valuable data about ‘U.S.News & World Report’, while the ‘Cleveland 
Study’ contributes to a better understanding of techniques as related 
to the administration of mail studies. 

‘*,.. the objectives, interviewing procedures, questionnaire, sample 
design and method of reporting conform to the standards set forth in 
the ARF’s ‘Criteria for Marketing and Advertising Research’ "'. 


“At every step ‘U.S.News & World Report’ has not only accepted 
our recommendations but has exhibited a desire to make of this work a 
contribution to research thinking. On our part we have endeavored to 
operate with meticulous care at all stages, from rigid control of the 
sampling procedures to a penetrating breakdown check of the results, 
including comparative recontact of those questioned both by mail and 
by personal interview.” 


Both studies will be valuable to media and marketing directors, research directors, 
and space buyers alike. For your copy (or copies) write on company letterhead to 
William E. Robertson, Director of Marketing & Research, Advertising Depart- 
ment, “U.S.News & World Report”, 23rd & N Streets, N.W., Washington 7, D.C, 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than mF 5,000 net paid circulation 


Advertising Offices: 45 Rockefeller Plaza, New York 20, N.Y. Other advertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, Chicago, 
St. Louis, Los Angeles, San Francisco, Washington and London. 
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now you can select one magazine to 


SELL CONSTRUCTION ~J 


nt 








at C ‘concrete a plant—one unit 
of the. mass markef served: by. CONSTRUCTION EQUIPMENT 


a I 7 


it's bigger than you may think | 


. MASS MARKET ...and only one magazine 


really covers it for you 


Mass market in construction? What 
does that mean? Construction’s mass 
market is made up of everybody who 
wants to dig, move, or build something. 

Few people —aside from equipment 
dealers—realize how many different 
groups buy construction products. 

Contractors stand at the head of 
the list, of course. They buy 50% of 
equipment and more than half of 
materials. 

Yet even within the contractor 
group you run into factors that make 
it vary from most market patterns. 
Here there are some large companies 
but no giants on a par with General 
Electric or U.S. Steel. Actually, the 
many smaller firms (with fewer than 
50 employees) purchase two-thirds 
of new equipment.* You have to 
cover all size groups. 


Who owns this rig? A contractor, strip miner, 
county government, or oil company? Adver- 
tisers don’t care as long as the operator’s boss 
reads CONSTRUCTION EQUIPMENT. 


Other half of 
mass market 


Then you move into a great variety 
of other buying groups. (So varied, 
in fact, that some construction sup- 
pliers forget to advertise to them — 
and lose out on sales.) Included are: 
Government units (construction and 
maintenance). 
Strip miners (excavating). 
Loggers (road building and loading). 
Utilities (trenching and power line 
work). 
Materials producers (aggregate pro- 
duction and materials handling). 
Industrial plants, railroads, large 
plantations, airports, institutions, 
etc. 

How to Blueprint the Market, research survey 
of inventories and buying patterns of 2,069 organ- 


izations in the construction market, Write for 
free copy. 


One CONSTRUCTION EQUIPMENT 
subscription even goes to a game 
farm! How come? The farm uses 44 
major pieces of equipment. 

All groups comprising the mass 
market buy construction-type ma- 
chines and supplies through the 
same local equipment dealers. 


One market: one 
advertising target 


To dealers, it’s all one big market. 
The buyers are simply consumers. 
What they do with the product 
makes no difference from the sales 
point of view. 

What about the advertising point 
of view? Can one magazine cover 
construction’s mass market? 

CONSTRUCTION EQUIPMENT has 
been serving the mass market for 11 
years now—with striking success. Its 
1960 page gains run far ahead of 
other magazines’. It ranks first in 27 
readership surveys made by manu- 
facturers over their own sales lists. 


Designed for the 
mass market 


Advertisers like the circulation pat- 
tern. First, CONSTRUCTION EQqQuip- 
MENT Magazine serves more large 
and small contracting firms than any 
other magazine. Second, it does a 
superior job of covering the many 
groups in the other half of the mass 
market. 

Equally vital: circulation quality. 
It takes more than a token payment 
byatruck driver to get CONSTRUCTION 
EQUIPMENT. The recipient must be a 
man known to make buying deci- 


Construction 











sions. How can we be sure? Local 
equipment dealers do the picking, 
and pay for the subscriptions. 

You can’t find any stronger meth- 
od of quality control. 

On top of this, CONSTRUCTION 
EQUIPMENT ’s editorial content builds 
intense readership. It serves the 
common interests of the mass mar- 
ket. Main topics: management, proj- 
ects, buying, and maintenance. 
CONSTRUCTION EQUIPMENT editors 
look for the cost-cutting, profit- 
building ideas that everyone can use 
in his work. 


NAME 
CONTRACTORS 


SMALLER CONTRACTORS 
AND OTHER BUYERS 


Like an iceberg, nine tenths of construction’s 
mass market lies out of sight—but definitely in 
the sales picture. 


Foundation stone 
for media list 


To sell construction’s mass market, 
best place to start is by advertising 
in CONSTRUCTION EQUIPMENT. This 
magazine offers you the size, the 
quality, and the wide appeal to serve 
as your basic medium. Then add 
specialty magazines, as needed, to 
augment your coverage of certain 
customer groups. 

Your CONSTRUCTION EQUIPMENT 
representative will be glad to discuss 
full details with you. 


Construction 
Equipment a 
MAGAZINE 


205 East 42nd Street, N. Y. 17 
A CONOVER-MAST PUBLICATION 








How Hagan ‘needles’ salesmen 
to help them sell more 


All salesmen can do a better 
selling job, and Hagan Chemi- 
cals & Controls pulls no punches 
in telling them how . . 


ey How does the field salesman 
react to the “needle” from head- 
quarters? 

The answer is: éenthusiastically— 
if the needle is applied with humor, 
with originality, and with the aim of 
providing him truly useful sales 
aids. 


At least that’s the experience of 
sales promotion specialists at Hagan 
Chemicals & Controls, Pittsburgh, 
who have been successfully “nee- 
dling” their field salesmen for some 
time now in a variety of interesting 
ways. 

The vehicle for this program is an 
informal little mailer called—nat- 
urally—“The Needle.” It goes out 
from time to time and is apt to fea- 
ture anything from a personal selling 
hint to complete product data on an 
important new installation. 

Recent examples: 


The needle . . The message from this issue of the Needle is plenty pointed. 
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e A bright one-pager announcing 
that Hagan is changing the name of 
“calling card” to “selling card” and 
listing 12 ways that the little card 
ean perform a sales job. 

e A list of five methods for getting 
maximum mileage out of ad reprints, 
based on prospect saturation. 

@ Ten ideas for escaping from the 
“paper jungle” and increasing the 
number of profitable sales calls. 
Sample idea: “Go to the office last, 
because once you're there, paper 
work will enmesh you. Phone your 
prospects for appointments in the 
morning; get to desk pile in the 
afternoon.” 

The Needle began to jab gently 
about two years ago. It was issued 
anonymously and still is, because 
it’s authored by several people at 
Hagan’s Pittsburgh headquarters. 

The Needle went out on a limb 
recently and asked field men for 
their opinions about the Needle pro- 
gram. Here’s the way the men an- 
swered the post card survey: 
> “It’s a good idea, keep it up.”— 
53%. 
> “Occasionally, I get real benefit 
from your information.”—39%. 
>» “You are a waste of time and mon- 
ey.”—18%. 

Response has convinced Hagan 
the Needle is doing a productive job. 
Requests for ad reprints have quad- 
rupled. Every offer of a sales aid— 
like calling card cases, marketing 
information, and the like—has been 
a sell-out a few days after publica- 
tion. Field men send in suggestions 
for copy and often do a turn-about 
by gently needling headquarters. 

But more importantly, report Hag- 
an executives, the Needle has stimu- 
lated salesmen to explore every pos- 
sible avenue of selling—whether it’s 
a greater number of sales calls, bet- 
ter product information, direct mail 
promotions, or new product appli- 
cations. a 





HOW MANY MARKETS* 
FOR INDUSTRIAL ADHESIVES 
CAN YOU SEE 
IN THIS PICTURE? 


YOU CAN 4 


REACH THEM ALL 


There are adhesives in practically every 
product you see these days. And great 
and growing sales opportunities through- 
out American industry for those who sell 
adhesives or adhesive products—or the 
materials, machinery, equipment, supplies 
and services used to make, ship, store or 
apply adhesives! 


Ask your A/A representative for the facts 
about this multi-million dollar market— 


PALMERTON PUBLISHING CO., INC., 


AS A SINGLE 


GREAT MARKET 


IN 
ADHESIVES AGE 


and about the magazine that gets to the 
men who can put your products to work 
in the products of thousands of companies 
in over 40 major adhesives-consuming 
industries. 

You should be able to see at least 9 pr ofit- 
able markets in the photo: luggage, shoes, 
hats, apparel, the cigarette and candy pack- 
ages, magazines, jewelry, railroad cars and 
building. 
101 WEST 


3ist ST., NEW YORK 1, N. Y. 
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Bulova Watch Co. has succeeded in con- 
vincing industrial and military buyers 
that it makes precision components as 
well as watches. This is the story of the 


ad campaign that did the convincing . . 





The ads . . Attention-getting 
design, photos of facilties, 
and copy explaining the types 
of work of which Bulova is 
capable comprised Bulova’s 
successful industrial ads. 





Over 10,000,000 
arming devices 
delivered... 

by 

Bulova 








How advertising gave Bulova 
an industrial image’ 


fey Everyone knows Bulova Watch 
Co. makes watches. And that was 
just the trouble so far as selling the 
company’s industrial and military 
products was concerned—no one 
knew that Bulova makes anything 
but watches. 

Since World War II, Bulova has 
been active in the development and 
production of precise technical 
equipment, particularly for military 
applications. And until late in 1957 
it didn’t make much difference that 
this activity was not widely known. 

Before 1957, the government, act- 
ing as prime contractor, selected its 
own subcontractors for needed ord- 
nance materials. So defense suppli- 
ers—including Bulova—had to deal 
only with the government. But then 
military purchasing changed to a 
“weapons systems” concept, under 
which the government appointed a 
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prime contractor who assumed com- 
plete authority for each project 
and who picked his own subcontrac- 
tors. 


Vital problem .. With the de- 
emphasis of the government as a 
direct purchaser, it became vitally 
important for Bulova to familiarize 
industry management with the com- 
pany’s facilities and capabilities in 
military production. A market sur- 
vey undertaken at the suggestion of 
Bulova’s industrial agency—Dun- 
can-Brooks, Garden City, N. Y. 
showed industry buyers considered 
the company primarily a manufac- 
turer of consumer products. 

There was little familiarity with 
Bulova’s accomplishments in terms 
of military research and develop- 
ment, high volume production, mi- 
cro-miniaturization in instrumenta- 


tion and mechanical, electrome- 
chanical and electrical components. 
The situation was further compli- 
cated by the somewhat sudden up- 
surge in competitive advertising. “In 
order to survive in the rapidly 
moving military market—let alone 
grow and prosper—it is necessary to 
advertising program 
comparable to competitors and equal 
to the task of showing how big an 
industrial complex Bulova really is,” 
Al Smith, Bulova’s special products 
advertising manager, explained. 


maintain an 


Two-pronged campaign . . Work- 
ing in conjunction with Mr. Smith, 
Duncan-Brooks’ executive vice- 
president, Donald W. Dragon, ac- 
count executive, and copy chief Bill 
Nolan developed a_ two-pronged 
campaign, one hook directed toward 
top management, the other at re- 
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Make the Most of 


“Natural” Color Printing 


COATED BOOK 


A new concept in Printing Papers and Inks 
for stimulating reading and pictorial interest by:— 


e Utilizing the restful, psychological effects of soft colors in papers and inks 


e Reducing the contrast ratio of ink to paper by approximately 8 to 1 (as compared to a 17 to 1 ratio of black on white) 


e Making printing easier to read . . . more attractive and restful to the eye 


e Helping to better vision with improved reading legibility 


Evolutionary . . . Exciting . . . Demanding! Apco 
Impact Coated Book creates a new look and new 
interest readership for printed advertising, books, 
publications and other communications. How? Simply 
because the Apco Impact formula scientifically 
matches color combinations of softly tinted papers 
with color co-ordinated inks to provide easier, more 
restful reading by reducing contrast and glare to but 
a fraction as fatiguing to the eyes as conventional 
black on white. Neither black ink nor white paper is 
used in the Impact formula because this combina- 
tion produces a harsh contrast ratio of 17 to 1, 
whereas Apco Impact papers and color co-ordi- 
nated inks reduce this to the most desirable light 
reflectance ratio of approx. 8 to 1. 


As you can see, Apco Impact Coated Book also 
enhances the beauty of full color illustrations. These 
papers, in soft tints of Jonquil, Suntex, Coral, Azure 
Blue and Mint Green fall within the color ranges of 
daylight and nature’s many hues. Consequently, by 


using the Impact formula for process printing which 
calls for yellow, red and blue as usual — but which 
substitutes for black, the Impact ink which is color 
co-ordinated to the Impact tinted paper—a new 
depth, warmth and “naturalness” is achieved in the 
final reproduction. 


Standard 4-color process printing which incorporates 
black ink and white paper creates a washed-out “high 
noon” background to the scene which does not present 
things as we actually see them because in nature there 
is no white background nor white periphery. Black 
ink actually “robs” your color printing of naturalness 
because it dirties other colors and “pulls” the eye 
due to its high absorption of light. 


If you have not yet explored the unlimited possibili- 
ties for improving much of your commercial and pub- 
lication printing with Apco Impact Coated Book 
(and Cover) we suggest you contact your nearest 
Apco Impact merchant for the complete story — Or, 
write direct to us on your company letterhead, please. 


THE APPLETON COATED PAPER COMPANY 
APPLETON - WISCONSIN 





BULOVA .. 


continued from p. 112 


search, development and production 
people. 

The first year’s schedule (Bulova’s 
1958-59 fiscal year) callea for more 
than 150 pages of advertising. The 
campaign was budgeted at $120,000 
—nearly double the previous year’s 
$65,000. 

Ads aimed at top management 
were scheduled in Scientific Ameri- 
can, and later in Business Week. The 
other phase of the campaign was 
directed at technical and production 
personnel in the fields where Bulo- 
va’s experience and potential were 
greatest—aircraft, missiles, product 
design, electronics, automation and 
military. Media for this phase of the 
campaign were: Air Force, Army, 
ARS Journal, Astronautics, Aviation 
Week, Control Engineering, Elec- 
tronic Design, Electronic Engineer- 
ing Masters, Electrical Manufactur- 
ing, Electronics, Missiles & Rockets, 
Missile Design & Development, 
Ordnance, Signal and Space/Aero- 
nautics. 

Despite the dual purpose of the 
program, it was decided to use the 
same ad format throughout. A mod- 
ern poster technique was chosen, 
using a symbolistic drawing or de- 
sign as the main illustration, a 
news-type headline and _ photos 
showing Bulova facilities. Copy ex- 
plained the photos and told the 
benefits of using Bulova as a source 
for precision products. 


Collateral material . . Supporting 
the space program, Duncan-Brooks 
developed a direct mail piece in- 





PRECISION PRODUCTION 
AND 


MICRO-MINIATURIZATION 


PRECISION DESIGN 


{Burova world leader in 








Mailer . . 


troducing industrial companies 
throughout the country to their 
local Bulova representatives. The 
package included a personal letter 
from Bulova’s vice-president of en- 
gineering sales, O. B. Brockmeyer, 
and a combined promotion piece- 
reply card. This piece consisted of a 
detachable post paid card, which the 
prospect could use to send in an 
inquiry, and an actual business card 
of the local Bulova representative. 
It also contained a sample of Bulo- 
va’s precision manufacture—a fly- 
speck-size balance screw made to a 
tolerance of 4 millionths of an inch. 

A 20-minute color and sound 
slide-film dramatizing Bulova’s role 
in the defense program was pro- 
duced for salesmen to show at meet- 
ings and presentations. 


Adding up the score. . Early in 
1959, midway through the first year’s 
campaign, Bulova ran another sur- 
vey to find whether its image had 
changed. Out of 436 industrial com- 
pany executives replying to the 
survey, 264 (61%) identified Bulova 
as a manufacturer of precision in- 
struments. At the end of the 1958-59 
fiscal year, 2,873 inquiries had been 
received, and sales had taken a 
substantial upward turn. 

“There were instances,” reported 
Mr. Smith, “where sales could be 
directly traced to an ad. One of 
these was a research, development 
and production contract that ran 
into several million dollars.” 

Building upon this success, Bulova 
continued the campaign into 1960 
with an increased advertising budget 
—$175,000, $55,000 more than the 
previous fiscal year. 2 








{BuLova INDUSTRIAL & DEFENSE SALES 


WOODSIDE 77, NEW YORK 


Gentiemen 
| would like to learn more about how | may benefit from Bulove 

experience and capability in: 
( Research & Oo (© Precision Production 
(C) Other 
(2 Please have your Representative in my area prone me for an appoint: 

ment, My number is Extension 

He may see me on 
( Please send me 2 copy of your brochure entitled: “Precision Manufac- 
turing Facilities and Capabilities for Defense etd Industry.” 


‘Tithe, 





Name 
Company. 
adress 
City: 


Piasse Print or Type)” — 
My interest is: CD immediate (Future () General 








This mail piece introduced Bulova representatives to industrial companies 


across the nation. Reverse side of left section of piece is actual business card from 
representative. Actual sample of tiny precision screw is barely visible in lighter tri- 
angle in Bulova trademark. Right section of mailer is business reply card. 





Your Best Buy 


to sell the huge 
LUMBER-FURNITURE- 
WOODWORKING MARKEf 


The award-winning “how to" editorial@ 
econtent of WOOD & WOOD PROD-§ 
@UCTS is accepted and read as “most : 
Shel pful” by management and operating® 
sexecuti ves who make the buying deci-@ 
@sions in plants that account for 85% of @ 
ecutput. Voted most regularly and most® 
* 
cement y read and most helpful ee + 
SALL publications read by subscribers. 


O*seng for recent readership study by 
. leading national advertising agency. 





a 
®National, industry-wide coverage 


e 

®WOOD & WOOD PRODUCTS serve 
oth d and related products field 
e@the wood and related products tield na 
@tionally with horizontal coverage of every 
®type of wood industry operation, f 
og to finished product: 


Lumber, Veneer, Plywood, Board Products Mfrs.; 
Millwork, Sash and Door Mfrs.; Prefabricated 
House and Structural Member Mfrs.; Furniture, 
Cabinet, Musical Instrument, Casket, Fixture 
and Display Mfrs.; Producers of Wooden Con- 6 
tainers, Boats, Trailers, Other Wood Products; 
Industrial Companies With Woodworking Op-@ 
erations. }- 


® 
U. S. Census of Manufactures (1954) $ 
@ lists “ 990 establishments in wood field.e 
sof which 9,758 produce 85% of to otal® 
evalue added. This is where ‘WOOD as 
@WOOD PRODUCTS' top-quality circula-@ 
concentrated— 
is done. 


tion is most heavily 
l 


® . ° ‘ 
ewhere the bulk of the buying 


Plan now to use dominating 
space in this big Progress Report 
issue: 
December — 

Board and Panel Products. 


on the LUMBER—FURNITURE- 
SWORKING MARKET... 
®WwOOoD PRODUCTS moves ahead f 
®est in Editorial Leadership—Proved® 
@Readership—Quality Coverage—Adver- 
Stising Gains—up 11.6% through Octo- 
Sber ‘60. 


“WOOD & WOOD 
PRODUCTS 


A Vance Publication 
59 E. Monroe St. Chicago 3, Ill. 
Financial 6-7788 
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These 278 leading manufacturers of 
automation equipment recognize the 
importance of and 
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More and more leading companies are discovering the advertising power of 
AUTOMATION. They realize it furnishes a selective medium for reaching indus- 
try's fastest growing and most important buying influence for automatic con- 


trols and equipment 


_the Manufacturing Engineering function. AUTOMATION 


is the one publication edited exclusively for [MIE]. Contact our representative 
for facts on the advertising values of AUTOMATION in terms of your markets 


and objectives 


87 NEW ADVERTISERS in first eight months 
of 1960... ADVERTISING VOLUME UP over 30% 


PROCESSING 


Acro Welder & Mfg. Co. 
Air-Hydraulics Inc. 
*Ajax-Magnethermic Corp. 
*Amchem Products Inc. 

Aro Equipment Corp. 

*Artos Engrg. Co. 

Atronic Products Inc. 
Automation Development Corp. 
*Automation Engrg. Laboratories 
Automation Machines & Equipment Co. 
Avery Label Co. 


*Borkley & Dexter Inc. 

*Battle Creek Packaging Machinery Co. 
*Binks Mfg. Co. 

*E. W. Bliss Co. 

Burg Tool Mfg. Co. 


*Chicago Rivet & Machine Co. 
Cincinnati Milling Machine Co. 
*Cook Electric Co. 


Denison Engrg. Div., 

American Brake Shoe Co. 
*Designers for Industry 
Detrex Chemical Industries Inc. 
*DeVilbiss Co. 
*DeVlieg Machine Co. 
*Drillunit Inc. 


*Electro-Mechano Co. 
*Emhart Mfg. Co., Hudson Biv. 
Ex-Cell-O Corp. 


J. L. Ferguson Co. 

Ferguson Machine Corp. 

Ft. Wayne Tool, Die & Engrg. Co. 
*Fosdick Machine Tool Co. 
*Friden Inc. 


Gaylord Container Corp., Div. 
trown-Zellerbach Corp. 

*General Corrugated Machinery Co. 

*Russell T. Gilman Inc. 

Gray Equipment Co. 


Greenlee Bros. & Co. 


Heaid Machine Co. 
Heidrich-Nourse 
*Hill-Acme Co. 
Hinde & Dauch 
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*Hydromation Filter Co. 

*M. W. Jenkins’ Sons Inc. 

R. A. Jones & Co., Inc. 

Jones & Lamson Machine Co. 


Kearney & Trecker Corp. 
R. K. LeBlond Machine Too! Co. 


*R. C. Mahon Co. 

Jas. H. Matthews & Co. 
*Milford Rivet & Machine Co. 
Modern Machine Tool Co. 

Moline Tool Co. 


National Electric Welding 
Machines Co. 


Olson Filtration Div., 
American Laundry Machine Co. 


*Pacific Automation Products Inc. 


Ransburg Electro-Coating Corp. 
*Roto-Finish Co. 


*Savoge Engrg. Div., Lithibar Co. 
Sciaky Bros. Inc. 

Snyder Corp. 

*Standard E ectrical a oag | Co. 
Standard Tool & Mfg. Co. 
Swanson-Erie cc 

*Swift-Ohio Corp. 

*Sylvania Lighting Products 


*Tally Register Corp. 

*Thomson Electric Welder Co. 

Tubular Rivet & Stud Co. 

*Union Mfg. Co. 

Wean Equipment Corp. 

*Wright Machinery Div., 
Sperry Rand Corp. 

Yoder Co. 

HANDLING 


Alvey Conveyor Mfg. Co. 
Alvey-Ferguson Co. 


American MonoRail Co., Conveyor Div. 


*Associated Spring Corp. 


Manufacturing Engineering functior 


Automation Devices, Inc. 
E. W. Buschman Co. 


Campbell Machines Co. 

Chicago Tramrail Corp. 

Cleveland Crane & Engrg., 
Cleveland Tramrail Div. 

Cleveland Vibrator Co. 

*Columbus McKinnon Chain Corp., 
Conveyor Div. 

Conveyor Specialty Co. 


*Dearborn Fabricating & Engrg. 
Detroit Power Screwdriver Co. 
Dixon Automatic Tool Inc. 


*Elk Engrg. Works 
Eriez Mfg. Co. 


Feedmatic-Detroit Inc. 
Fuller Co. 


General Mills Corp., 
Mechanical Goods Div. 


Haberstump-Harris Inc. 
*Halliburton Oil Well Cementing Co., 
Pneumatic Bulk Handling Div. 

Hapman Conveyors Inc. 


*Lahr Machine & Tool Corp. 
*Lamson Corp. 
Lipe-Rollway Corp. 

F. J. Littell Machine Co. 
Livernois Engrg. Co. 
Logan Co. 

Louden Machinery Co. 
Lynch Corp. 


Martin Engrg. Co. 

Mathews Conveyer Co. 
May-Fran Engrg. Inc. 
“Metzgar Conveyor Co. 
*Michigan Special Machine Co. 


Michigan Tool Co., Gear-0-Mation Div. 


Planet Corp. 
Prab Conveyors Inc. 


Richards-Wilcox Mfg. Co. 
Sandvik Steel Inc., Conveyor Div. 


Bom § Engrg. Co. 
*Special Engrg. Service Inc. 
Standard Conveyor Co. 


*Technical Design & Development Co. 
Vac-U-Lift Co. 
*Jervis B. Webb Co... 


CONTROL 


AGA ONee Elastic Stop Nut 

AMP 

og Corp. 

Airmatic Valve Inc. 

Air-Maze Corp. 

*Alkon Products Corp. 

Allen-Bradley Co. 

Allenair Corp. 

Louis Allis Co. 

American Chain & Cable, 
Automotive & Aircraft Div. 

Anker-Holth Div., Wellman Engrg. Co. 

Apex Machine & Tool Co. 

Assembly Products Inc, 

Automatic Switch Co. 

Auto-Ponents Inc. 

Autotron inc. 


*B-I-F Industries Inc. 
*Baldor Electric Co. 
Barber-Colman Co. 
Barksdale Valves 
Beaver Precision Products 
Beckett-Harcum Co. 
Bellows/Valvair 
*Bendix Corp., Industrial 

Controls Section 
Bin-Dicator Co. 

oston Gear Works 


*Circle Seal Products Co. 

Clark Controller Co. 

Cleveland Worm & Gear Co. 
Div., Eaton Mfg. Co. 

Clippard insteyment Laboratory 

Counter & Control Corp. 

*Cramer Controls Corp. 

*Cutler-Hammer Inc. 


Geo. W. Dahl Co. 










PHASE 1 


The processing or work per- 
forming phase includes all 
‘steps that alter or combine 
materials . . . including all 
types of production and 
processing equipment. 


% 
DOBOHOWIOO RR. 


PHASE 3 


CONTRO: 


The control phase covers the 
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PHASE 2 


HANDLING 





The handling phase covers 
the movement of materials 
in process within or between 
machines . . . material 
handling equipment, feeders, 
dispensing ond transfer de- 
vices are part of this phase. 


automatic cycling of phases 
one and two, either inde- 
pendently or integrated... . 
all types of hydraulic, pneu- 
matic, electronic, and elec- 
trical controls, panels, and 





{ 


systems fit into this phase. 


THREE PHASES OF THE MANUFACTURING ENGINEERING FUNCTION— 
AUTOMATION is edited exclusively to fill the growing needs of manufacturing 
engineering. If your product can be used effectively for any of these phases, 


doesn't it make sense to consider 


*Delavan Mfg. Co. 

Detroit Coil Co. 

*Double A Products Co., Div. 
Brown & Sharpe Mfg. Co. 

Dynamatic Div., Eaton Mfg. Co. 

*Dynapar Corp. 


*Eagle Signal Cop. 

Eastman Mfg. 

Thomas A. Edison. Industries 

Electro Products Laboratories 

*Elgin National Watch Co., 
Advance Relays Div. 

*Eonic Inc. 

Erickson Tool Co. 

*Euclid Electric & Mfg. Co. 

Exact Weight Scale Co. 


Fairbanks, Morse & Co. 
Farmer Electric Products Co. 
Fawick Corp. 

Federal Products Corp. 


Gardner-Denver Co. 
Gast Mfg. Corp. 

General Controis Co. 
General Electric Co. 


Hansen Mfg. Co. 
Hoffman Engrg. Corp. 
Horsburgh & Scott Co. 
Howe Scale Co. 

Hughes Products Div., 
Hughes Aircraft Co. 
Humphrey Products Div., 
General Gaslight Co. 

Hunt Valve Co. 


Industrial Electronic Engineers, Inc. 


*Instrument Development Labs 


*K-R Automation Corp. 


Lapeer Mfg. Co. 

Lear Inc. 

Logansport Machire Co. 
Lynair Inc. 


McGill Mfg. Co. 

Mead Specialties Co. 
Mechanical Air Controls Inc. 
Mercoid Corp. 


Merrick Scale Mfg. Co. 
Metron Instrument Co. 
Micro-Path Inc. 
Micro Switch, Div. 
Minneapolis -Honeywell 
*Minneapolis-Honeywell, 
Machine Controls Div. 
Miller Fiuid Power Div., 
Flick-Reedy nei 
Moog Servecentee s Inc. 


*National Acme Co. 

National Vulcanized Fibre Co. 
*Norden Div., United Aircraft Corp. 
*North Electric Co. 

Numatics Inc. 


Oil-Dyne Inc. 

Oilgear Co. 

Optimized Devices Inc. 
Ortman-Miller Machine Co. 


Parker-Hannifin Corp. 
Post Machinery Co. 
Potter & Brumfield 
Pratt & Whitney Inc. 


Radio Corp. of America, 
Industrial & Automation Div. 

Radio Corp. of smerion. 
Electronic Tube Div. 

Reliance Electric & Engrg. Co., 
& Divisions 

Reuland Electric Co. 

Richardson Scale Co. 

Rivett Inc. 

Ross Operating Valve Co. 


S-P Mfg. Co. 

Saginaw Steering Gear Div., 
General Motors Corp. 

A. Schrader’s Son, Div., 
Scovill Mfg. Co. 

*Seneca Falls Machine Co. 

*Shand & Jurs Co. 

Sheffield Corp. 

Skinner Electric Valve Div. 

Southwest Products Co. 


*Sperry Gyroscope Co. a Canada, Ltd. 


Sperry Products Inc. 
Standard Instrument Corp. 
Stearns Electric Corp. 


advertising in AUTOMATION? 


Stephens-Adamson Mfg. Co. 


*Beckman Instruments 
Stromberg-Carlson 


Bell Telephone Laboratories Inc. 


Teer-Wickwire & Co. 
Lindberg Air & Hydraulic Div. 
Teletype Corp. 
Thayer Scale Corp. 
*Thompson-Ramo-Wooldridge, 
Products Inc. 
Toledo Scale Co. 
Tomkins-Johnson Co. 


*Clad-Rex Div., Simoniz Co. 


*Economy Engrg. Co. 
Elgin Metalformers Corp. 


Forval Corp., Div., Eaton Mfg. Co. 
*GPL Div., General Precision Inc. 


*U. S. Steel Corp. aaa IBM 
erg 0 fe 

. Electrica Motors Inc. segwe ge Specialty Co. 
*Jody Sales Co. 


*Methods Research Corp. 
*Minneapolis-Honywell Regulator 


Van Products Inc. 
Veeder-Root Inc. 

*Vernitron Corp. 

*Versa Products Co. Inc. 
Vickers Inc. North American Aviation, 
Autonetics Div. 

Wagner Electric Corp. 

Wang Laboratories Inc. 

Chas. F. Warrick Co. 

Weatherhead Co. 

Weighing & Control Components 

West er Electrical 


Geo. Scherr Co. 
*Tecknicon Engrg. Associates 


WLS Stamping Co. 
. Corp. *Wollensak Optical Co. 
Westinghouse Air Brake Co. 

Westinghouse Electric Corp. 
*Edwin L. Wiegand Co. 
*Wilkerson Corp. 

*Wintriss Inc. 


OTHER 
*Alden Systems 


NOTE: These companies are AUTOMA- 
TION advertisers for the 12 month 
period Sept. 1959 to Aug. 1960. 


*New in 1960. 
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first for the Manufacturing Engineering function 


PENTON BUILDING / CLEVELAND 13, OHIO 
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now ... for the first time anywhere, a 
complete line of surface and concealed door 
closers. for all applications . . . all door sizes, 
both exterior and interior. no sacrifice in 


\ 


efficiency over conventional surface closers 
of equivalent size. styling speaks for itself. 
call your sargent supplier now. or write to 
sargent & company, new haven 9, connecticut. 


Glamour . . High style photo used 
in this spread in architectural 
publications set the tone for 

the Sargent campaign. Aim was 
to get architects’ attention so 
they'd listen to the salesmen’s 
technical story. 


Sargent goes glamorous 
to sell hardware to architects 


Hard sell . . This material provided 
plenty of sales ammunition for 
distributors and salesmen. It includes 
presentation kit, catalog, book 
matches, promotional literature and 
giveawoys. 


By Irwin M. Towers 
Advertising & Sales Promotion Manager 
Sargent & Co., New Haven, Conn. 


Gey Door closing devices are, at 
best, an unromantic product. Con- 
sequently, when the Architectural 
Hardware Div. of Sargent & Co. was 
ready to announce a new line of 
“Powerglide” door closers, we 
needed a truly dramatic program. 

The architects, who are the most 
important influence in the sale of 


any of the New Haven, Conn., divi- 
sion’s products, are a busy “style- 
oriented” group. To capture their 
imagination on this type of product 
and to hold their interest long 
enough to tell an intricate technical 
story, was a difficult assignment. 
Our job was further complicated by 
the fact that there were products on 
the market which bore some re- 
semblance to our new line. 


Ad ‘intro’. . Rather than try to tell 


a ie Continued on page 122 
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The character of MODERN MACHINE 
SHOP readership is measured by quantity and 
quality of inquiries received in response to 
advertising, as in the case of our thirty-year 
advertiser, gegen ocwgeng rae OF 
to publicity, as by the Jarvis Cor- 
poration. Rapid processing of these leads gets 
them into your hands while they're “hot.” 


Largest Circulation in Metalworking—over 54,000 
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Modern Machine § 
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East 42nd 
New York, ~~ 
Att: Mr, Granville Fillmore 
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THE McGONEGAL MANUFACTURING COMPANY 
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A quick follow-up converts prospects to pur- 
chasers in an unusually large number of cases. 
How about your beehive? Is your advertising 
producing a loud clear buzz? For tangible 
returns on your advertising money, join the 
hundreds who take their products to the 
most active market place in metalworking... 
MODERN MACHINE SHOP. 


Most Complete Plant Coverage—more than 36,000 


YOUR MARKET IS IN 
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ROEBLING’S 10-POINT PROGRAM 
IN WALL STREET JOURNAL WINS 


COVETED AIA AWARD 


CASE HISTORY: A Major 
Marketer Uses Just One 
Publication — And Achieves 
a Complete Success. 


\ 


J OHN A. ROEBLING’S SONS 
(Division of Colorado Fuel and 
Iron) does not make prestressed 
concrete. But the company does 
produce the high quality wire and 
strand used by prestressed concrete 
fabricators. 

The company wanted a campaign 
designed to develop more business 
for the fabricators, more orders for 
Roebling products, and a height- 
ened company prestige. 

Through its agency, Hazard Ad- 
vertising Company, Roebling 
singled out The Wall Street Journal. 
One campaign, in just this one pub- 
lication, helped Roebling achieve the 
three primary aims through a 10- 
point strategy (see box, upper right) 
that made full use of The Journal’s 
famed, powerful “market maneu- 
verability.” 

Flexibility Pays Off 

Because this only national busi- 

ness daily publishes 4 daily regional 
editions, advertisers have options 
adding up to “The 4 Freedoms of 
Flexibility.” They are: 
1. Free choice among four regional 
editions—Eastern, Midwest, South- 
west, Pacific Coast. Advertisers can 
buy one, more or all of these 
markets without premium. 


2. Freedom to get in print fast—on 
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poner n 
raduervising Compa” 
“yehin c.Lucas 


Hazard 


any business day. (As a daily, The 
Wall Street Journal has short, short 
closing dates.) 


3. Freedom to shift copy region by 
region. Using the same basic space, 
advertisers may change headline, 
text, illustrations, dealer listings, 




















(Advertisement) 








coupons, etc., edition by edition. 


4. Free choice of an unlimited 
variety of sizes. With its big news- 
paper format, The Wall Street 
Journal offers advertisers oppor- 
tunity to be really bold, when a 
bold approach is called for. 

















Pin-pointed Art, Copy 


With these advantages to work 
with, Roebling’s agency recom- 
mended a carefully-designed basic 
advertisement, providing for insert- 
ing different copy and different 
photos conforming to The Journal’s 
various editions. Thus, in the 
Eastern Edition, the Roebling ad- 
vertisement featured case histories 
of construction by Southern Pre- 
stressed Concrete, Inc., of Pensa- 
cola, Atlantic Prestressed Concrete 
Co., of Trenton and Crider & 
Shockey, Inc., Winchester, Va. In 
the Midwest Edition, Roebling’s 
advertising featured work per- 
formed by Missouri Pres-Crete, Inc., 
Overland, Mo., Prestressed Con- 
crete, Inc., of St. Paul and Precast 
Industries, Inc., of Kalamazoo. 
The same pattern was followed for 
advertisements in The Journal’s 
Pacific Coast and Southwest 
editions. 

Each prestressed concrete fabri- 
cator was offered reprints with a 
special imprint of his company’s 
name over-printed. The offer at- 
tracted requests for more than 
50,000 reprints. 

When the objectives, strategy and 
results of the Roebling campaign 
were analyzed, the company and 
its agency won “Best Seller Awards” 





consider there advantages 
of Prestressed Concrete 











Only The Wall Street Journal’s Marketing Maneuverability 
Could Help Roebling Achieve All These Advantages: 


1 Reach a national management 

* market. 

2 Broad coverage using same 
* basic ad. 

3 Tailored message for each of 4 
* regional editions. 

4 Large space (full newspaper 
" page) to accommodate huge 

illustrations. 

5 Different case-history photos in 

* each regional ad. 


iy Unique listing of architects, en- 
" gineers, contractors, erectors, 
fabricators, etc., with actual 
illustration of finished product. 


Y i industry-wide support. 


8. Sales-force enthusiasm. 
g Merchandising follow-through 
* to selling level. 


1 Ad-action reflected in measur- 
* able results. 





from the Association of Industrial 
Advertisers. 


Speaking of Results... 


Albert Neroni, Roebling adver- 
tising manager, had sufficient cause 
to label the campaign 
“tremendously suc- 
cessful.” 

“This program,” 
a said Mr. Neroni, 

Albert Neroni ‘‘Certainly accom- 
plished its primary objective of in- 
teresting a broad, business manage- 
ment group in the Prestressed Con- 
crete Construction method. From 
all over the country, we received 
direct inquiries representing work 
totaling a good many millions of 
dollars.” 

The fabricators also reported 
many valuable leads from this pro- 
motion. 





(Advertisement) 


“One large fabricator,” declared 
Mr. Neroni, “‘said he can trace 
inquiries for over $10,000,000 worth 
of business to this series.” 

An important objective of any 
industrial program is to stimulate 
the sales staff. “Our Roebling sales 
organization has been most en- 
thusiastic about this program,” Mr. 
Neroni reported. “Every man, with- 
out exception, has told us how 
much this has helped him in his 
sales efforts.” 

Most prestressed concrete fabri- 
cators serve a limited territory. The 
Wall Street Journal’s regional flexi- 
bility was a big plus factor here. 

““We’re delighted with the results 
of this series,’ Mr. Neroni con- 
cluded. 

How about the future? “We’re 
planning a much larger Wall Street 

Journal program.” 


Notice that the basic 
structure and design of the 
Roebling advertisements were 
identical, but easily pin- 
pointed, region by region, to 
feature construction jobs 
specifically related to 

the areas concerned. 
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Here it is . 
helped salesmen show its advantages. 


SARGENT .. 


continued from p. 118 


the technical story outright, it was 
decided to introduce the new closers 
with advertising designed to gen- 
erate interest and atmosphere for 
the product. We reasoned that with 
a highly imaginative campaign the 
architects’ curiosity would be stim- 
ulated to the point that we could be 
reasonably sure of a hearing when 
our salesmen and distributor sales- 
men called. 

A dramatic high-fashion photo 
was chosen to serve as the visual 
symbol of the program, and it was 
used in two-page spreads in the 
architectural publications. A simple 
hard-selling statement announcing 
the product accompanied the photo, 
but, quite contrary to the rule in 
hardware advertising, no technical 
“reason why” copy intruded upon 
the mood we wished to establish. It 
was also felt that this type of ad 
would help in the creation of a cor- 
poration image of progress and style 
for Sargent. 


Field presentations . . The Sar- 
gent architectural hardware sales- 
men and their counterparts in the 
distributor organizations are highly 
trained technical men skilled in as- 
sisting architects in the planning 
and specifying of hardware prod- 
ucts. They require about five years 
of technical training before they are 
put into the field and most of them 
are architectural hardware consult- 
ants, certified only after a specified 
apprenticeship and national exami- 
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. Demonstration kit contained actual working model of new door closer; 


nations. We knew they could handle 
the sales story. 

However, we wanted to assist 
them in maintaining the aura of ex- 
citement created in the advertising. 
Consequently, a program of elabo- 
rate presentation material was de- 
veloped to extend the visual im- 
pression of the ads and carry the 
architects through the _ technical 
story logically and persuasively. 

There were presentation kits with 
flip-card charts, promotional litera- 
ture and give-aways. We also pre- 
pared sample kits with an actuai 
working model and important com- 
ponent parts. Table-top displays for 
each sales division were also pre- 
pared. In addition to samples, they 
included a projection screen and a 
cartridge of 35mm slides identical 
with the flip-cards. By using either 
the table-top display or the flip- 
cards, a salesman could make the 
presentation to a large or small 
group as the situation required. 

The kits also were used in the 
company’s sales training program. 


Contest . . In addition to advertis- 
ing and presentation material, it was 
decided that the program needed a 
promotional ice-breaker to increase 
architect interest and provide an- 
other reason for the salesmen’s calls. 
A national $1,000 contest for archi- 
tects and their employes to name 
the new line was developed and an- 
nounced as part of the initial pub- 
licity. It was also later promoted as 
a coupon ad on a limited schedule 
in the architectural books. Here, as 
was the case with the other promo- 


tion material, the visual image of 
the over-all campaign was main- 
tained. 


Testing . . With so much depending 
on the effectiveness of the presenta- 
tion material, a series of test pres- 
entations were made in confidential 
meetings with representatives from 
important architectural firms. For 
these meetings all the props were 
hand-made (and expensive), but 
the test was more than worth while 
in that it helped to eliminate the 
bugs before the final introduction of 
the promotion in the field. 


Telling distributors .. The official 
trade introduction was handled at a 
breakfast meeting of distributors at 
the National Builders Hardware 
Association convention. The divi- 
sion managers and the Midwest di- 
vision salesmen had been briefed on 
the product and promotion the day 
before and their enthusiasm was 
running high. 

Props used at the show purposely 
were limited to the material avail- 
able on a local level for each dis- 
tributor. Just as the distributors 
themselves were impressed, they 
knew they could impress their cus- 
tomers. With the exception of a few 
introductory remarks, the presenta- 
tion of the product was handled 
exactly as a presentation would be 
made to architects. This got the 
product story across and paved the 
way for an explanation of the rest 
of the promotion. 

Then the advertising was unveiled, 
the reasons behind the approach 
were explained, and the promotion 
kits gone through in detail. 


Catalogs . . Timed for the week 
following the introduction was a 
mailing to all distributors of a new 
two-color catalog, a price list and 
details on the promotional material. 


Results . . Within a few months the 
Sargent door closer penetrated deep 
into the market. Literally thousands 
of architects were briefed on the 
product in the exact manner in 
which the company wanted the line 
explained. And today, as major 
buildings all over the country boast 
of specifications for these new units, 
sales are exceeding the most opti- 
mistic estimates. a 








Fine particle iron specimen developed by General Electric Company is tested in powerful electromagn¢ 


HOW TO FIND HIM 








Many electronics men work in industries such as aircraft, automotive, petroleum, 
chemicals, etc. They work with instrumentation, computers, missile guidance 
systems and the myriad other applications developing each day. 


Now look at the badge that identifies the electronics man. 
It reads R esearch-D esign- P roduction- Management. The interest of the 
electronics man is in any or all of the four areas. 


No matter where you find the electronics man, his engineering background enables 
him to influence the purchase of electronic components and equipment. 


There’s one best way to reach the electronics man, in whatever industry, 
in whatever area he works. It’s the magazine electronics. 52,000 electronics 
men pay to read it... every week. 


THE ELECTRONICS MAN e 
“BUYS” WHAT HE READS w..@lectron icS @ @® 








ADVERTISEMENT 


Canada’s toughest Job 


On one of Canada’s toughest construction jobs, a 7,000-man force and a mass of 
heavy earth moving equipment are pushing to complete Quebec Cartier Mining's 
mammoth iron-ore project by year’s end. 

Blasting and digging through the virgin territories of Quebec’s upper north 
shore, a series of major undertakings are required to unlock the rich, but inacces- 
sible, mining area 200 miles north of the St. Lawrence river. 

Final price tag for the many-sided development is likely to be well in excess 
of $200,000,000. 

These big jobs provide an example of the project's widely varied earth-moving | 
and rock-blasting conditions: 

> At Port Cartier, near the mouth of the St. Lawrence, a vast half-mile-long 
hole is being blasted out of solid rock to form one of Canada’s deepest harbours 
which, with a depth of 56-ft, will be able to take 100,000-ton ore boats. A tidy 6,500,- 
000 yd of granite must be blasted and shovelled out. 

> A 193-mile railway is being pushed by a 3,000-strong force across rivers 
and over precipitous cliffs that call for blasting of over 2,000,000 yd of rock for 
tunnels and cuts and the dumping of 12,000,000 yd of fill. 

> A series of big earth dams are being thrown across the Hart Jaune river, 
nearly 190 miles up from the port, to provide a 60,000-hp hydro-electric power 
source. Equipment and machinery, including a pair of 74-ton steel sluice gates, had 
to be trucked north along a rough access road. The earth fill for the widely spaced 
dams must be placed in two 342-month seasons. : 

> Three million yards of overburden and 9,000,000 tons of rock must be 
stripped from an 8,000 x 2,300-ft hill to expose the valuable ores at Lake Jeannine. 

> Two townships to accommodate more than 6,000 people are being built 
at Port Cartier and at the town of Gagnon near the mine. 

Contracts were awarded and preliminary work commenced in the harbour 
area and at the dam sites in the second half of 1958, following six years of field 
investigations and extensive aerial surveys. In 1957/8 an access road was driven 
through the rough terrain by a Perini-O’Connell-Quement joint-venture. Taking up 
from an existing logging road which ended at mile 60, the contractors pushed the 
road up to the mine through the remaining 137 miles. 

Right now, 7,500 men are working on the multi-project development for which 
all supplies and equipment must be shipped in by water from Rimouski or direct from 
Montreal. From the harbour, several mile-long truck convoys move north once a day, 
carrying the thousands of tons of equipment for the various jobs over the narrow 
hazardous access road which winds around and over steep hillsides. 

Transportation north is in itself a major achievement. The contractors are 
coping with unpredictable conditions and a tight schedule on what is, for many of 
them, the toughest job they have ever undertaken. 
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Any company can celebrate a cen- 
tennial when it’s 100 years old . . 
but to do it when you’re only 20— 
that takes some audacity. Here’s 
the story of one company that 


chose 


‘humanizing’ itself to its cus- 


tomers .. 


Premature ‘centennial’ 


this unusual method of 


* * a 1 ws ( 
4G:HOUR SMPAMENT OF STOCK ORDERS ..10 ANYWHERE 


‘ * i 
“BLACK DIAMOND” QUALITY, WIRICH NO ONE HAS EVER 
2 BEEN ABLE TO TOP 





Nutty . . This mailer announced “‘centennial.“’ 


Humanizes nut and bolt firm 


Gép Why should a twenty-year- 
old firm—a mere stripling as com- 
panies go—decide to add 80 years 
to its age? The answer, as every- 
one at Earnest Machine Products 
Co. will tell you, is so that it can 
celebrate a 100th anniversary now, 
while the founders are still around 
to enjoy it. 

The Cleveland nut and bolt man- 
ufacturer has chosen 1960 to mark, 
somewhat prematurely, to be sure, 
its 100th birthday, and is busy cele- 
brating it with all the fuss and fan- 
fare of a legitimate centennial. 

The anniversary campaign, lib- 
erally publicized through ads in 
construction magazines and by di- 
rect mail, is lending a bit of humor 
to the prosaic business of selling 
nuts and bolts. So far, it has elicited 
a lot of laughs and some good- 
natured bantering—along with some 
orders that might not otherwise 
have materialized. 

All the ads and promotion pieces 
are based on the “100 years ago” 
theme, and the gaudy type, the gilt- 
framed and fake-mustachioed 
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“founders,” and the gloriously corny 
copy may also have succeeded in 
setting advertising itself back at 
least that many years. 

The initial mailer introduces the 
company principals in a series of 
portraits, all sporting various ver- 
sions of the tonsorial art of a cen- 
tury ago, from sideburns and Van- 
Dykes to full beards and cookie- 
dusters. Familiarly identified by first 
names only—Raul, Joe, Phil, Ed, 
Rupe, Tom and Ernie—the family 
album-type shots are explained by, 
“This is how we might have looked 
100 years ago.” The poster-size yel- 
low mailer goes on to confide “We 
really won’t be 100 years old for 
some time yet, but what’s the use of 
waiting? Some of the founders 
might be too old to enjoy the cele- 
bration. This way we can all have 
fun; you too!” 

Later mailers spell out what Rupe, 
Paul, Ernie, et al, mean by “you 
too” joining in the celebration. For 
example, Paul’s “Special” Offer 
(printed inside an ornate frame just 
under his portrait) reads, “Send me 


your order for 2,000 Small Size, or 
1,000 Large Size, Track Shoe Bolts 
& Nuts. I'll send you one of our 
Special 100th Anniversary Dinner 
Checks, so you and your customers 
can get together and help us cele- 
brate!” 

John Sorrell, of Sweeney & 
James Co., Earnest’s agency, ex- 
plains that the dinner checks are 
just that—actual checks, good for 
a specified amount at hotels and res- 
taurants everywhere. The amounts 
of the checks vary according to the 
amount of merchandise purchased 
during the “anniversary” year, pay- 
able as purchases accrue. 

Special prices are made available 
too, during this year-long celebra- 
tion, so that, when “Paul says: ‘It’s 
a picnic of “special” offers for you,” 
he isn’t just talkin’ through his 
moustache. 

The whole campaign is as much 
fun as the patently contrived ex- 
cuse to push nut and bolt sales in 
1960, and it goes a long way toward 
revealing the human element “in 
Earnest.” s 














*°Tf only P’'d known about that a week ago! 


There's no room for second-guessing in the 
fast-moving world of air conditioning, heating 
and refrigeration. It takes a man armed with 
current facts to build a brighter future for him- 
self and his company —and yours! 


That’s why you'll find no “men in the dark” 
among the 22,000 plus decision-makers who sub- 
scribe to AiR CONDITIONING, HEATING & REFRIG- 
ERATION News, the only ~weekly newspaper 
serving their industry. 

These are men equipped to act! They're pre- 
pared, because the News gives them a week-by- 
week report on the latest products, manufactur- 
ing methods, installation procedures, and vitally 
important sales and merchandising trends. 
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These are the men you can reach every week 
through the News: equipment manufacturers, 
consulting engineers and architects, residential, 
commercial and industrial service and installa- 
tion contractors, dealers, distributors and field 
sales-service personnel. 


Don’t keep this influential audience in the dark 
about your products and services. Give your 
sales message the attention it deserves by adver- 
tising regularly in the News —the publication 
that’s first with all the news! 


See your local NEws Representative soon. He'll 


gladly show you facts and figures that can 
throw new light on your sales picture. 


THE ONLY WEEKLY NEWSPAPER | 
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More and more manufacturers of Packages, 
packaging materials, packaging supplies and 
services, and packaging machinery 


Manufacturers and Convertors of 
Packaging Materials 


Aluminum Company of America 
American Cyanamid Co. 
American Sisalkraft 
American Viscose Corp. 
AviSun Corporation 

Brown Company 

Celanese Corporation of America 
Crossett Paper Mills 

Crystal Tissue 

Dobeckmun Company 

Dow Chemical Company 

E. I. du Pont de Nemours & Co. 
Eastman Chemical Products 
Goodyear Tire & Rubber Co. 
Kennedy Car Liner & Bag Co. 
Koppers Company 

Milprint, Inc. 

Minnesota Mining & Mfg. Co. 
Monsanto Plastics 

Mosinee Paper Mills 

Olin Mathieson Chemical Co. 
Paterson Parchment 

Phillips Petroleum Co. 
Protective Lining 

Reynolds Metals 
Rhinelander Paper Co. 
Riegel Paper 

H. P. Smith Paper Co. 
Textile-Kraft 
Thilmany Pulp & Paper Co. 
Union Carbide Plastics Co. 
U. S. Industrial Chemical Co. 


Packages 


Celluplastic Corp. 

George D. Ellis & Sons 

J-E Plastics Mfg. Corp. 

Keyes Fibre Co. 

Lermer Plastics, Inc. 

Lord Baltimore Press Div., 
International Paper 

Marathon Div., American Can Co. 
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In the first 10 months of 1960 these 177 advertisers scheduled 677 pages 
advertising in PACKAGE ENGINEERING. ? 


Advertising volume is up 30% over the corresponding period of 1959. 


[ 


Owens-Illinois 
R. C. Can Company 
Wheeling Stamping 


Manufacturers of Containers 


Container Corp. of America 
Fibreboard Paper Products 
Gaylord Container Corp., Div. 
Crown Zellerback Corp. 
Hinde & Dauch, Div. of 
West Virginia Pulp & Paper 
Hoerner Boxes, Inc. 
Inland Container 
International Paper 
Packaging Corp. of America 
St. Regis Paper 
Tri-Wall Containers, Inc. 
Union Bag-Camp Paper Corp. 
Waldorf Paper Products 


Cushioning Products 


Armour Alliance Industries 
Armstrong Cork Company 
Bemis Bro. Bag Co. 

W. J. Bradford Paper Co. 
Columbian Rope 

B. F. Goodrich 

Jiffy Manufacturing Co. 
Kieffer Paper Mills 
Kimberly-Clark Corp. 
Koppers Co. 

Rondo of America, Inc. 
Vanant Co., Inc 


Coating Materials 


Dow Corning Corporation 
Minnesota Mining & Mfg. Co. 
Pyroxylin Products 


Whe advertises in PACKAGING ENGINEERING? 


of 


Miscellaneous Equipment and Supplies 


Avery Label Company 
Bowles Printing Co. 

Coated Products 

Connecticut Hard Rubber Co. 
John P. Fox 

Marsh Stencil Machine Co. 








Reynolds Ink, Inc. 
Seneca Wire & Mfg. Co. 
Soabar Company 


Testing and Measuring Services and 
Equipment 

E. J. Cady 

Gaynes Engineering 
Impact-O-Graph Corp. 

L. A. B. Corp. 

B. F. Perkins & Son 

Testing Machines 


Manufacturers of Adhesives 


Arabol Monufacturing Co. 
Darling & Co. 

F. G. Findley 

H. B. Fuller Co. 
Morningstar-Paisley, Inc. 
National Starch & Chemical Corp. 
Swift & Co. 


Manufacturers of Tape & Closing 
Equipment 

American Viscose Corp. (Avistrap) 
Better Packages 

Bostitch, Inc. 

Dutch Brand, Div. Johns-Manville Corp. 
Gilman Paper Co. 

Ludlow Papers 

Mid-States Gummed Paper 
Mid-States Steel & Wire Co. 
Minnesota Mining & Mfg. Co. 
Signode Steel Strapping Co. 


Manufacturers of Packaging Machinery 
& Components 

A-B-C Packaging Machine Corp. 
Abbott Plastic Machines 

Arenco Machine Co. 
Atkron-Dumore 

Bartelt Engineering Co. 

Battle Creek Packaging Machines 
Charles Beck Machine Corp. 
Bivans Corp. 

Caral Packaging Machinery 
Centric Clutch 

Ralph Chaffee Co. 

Clybourn Machine Co. 

Coes Knife 

Colt Packaging Machinery 

Arthur Colton Co. 

Comet Industries 

Consolidated Packaging Machinery 
Container Equipment Corp. 
Counter & Control Corp. 

Crompton & Knowles Packaging Corp. 
Delavan Manufacturing Co. 

Elgin Manufacturing Co. 


Economic Machinery Co. 

Emhart Mfg. Co., Portland Div. 

Exact Weight Scale Co. 

Dave Fischbein Co. 

Filler Machine Co., Inc. 

Frazier & Son 

Geo. H. Fry & Co. 

Food Machinery & Chemical Corp. 
FMC Packaging Machinery Div., 

Stokes & Smith Plant 

Hudson-Sharp 
Canning Machinery Div. 

Girdler Process Equip. Div. 

General Corrugated Machinery 

Gray Co. 

Hayssen Mfg. Co. 

Adolph Gottscho, Inc. 

B. F. Gump Co. 

Hobbs Mfg. Co. 

Industrial Marking Equipment 

Island Equipment 

R. A. Jones 

Kartridg-Pak 

Lamson Corporation 

Labelette Co. 

Lynch Corporation 

MRM Company 

Machinery Service Co. 

Markem Machine Co. 

National Instrument Co. 

New Jersey Machine 

Oliver Machinery Co. 

Package Machinery Co. 

Peters Machinery Co. 

Pfaudler Div., Pfaudler-Permutit 

Pitney-Bowes, Inc. 

Pneumatic Scale Corp. 

Popper & Sons 

Post Machinery 

F. B. Redington Co. 

Scandia Packaging Machinery 

Sundstrand-American Broach Div. 
Sundstrand Corp. 

Syntron Co. 

Thiele Packaging Machinery 

Thomas Engineering 

Toledo Scale 

Triangle Package Machinery 

Tronomatic Machine 

Union Special Machine Co. 

United Shoe Machinery Co. 

U. S. Automatic Box Machinery 

U.S. Bottlers Machinery Co. 

Weber Marking Systems 

Weigh Right Automatic Scale 

Wrap-Ade Machine Co. 

Wright Machinery Div., 
Sperry-Rand 


If your product is sold in the packaging field, your advertising belongs in 


185 N. 
Advertising sales offices: 


Ronald F. Inglehart 
William H. Mathee, Jr. 
185 North Wabash Avenue 
Chicago 1, Illinois 


WABASH AVE.., 


Irwin F, Megargee 
National Bank Building 
Ocean City, New Jersey 


Arnold Gieseler 
299 Madison Avenue 
New York 17, New York 


57 Post Street 


CHICAGO 


The Robert W. Walker Company 
730 South Western Avenue 
Los Angeles 5, California 


1, ILLINOIS 


San Francisco 4, California 


PACKAGE Birt 


* « engineering 
engineering 
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Grease-proof . . James Richards (left), Columbus, Ind., service station manager, and 
Robert Bosart, sales promotion manager for Arvin Industries, check over one of the 
new wall charts designed for Arvin’s new line of replacement mufflers and tailpipes. 
Printed on a special plastic paper called Texoprint, the charts can be wiped clean 
with a soapy rag, were especially planned with garage conditions in mind. 


Arvin solves the problem 
of the dirty wall chart 


Ggy The problem seemed as simple 
as pasting paper on the wall. 

In fact, that was the problem: 
How to put paper in the form of a 
chart on the walls of garages and 
service stations. 

For Arvin Industries, Inc., Co- 
lumbus, Ind., was convinced that 
a wall chart was essential to its 
service program to dealers handling 
its new line of zinc-coated replace- 
ment mufflers and tail pipes for cars. 

The chart, they knew from ex- 
tensive previous experience, would 
have to be designed so that me- 
chanics in garages, shops and serv- 
ice stations could tell at a glance 
the exact replacement muffler and 
tail pipe needed for the model of 
the car involved. 

A compact catalog containing a 
complete listing of every replace- 
ment part for use by wholesalers 
and jobbers was relatively easy to 
produce. 

But this wouldn’t do for the me- 
chanics, decided Ted Jones, Arvin’s 
advertising and promotion man- 
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ager. Too often a catalog “gets lost” 
in the hustle of rush repairs. Also, 
it was recognized that after a few 
“run-downs” of a mechanic’s index 
finger over a page to find the model 
number needed, the listing might 
become unreadable and could lead 
to mis-ordering. 

Conversely, Mr. Jones noted, a 
colorful wall chart, aside from its 
convenience, would serve to help 
promote the muffler replacement 
business of the shop or station. 

In designing and producing the 
chart, Mr. Jones and his staff first 
attacked the problem of organizing 
the informational material to be 
listed on the chart. They reduced 
the listing to some 200 items cover- 
ing the most common models of 12 
makes of cars dating back to 1941. 
Provision was made for a small 
(3x4”) scratch pad for memos. 


What to put it on .. Next came 
the problem of finding the paper 
stock on which to print the chart. 
This was no small task, since Arvin 


needed charts that could be rolled 
or folded without cracking, that 
would resist tearing and fraying, 
that would lie flat and that could 
be wiped clean of smudges. After | 
testing scores of varnish-coated pa- | 
per, Mr. Jones found the answer 7 
in a plastic printing paper called 
Texoprint, developed by Kimberly- | 
Clark Corp. (Cloth was considered © 
too expensive since the charts 
would have to.be replaced at reg- 
ular intervals to include new mod- 
els and changes made during the 
model year.) 

Mr. Jones then had proofs of the 
chart, printed on Texoprint, tested 
in Arvin’s machine shop as a final 
check. Oil, grease and dirt were 
smeared on the chart. It also was 
marked with ballpoint pen ink, reg- 
ular ink and a grease pencil. With 
all this, a soapy rag wiped the chart 
clean. 

Using special inks recommended 
by the plastic paper supplier, Chat- 
field Paper Co., Indianapolis, Arvin 
produced 1,000 of the 17x22” charts © 
in red, black, grey and white on | 
the initial run in its own printing | 
plant. 


Wrinkle-proof . . “It took us al- 
most a year to develop these charts, 
but judging from the response from 
our customers, the time was well — 
spent,” Mr. Jones observed. “The 
fact that the charts can be folded 
for mailing instead of being rolled 
into a more costly tube alone has 
kept our costs down materially.” 

One cost-saving application led 
to another for Arvin. 

As part of its service to contrac- 
tors installing Arvin electric heat- 
ing units in homes, the company 
had been providing poster signs for 
placement in front of each home 
when the installation was com- 
pleted. 


Portable signs . . Formerly, these 
had been painted on wood, crated 
and shipped on request. Now, Arvin 
supplies a red, white and black 
sign, 22x36”, printed on Texoprint — 
with a pressure-sensitive adhesive — 
backing. 

The contractor merely mounts the 7 


sign on a hardboard backing and . 
prints his name with a grease pencil © 


in the space provided on the sign 
instead of painting it on. i 
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... and help in pinpointing your market 


MILL & FactTory’s new Industrial Market 
Analysis shows that if your “business-getting” 


system is set up as it was only a few years ago, ~ 


chances are you’re not exploiting the potentials 
that have shifted geographically. For instance, 
some years back New England should hzve 
accounted for about 1/8th of your sales. Today, 
more of your sales should come from the Pacific 
Coast. Only 20 years ago less than 1/6th of -he 
industrial market was west of the Mississi; pi. 


Mill & Factory 


Today that vast area should account for almost 
1/4th of your volume. 


Your advertising in Miu & Facrory parallels 
these markets. Over 1,800 industrial field sales- 
men...on the local scene, see to that. They keep 
your advertising in Mitt & Factory on target 
at all times. See your Mitt & Factory repre- 
sentative. He is thoroughly conversant with the 
all-industry market. 
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BASIC TEST FOR MEDIA SELECTION: 


Ask anyone, 
anyone 
you re trying 
to sell in the 


aerospace market, 


what publication. 
he reads and 
respects most. 


A powerful editorial force is a powerful selling force. 


Aviation Week 


ad Space Technology 


ABC PAID CIRCULATION 78,983 ‘@: © 





Blockhouse—Martin-Denver 





H-E-L-P!!! 


Three years ago The Ray Ewing Company asked which type advertising most 
influenced the Feed Manufacturers of America to buy a product — “SEE” ads 
(mostly art or picture) or “SAY” ads (all or nearly all written copy). The response 
was wonderful and sincerely appreciated. We learned that readers were equally 
divided on the subject. 

Now, we again need your help. Our problem...to determine which Feed Trade 
Magazines are most read and relied upon by you Feed Manufacturers. The 
sincere representatives of the different magazines claim that The Ray Ewing 
Company message will be best seen and read in their publication. Nearly all the 
magazines have “impartial surveys” which show that you feed men prefer their 
publication to any other for information on nutrition, new products, services, etc. 


We have decided to discard the “impartial surveys” and get a “partial” one... 
from you, the readers we want to contact. If you wanted to locate a firm to help 
you with your customer's nutritional problems or were looking for an Electronic 
Formulation Service such as Ray Ewing's . . . where would you look? . . . Which 
magazine would you refer to, to find a new or better supplier of unsurpassed 
quality vitamin supplements or premixes? If precision blending is important in 
your premixes, would you look in a trade magazine to select The Ray Ewing 
Company? Frankly we want a chance to serve your needs and supply your 
vitamin supplement requirements. We'd like to tell you The Ray Ewing story and 
would like you to tell us where you'll first look for our message. 





Wilt you please help solve our contusion from claims by indicating your first four preferences? Give this 
ballot to your Ray Ewing Representative on his next cali or mail it directly to The Ray Ewing Company, 
2690 East Foothill Bivd . Pasadena, California 
Please indicate your preference 1-2-3-4. Thank you. 

FEED BAG 

FEEDLOT 

FEED MERCHANT aastrewe 

FEEDS ILLUSTRATED 


FEEDSTUFFS 
GRAIN & FEED JOURNAL 
WESTERN FEED & SEED 











Help! . . This unusual ad asks prospects to tell the advertiser 


where he should advertise. 


Ewing ad asks: where 
should we advertise? 


Advertiser discards ‘impartial’ 
media surveys by media in favor 
of its own ‘partial’ survey of 
Prospects . . 


Geéy Ever hear of advertising for 
the sole purpose of finding out 
where to advertise? 

It’s been done by the Ray Ewing 
Co., Pasadena, Cal., producer of 
animal feed additives. The company 
ran an ad in the May issues of seven 
business publications serving the 
grain mill products markets. The ad 
asked readers to pick their first, sec- 
ond, third and fourth choice publi- 
cations from among a list of 20 pub- 
lications covering the market. 

The ad stated, “We . . . need your 
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help. Our problem [is] to determine 
which feed trade magazines are most 
read and relied upon by you feed 
manufacturers. The sincere repre- 
sentatives of the different magazines 


.claim that the Ray Ewing Co. mes- 


sage will be best seen and read in 
their publications. Nearly all the 
magazines have ‘impartial surveys’ 
which show that you feed men pre- 
fer their publication to any other 
for information on nutrition, new 
products, services, etc. 

“We have decided to discard the 
‘impartial surveys’ and get a ‘par- 
tial’ one—from you, the readers we 
want to contact. If you wanted to 
locate a firm to help-you with your 
customers’ nutritional problems or 
were looking for an electronic for- 
mulation service such as Ray Ew- 
ing’s, where would you look; which 


magazine would you refer to, to find 
a new or better supplier? . . .” 


Surveys galore .. Paul L. Krue- 
ger, Ewing’s advertising manager, 
said he ran the ad_ because 
“the biggest problem for an adver- 
tiser to resolve is where to spend 
his budget for the greatest coverage 
of his prospects,” and “partial” 
opinions, as requested in the ad, ap- 
pear to be the only answer. 

“I was warned against using this 
approach, as it might antagonize 
some publishers,” said Mr. Krueger. 
“Personally, I feel that this could be 
a survey to end all surveys and am 
willing to chance the wrath of the 
4th or 10th or 15th rated publica- 
tion. And as it turned out, I re- 
ceived nothing but nice comments 
from publishers.” 


Results . . Asked about the results, 
Mr. Krueger answered, “We went 
out of our way to make responses 
difficult—for a reason. We offered 
no prizes, no bonus, no incentive. 

“We did not permit our sales rep- 
resentatives to pass out ballots. We 
required the voter to read the en- 
tire, full page ad of all type, re- 
move the ballot from the magazine, 
mark it and mail it to us at his own 
expense. It was our feeling that peo- 
ple who took this much time and 
trouble with no return for them- 
selves, would vote because of their 
belief in the publications.” 

Mr. Krueger devised a weighted 
scoring system, based upon the vot- 
ing. And at the end of two months, 
the top magazine had a rating of 
186; the second, 127; the third, 78; 
the fourth, 64; the fifth, 62; the 
sixth, 58. Among the other 14 pub- 
lications, ratings ranged from zero 
to 54. In addition, two publications 


‘that were not listed in the ad re- 


ceived write-in votes—one got a 
rating of 10, the other of 1. One 
publication’s rating was discounted 
because of obvious padding. (This 
publication later admitted that an 
“inexperienced” salesman had 
padded the vote.) 

What action is Ewing taking be- 
cause of the survey? Mr. Krueger 
answers: “We are considering add- 
ing one publication to our present 
schedule, as a result of its favor- 
able showing in the survey.” & 
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This new 

National 

Yellow Pages 
Service 

gets us any 
combination of 
over 4000 
directories 

across the country 
—with just 


TELL MIE MORE ? 








one contract! 





Media Dir.: More? Well, now we can buy 
exactly the right Yellow Pages directories to 
fit our clients’ local marketing patterns. 


Acct. Exec.: No waste? 


Media Dir.: Nope. And the Yellow Pages 
people will help us determine directory cov- 
erage by markets. They’ll furnish us with all 
the marketing data we need. 


Acct. Exec.: You said just one contract? 


Media Dir.: Right. Covers any and all direc- 
tories we buy. Just one monthly bill, too. 


Acct. Exec.: But what about the different 
competitive problems we have in our vari- 
ous markets? 


Media Dir.: NYPS solves them — ’cause we 
can vary our space sizes and our message to 
meet competition. 





Acct. Exec.: Okay, but can we really sell in 
the Yellow Pages? 


Media Dir.: Positively. Tie right in with our 
national campaign. And of course we’d be 
getting to people when they’re ready to buy. 


Acct. xec.: Good. Let’s see a plan on it. 
Media Dir.: They’re typing it up right now! 


 narionan_| 


NEW || YELLOW PAGES 
SERVICE | 


















For details contact your NYPS representative 
through your Bell Telephone office. 
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How McGraw-Hill Circulation 


Advertisers and their agencies are constantly seeking more and 
more evidence on which to base media decisions. This is a healthy 
attitude which we heartily encourage. 


One subject we are frequently queried about is circulation. 
Consequently I am using this method of answering some questions 
that have been asked by advertisers and agencies. 





helene, <2 


I believe it is helpful for us to restate publicly and re-emphasize 
why we believe McGraw-Hill’s circulation philosophy is best for 
our subscribers, and, therefore, for advertisers. 


PRESIDENT, PUBLICATIONS DIVISION 


Why does McGraw-Hill believe so strongly 
in paid circulation? 


Fundamentally, because payment for a product repre- 
sents the normal and natural way of doing business. 
Advertisers sell their product. Agencies sell their services. 
Daily newspapers and general magazines of this country 
are sold to subscribers or newsstand buyers. We’re no 
different from these advertisers, agencies or other media. 
We simply share and believe in the cardinal rule: “If 
something has value it can be sold.” 


2. 
Does paid circulation guarantee 
readership? 


No. Payment for a subscription, however, certainly in- 
dicates an intent to read. The subscriber expresses this 
intent in the simplest and most universally recognized 
form—money. Having expressed it, he retains full free- 
dom of choice. If he doesn’t read the publication, he 
obviously won’t continue to pay for it. In fact, we offer to 
refund the unexpired portion of his subscription if he 
should be dissatisfied with the publication’s contents. 
Further evidence of the reading impact offered by a paid 
circulation publication is contained in a recent Laboratory 
of Advertising Performance study, 1195.1 (available 
upon request) 


3. 
Can paid circulation really provide 
“100% market coverage”? 

No, especially if you interpret coverage as readership, not 
just receivership. We all recognize that there are in every 
field a number of people who do not and will not read any 
publication. No publication can compel them to change 
their nonreading habit. This we know from sad experience. 

There is another group of people who can be reached 
only by McGraw-Hill’s type of vigorous, persistent circu- 
lation selling activity. By direct mail, by issue cards and, 
particularly, through our own full-time field salesmen, we 
uncover and locate many of the ‘‘behind the scenes” buy- 
ing influences who are important in the market picture 
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but whose names do not appear in directories, registra- 
tion rosters, or company customer and prospect lists. 

McGraw-Hill Publications provide representative, se- 
lective circulation in the markets they serve. Both the 
quantity and the quality of the subscribers are identified 
by an actual audit of paid transactions. This provides the 
advertiser with documented answers to basic questions 
such as: ““Who are these people?” ‘“‘How many are there?” 
“Do they want the publication?” 


4. 
Does paid circulation guarantee 

editorial quality? 
In our view, editorial quality is measured directly by 
the publication’s usefulness to the reader. If the editorial 
content does not match his job interests, serve his needs, 
help solve his problems and compel his continuing atten- 
tion, it is not of real use to the reader. 

If it isn’t useful, he will neither buy the publication 
nor read it. 

Paid circulation means that we have accepted the chal- 
lenge of placing our editorial services on the block. We 
give every reader the option of deciding on the value of 
this editorial service to him. He casts his ballot, for or 
against, when he first subscribes and every time he comes 
up for renewal. 

Editorial quality, or usefulness to the reader, thus is 
judged not on a theoretical basis but on the hard fact of a 
“buy” or “‘no-buy’’ decision by the publication’s subscriber. 


5. 
Doesn't it cost more to sell subscriptions 
than to give them away? 
It is possible that, for some publications, selling costs 
temporarily may exceed subscription revenues. Usually 
this is because of circulation growth factors involved in 
the sale of new subscriptions. However, the economics of 
paid circulation are not based on selling new subscriptions 
only, but on the lower cost of renewals as well. 

For example, over the past ten years, McGraw-Hill 
Publications have collected more than $45,000,000 in sub- 
scription fees. The total of all expenses involved in the 
procurement (sales and collection) of these subscriptions 





Policies Benefit Advertisers 


amounted to just over $39,675,000. This gave us a sub- 
scription sales margin of about $5,325,000, plus the valu- 
able privilege of mailing under second class postage rates. 
The paid subscriber, therefore, shares in the cost of our 
publishing operation. 

6. 

Doesn’t paid circulation mean that you 
have to accept all subscriptions, 
regardless of quality? 

Not at all. Subscriptions are solicited and accepted only 
from people who meet the circulation specifications set by 
each publication. These standards are clearly defined and 
can be examined by any interested advertiser or agency. 
These standards result in an audience which benefits from 
a publication’s editorial contents and whose buying power 

benefits the advertiser. 

We make clear in the masthead of each McGraw-Hill 
publication that we do not offer the publication to every- 
one who wants to subscribe. On the average, we decline 
about 22,000 subscriptions valued at $160,000 per year 
from individuals who, based on our specifications, would 
not benefit from receiving the publication. (Listings of 
subscriptions recently declined are available on request.) 

The circulation specifications of a publication are estab- 
lished in terms of identifying the buying influences in the 
field served—buying influences that are important and 
valuable to the advertiser. Further, the very nature of the 
publication’s specialized editorial content, plus the re- 
quired subscription payment, help screen out individuals 
who do not meet our circulation specifications and who 
would, therefore, be of little value to the advertiser. 


yo 
Is it true that some people don’t pay 
for their own subscriptions? 


In some cases, yes. A recent case study of subscribers 
showed that 15% of the subscriptions were ordered and 


paid for by the company. Another 16% were paid for by 
the company, but each subscription was requested by the 
individual. 67% were requested and paid for by the in- 
dividual subscriber. The remaining 2% were in miscel- 
laneous categories. In summary, 83%* of the subscrip- 
tions were delivered at the request and initiative of the 
individual. 

Furthermore, as to the subscription that the company 
buys for its key employees, it would be the rare company 
that would not make some attempt to insure the useful- 
ness of the publication — particularly since it has to be 
renewed periodically through the payment of company 
funds. 


8. 


What does paid circulation mean 
to the advertiser? 


Many things. But most directly and most importantly it 
means more evidence, and better evidence, as to publi- 
cation values. Namely: 
e Evidence of active interest in the publication, as repre- 
sented by payment for a subscription. 
Evidence, in the same tangible form, of an intent to 
read the publication. 
Evidence of editorial quality, as represented by the 
interest and intent referred to above. 
Evidence of the reader’s true evaluation of the useful- 
ness of the publication, as represented by payment for 
renewal subscriptions. 
Evidence of active circulation, as represented by sub- 
seriber action in correcting and keeping up-to-date 
circulation lists. 


*Figures from Laboratory of Advertising Performance study 1115, avail- 
able on request. 





Because people buy our publications we must provide and maintain extra editorial 
features for our subscribers. That is why we have built one of the most extensive net- 
works of business and engineering correspondents around the world ... why we maintain 
one of the largest Washington news bureaus of any business publisher . . . why we have 
twice as many editors as advertising salesmen . .. why we pioneered in the establishment 
of a Department of Economics . . . why we regularly conduct depth interviews among 
our subscribers . . . why we invest in constant and detailed editorial training and re- 
training programs that not only help maintain the highest editorial standards but also 
stimulate the interchange of ideas. 

Our paid circulation policies are based on the premise that the subscriber must be 
served, and served well. But merely making this statement doesn’t make it so. We must 
also satisfy the subscriber because our product is sold to him... and a product or service 
can only be sold successfully in proportion to the value it provides. 


ex. Mec Graw- Hill (TX 


. 





—" PUBLICATION S tw 


Selected and bought by over a million men in industry who want the best in editorial service. 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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How one inventor put 


his product on the market 


Unusual consultant firm finds 


manu facturer-marketer . . 


fey Late in March, 1959, Robert 
W. Pointer of Portland, Ore., ob- 
tained a patent on a new type of 
pre-fabricated fiberglass marine 
float. 

Inventor Pointer already knew 
the float—which he called the 
“Albatross’—had good sales possi- 
bilities. He had invented it in 1954, 
and on the strength of inquiries 
generated by one small publicity 
item, he had gone into small- 
scale manufacture. Despite the fact 
that his new product had received 
no promotion, Mr. Pointer found 
that he could not keep up with the 
demand, which came from a wide 
variety of sources. Convinced that 
he was not obtaining anywhere near 
the full sales potential, he set out 
to find someone to give him com- 
plete marketing guidance. 


Enter EMA .. Mr. Pointer ended 
his search at the door of an unusual 
organization called Engineering & 
Marketing Associates, Portland, an 
outfit that gets most of its brain- 
power from retired business men. 

Mr. Pointer described his inven- 
tion to EMA and asked for a com- 
plete evaluation and a market study. 
Cost: $250. Next step was to run 
the product through EMA’s three 
evaluation boards—management 
services, technical and engineering, 
and marketing-sales promotion—all 
composed of retired business men. 

The boards saw immediately the 
joint consumer-industrial appeal of 
a float which was impervious to salt 
water, which could not be damaged 
by teredos (a worm-like marine 
bivalve which bores into pilings), 
which resisted disintegration from 
gas and oil (unlike styrene equiva- 
lents, which do deteriorate), which 
could be shipped at minimum cost 
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because «f its “nesting” feature, and 
which was as light as, but more 
buoyant than many competing float 
materials. 

EMA saw too that the float could 
be sold (1) for use by itself, or in 
multiples of three or four, by small 
craft owners, for docking, swim- 
ming floats, etc.; (2) as one com- 
ponent in variegated marine struc- 
tures; (3) as one part of an entire 
package—including wood decking, 
cross sills and guard rails. 

This “package” merchandising 
idea already had occurred to Mr. 
Pointer, but he had not been able 
to follow it through because he 
did not have the necessary produc- 
tion facilities. Nevertheless, it was 
this plan that the inventor and 
EMA decided would be best to 
follow in marketing the Albatross. 

With inventor and advisors in ac- 
cord as to the marketability of the 
product, Mr. Pointer and EMA en- 
tered an agreement on June 1, 1959, 
under which EMA would act as the 
inventor’s agent to find a manufac- 
turer and sales organization. EMA’s 
compensation was to be a percent- 
age of the inventor’s royalties. 


Plywood firm gets nod . . Work- 
ing on the “package” merchandis- 
ing idea, EMA concluded that a 
wood-processor who also. could 
work in plastics would be the logi- 
cal manufacturer of the float. 

EMA chose the Pacific Plywood 
Corp. in Dillard, Ore. An aggres- 
sive firm, with excellent production 
and sales records in plywood and 
particle-board manufacture. 

After a number of conferences 
among EMA officials, inventor 
Pointer and president William F. 
Forrest of Pacific Plywood, the ply- 
wood firm agreed to take on man- 
ufacture and sales of the Albatross 
and to eventually set up and staff a 
subsidiary company to handle the 
product exclusively. 

The new company—Pacific Float 


precerenenys 
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Promotion . . Back page of four-page 
promotional folder plugs advantages of 
new float, gives specifications and in- 
cludes guarantee. Space at lower right is 
for dealer imprint. First three pages of 
folder showed, through photos and dia- 
grams, how to use float. 


Co.—was formed in January, 1960. 
Jack R. Pfeiffer, former sales engi- 
neer for Pacific Plywood’s Pacqua 
Div., was named manager, and Wil- 
liam Welch, former division man- 
ager at Timber Structures, Port- 
land, was named marketing man- 
ager. 

Two of the first steps of the new 
company were to hire an advertis- 
ing agency—Porter Advertising, 
Portland—and to seek national dis- 
tribution. First ads, placed by the 
agency in Marine Dealer and West- 
ern Marine Dealer, brought in 250 
inquiries from qualified dealers. 
Marketing manager Welch imme- 
diately began visiting these pro- 
spective dealers so as to set up a 
distribution network covering all 50 
states. The ads also produced a 
number of sales. 

EMA continues to serve as Mr. 
Pointer’s agent, handling all liaison 
with Pacific Float Co. for the life 
of ‘he patent. It manages for the 
inventor all details of his contract 
with Pacific Float, for a percentage 
of the royalties the inventor re- 
ceives. Pacific Float has exclusive 
production and marketing rights 
during the patent’s life. 

Mr. Pointer, who has a number 
of other successful inventions to his 
credit, now feels the Albatross is 
on its way to success, too. ® 





Alice in Numberland 
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CHAPTER III Jabberwocky 


‘Twas brillig, and the slithy toves 
Did gyre and gimble in the wabe; 
All mimsy were the borogoves, 


And the mome raths outgrabe. 


Understand? We don’t either . . . any more than 
we do the extravagant claims so prevalent today 
from many business, general news and industrial 
magazines—vertical and horizontal. 


What we do understand, however, is that in 
today’s competitive business climate, your adver- 
tising dollars must work harder than ever before. 
Consequently, it becomes increasingly important 
that your sales story be judiciously placed in publi- 
cations that: (1) reach your market with a maxi- 
mum of effective circulation and (2) possess an 
exciting editorial quality that assures depth of 
readership — thereby providing your advertise- 
ments increased exposure before your best cus- 
tomers and volume prospects. If you sell to the 
metalworking market, see how PRODUCTION 
fits your requirements. 


Over 99% of PRODUCTION’s 31,000-plus 
readers are concentrated in metalworking plants 
that account for over 85% of the millions of 
dollars spent each month for metalworking equip- 
ment, materials and supplies. PRODUCTION 
proves that waste circulation is not a necessary 
evil in reaching this volume-buying market. 


PRODUCTION’s reader-oriented publishing 
practices result in an editorial quality that en- 
courages thorough readership of each issue. Your 
advertisement, in this atmosphere of editorial ex- 
cellence, finds a ready-made audience of top buy- 
ing influences . . . readers who are continually 
searching for methods and products to improve 
manufacturing efficiency. 

No Jabberwocky here! With PRODUCTION, 
there is no wonderland of superlatives, no frantic 
circulation numberland (and, incidentally, no 1961 
rate increases) . . . just sound, progressive pub- 
lishing practices directed to America’s largest 
industrial market. Call your PRODUCTION 
representative or write direct. 
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MODERN, PROGRESSIVE, INFORMED, SUCCESSFUL... 


That’s Norman J. Wiedersum, partner in the archi- 
tectural-engineering firm of Frederic P. Wiedersum Asso- 
ciates of New York, New Jersey, District of Columbia 
and Florida. 


Modern design calls for modern ideas—for men who can 
shape construction plans to the new needs created by 
today’s new way of living, men who can look at more than 
six acres of slums on the lower East side of New York and 
dream them into the kind of housing development that is 
changing the face of the city...or come up with a 
“library-in-the-round” to serve a community’s reading 
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needs efficiently in limited space. Men, in short, like Mr. 
Wiedersum, whose firm is responsible for designs for mod- 
ern buildings whose cost totals well over $100,000,000 a year. 


Largest firm in the country in the field of design for 
education, Wiedersum Associates has been responsible for 
many unique structures in a variety of fields, including the 
200-room Roosevelt Raceway Inn; a $4,000,000 country 
club community on 7,300 acres near Lake Wales, Florida; 
Sperry Gyroscope Company’s (a Division of Sperry Rand 
Corp.) MacArthur Field Test Station; Long Island’s newest 
community swimming pool; new and remodelled bank 








STATE HOUSING PROJECT in Peekskill 
1 yned for Peekskill Housing Authorit 
jeric P. Wiedersum Associ 
npletion the 
ear, this $2,000,000 apartment | 
8-story, ‘“Y’’-shaped 
nd brick structure 
Building will contain 
ing 1n size from on 
five-bedroom 
ipartments especially equi 
and a community center 
with arts anc 
room and a club for the 
include one-story gymnasium whicl 
deeded to the city for the 


(orepeoteeterernay 
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Read weekly by all the men who HAVE YOU SEEN 


ENR's NEW FiL™ 


wear construction's hard hat: UNDER THE HARD HAT? 


IF NOT, ASK AN 


ogg: : . ENR REPRESENTATIVE 
buildings—and numerous modern public elementary and salteiieaiiim aes 


high schools in the East. Engineers ‘ Architects YOUR SALES ANDO 


Men like Norman Wiedersum—the architects, engi- Contractors ~*~ OWners poe tae bg 
neers, owners and contractors whose ideas are transform- AND INFORMATIVE 
ing the face of America—have to keep abreast of new 8 2 
developments in all phases of construction. These are the aie, tite, 
men who turn each week—as part of their jobs—to Engi- Mp: 
neering News-Record for the latest news and information E N GS t N a E R ! N G ects 

A MoGRAW - HILL 


on the materials, machinery, money and manpower they 

. . PUBLICATION 
need in their work. These are the men you sell when you N EWS Fe ECO 2 D 330 WEST 42ND STREET, 
advertise in Engineering News-Record. _ N.Y. 96, N.Y 
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One of many . . The Weber County Industrial Bureau’s promo- 
tion program resulted in the building of this Marquardt Corp. 
production center for the supersonic ramjet engines used on the 
Boeing’s Bomarc interceptor missile, the Lockheed X-7 and 


; 


Low-cost promotion draws 


industry to Ogden, Utah 


With a budget of only 
$15,000 a year, the Weber 
County Industrial Bureau 
is having outstanding suc- 
cess in attracting industry 


fg During the past six years, the 
approximately 110,000 residents of 
the Ogden, Utah, metropolitan area 
have seen more than $133 million 
dollars spent for the construction of 
industrial plants, 
churches, roads and new homes. 
This boom is a direct result of a 


stores, schools, 


promotion program aimed at at- 
tracting industry to the Ogden area. 
Administered by the Weber County 
Industrial Bureau, the 
costs only $15,000 per year. 


program 


‘Marketing is marketing’. . B. R. 
Diamond, manager of the bureau 
told IM, “Marketing a community is 
really not much different from mar- 
keting a product. Just as with a 
product, an effort must be made to 
evaluate what the community has to 
sell, and then assets must be mer- 
chandised.” 

Here’s how the Ogden promoters 
have successfully applied industrial 
marketing techniques to the promo- 
tion of the community. 


Product research . . The Weber 
County Industrial Bureau was or- 
ganized in 
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and a half were spent in research- 
ing the product and the market. 

Facts were gathered on location, 
growth potential, transportation fa- 
cilities, population, taxes, vocation- 
al training, utilities, services, re- 
sources, climate, agriculture, wage 
rates, etc. 


Product introduction .. This data 
was then organized, printed and 
collated into a folder which was 
sent to 1,000 American manufac- 
turers. This original list was com- 
piled from Moody’s and Poor’s pub- 
lications. The bureau personnel 
added to this list when they read of a 
company getting ready for expan- 
sion of manufacturing or distribu- 
tion facilities. 


Advertising, sales promotion . . 
The bureau devotes most of its pro- 
motional effort to publicity. The re- 
sulting stories are then heavily mer- 
chandised through direct mail. 
The bureau also passes out lit- 
erature at trade shows, and has 


the Kingfisher drone missile. Other companies attracted to the 
area by the promotion include Thiokol Chemical Corp., Pacific 
lron & Steel Corp., Westinghouse Electric Corp. and the Hi-C 
Div., Minute Maid Corp. 


done some small space advertising 
in business papers. 

A lot of “selling” is done by 
phone; and the bureau runs up a 
$1,000 plus phone bill each year. 

So far the program has brought in 
six new plants, and, according to 
Mr. Diamond, the prospect for more 
industry is “very bright.” ® 
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Merchandising publicity . . The Weber 
County Industrial Bureau devotes much 
of its time and attention to developing 
and merchandising publicity via direct 
mail. Typical mailer is shown here. 








ge 


from Ogden, Utah, the Intermountain distribu 
tion center into the giant Western American 
Market! 3 railroads, 2 major airlines, and |! 





1954. The next year 


"QUITE A REACH! 


plant or distribution facility. For recreation, Ogden 
is located just minutes from beautiful Pine View 


truck lines make Ogden an ideal site for your Lake, and acres of skiing at famous Snow Basin 


contact: WEBER COUNTY INDUSTRIAL BUREAU 
Room 230, Hotel Ben Lomond, Ogden, Utah 











Business paper ads . . Ads such as this one are used to draw inquiries. 





SELL-ACTIVITY! 


p ULP 2 Q: You'll find real meaning 11 this phrase when you measure these stand- 
oe out Miller Freeman journals against the job you want to do in 
Pa PER ity: the pulp, paper and paperboard industry. Selling the U.S. market? 
atl PULP & PAPER gives you unequalled coverage, with more than 

8,000 paid circulation selectively balanced with major production 
areas. Selling anywhere else? PULP & PAPER INTERNATIONAL 
selectively reaches key management readers in plants all over the world. 
Both books feature crisp, first-hand reporting in easy-reading big 
format. Internationally or in the United States, count on these two 


ae, ee Miller Freeman journals for the big assist in your selective selling. 


370 Lexington Ave., 
New York 17, N.Y. 


MILLER FREEMAN PUBLICATIONS 


Serving industry constructively since 1902 





by Ronual Full 


There’s a big difference between advice and 


That’s why the plant engineer is one of the 


He is an authority. Just what does a plant 
Do others get into the buying act? Sure! 
after the committee packs up and goes home, 


plant engineer. When he goes home he’s often 


146 © Gey © October 1960 





authority. Authority carries a bigger price tag. 


more respected members of the industrial community. 


engineer do? Simple. He plans, he decides, he buys. 


Who are they? Everybody (just read your mail). But 
the man who makes the decision is usually the 


accompanied by a copy of 
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How Armour Chemical triples 
ad impact at low cost 


If you’re not making complete use of your ads after 


they’ ve run, this article may help you do so. . 


By Suzanne Randegger 
IM Associate Editor 


fey When Armour Industrial 
Chemical Co. planned an ad cam- 
paign stressing the variety of ap- 
plications possible with its aliphatic 
organic chemicals, it was laying the 
foundation for a multiple-impact 
these products, and 
inexhaustible 
application information 
about them. At the same time, it 
was conserving time, creative effort 
and money, because the ads them- 
selves, once developed, formed the 


promotion of 
of Armour as an 


source of 


basis for further exposure pieces. 
The basic ad series consisted of 
five two-color spreads, each one de- 
voted to a different type of Armour 
chemical. All the ads had as their 
primary purpose to show how the 
featured chemical was now being 
used in industry, and how, because 


Three uses . . Ad (right) ran in Chemical 
& Engineering and Chemical 
Week. Then same basic material was 
used as a mailing piece (below, left) 
and as part of a “catalog of applica- 
tions’’ (below, right). 


News 


of its peculiar properties, it is ex- 
pected to be used in the future, in 
applications still in the research 
and development stage. 

As to format, the ads were of an 
editorial type, with the majority of 


space devoted to copy on present 
and future uses. Each was head- 
lined by the words, “A look at to- 
day ...and a glimpse of tomorrow, 
from Armour.” Three small cuts of 
laboratory scenes set a_ scientific 
tone, which was further carried out 
by an occasional chemical formula 
or a line drawing of a chemical ap- 
plication interspersing the copy. 
To lend an element of timeliness, 
a “News Notes” section sketched 
n page 150 


vontinued 
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The worker who never really grew up 


Of all the hidden costs eating away at the balance sheet, the least well documented is the 

problem employee .. . RON AGE 
The senile company president who flies into rages, panics at decisions ee Bt 
The brilliant malcontent who attacks the status and authority of management by destroying 


morale 
The hypochondriac and alcoholic whose flights from reality slash productivity to bits and 


pieces. 
There are no rules for dealing with these people, but our editors thought the problem 
warranted something more substantial than the usual platitudes and clichés. We asked a chiiton publication 
industrial psychologist Robert N. McMurry for his thoughts on the subject. and he re- 
plied with a three-part series . . .“The Problem Employee.” 
It drew an unbelievable eleven hundred personal letters from our audience. 
It takes consistently outstanding editorial to win so alert, aggressive, and articulate 
an audience. But that’s why editorial service to the reader is the most important service 
a magazine can render its advertisers. 


THE IRON AGE « a chilton publication « 56th & chestnut streets + philadelphia S39, pa. 








RESULTS 
COUNT 


The eighth edition of a booklet 
showing details of scores of actual 
purchases attributed to advertise- 
ments and editorials in Canadian 
Industrial Equipment News. 

Strong evidence of CIEN’s sales 
effectiveness throughout the length 
and breadth of Canadian industry. 
4 copy for the asking, as well as 
CIEN’s 1960 market data sheets, 
a three-way analysis of Canadian 
industry, showing size of establish- 
ments, production values, and es- 
timated 1960 expenditures’ on 


plant. machinery and equipment. 











Canadian Industrial Equip- 
ment News — unique in its 
twice-a-month publication in 


the industrial field — enables 


you to cover all industry with 


frequent timely messages 


about your products. 


CANADIAN 

INDUSTRIAL 

EQUIPMENT 
NEWS 


Gardenvale, Que. 
A “NATIONAL BUSINESS’ PUBLICATION 


Representatives in all major 


U.S. industrial regions. 
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ARMOUR .. 


continued from p. 148 


current developments in the chemi- 
cal field. 


Repetitive impact . . Each of the 
five ads ran twice in two of the 
top chemical magazines. Notwith- 
standing the high quality of read- 
ership through these media, it was 
decided to convert the ads into 
mailing pieces for further and re- 
peated exposure, thus hammering 
home the point that Armour is 
a company you can count on for 
application ideas. 

The mailers were four-page fold- 
ers, with the ad spread inside, and 
on the outside, a covering letter 
explaining the ad, and what Ar- 
mour has to offer in the way of 
additional information on the type 
of chemical featured in the ad. Sinc« 
the “News Notes” had long since 
lost their newsiness by the time the 
mailers were prepared, they wer 
replaced by a listing of the contents 
of a booklet on the particular chem- 
icals featured, which could be ob- 
tained by filling in the business re- 
ply card enclosed. Otherwise, the 
original ad layout was used. 

The covering letter, signed by L. 
M. Miller, Armour derivative sales 
manager, had a light conversational 
tone, since the mailer was going to 
people already familiar with Ar- 
mour because they regularly re- 
ceived the 


company’s quarterly 


house organ. 


Image-building . . A sample of 
the copy from one of the cover let- 
ters shows how the impression of 
Armour Chemical as an authority 
in the industrial chemical field is 
built: 

“As one of our regular readers, 
we hope you have come to look to 
us as a possible source for your 
new ideas—through literature and 
advertisements such as the en- 
closed. This time we discuss Ar- 
meens, the largest of Armour’s 
series of fatty nitrogen derivatives. 
We even have two booklets on the 
subject: ‘Armeen Booklet’ (rather 
commercial), and ‘The Chemistry 
of Fatty Amines’ (not for the lay- 
man). 

“This literature, and our seem- 
ingly inexhaustible supply of sam- 


ples, awaits your return of the busi- 
Incidentally, 
there was an average return of 7.2% 


ness reply card . .” 
of the reply cards. 


Application almanac. . As a fi- 
nal “airing” of the ads, they were 
put together into a booklet titled 
“Idea Chemicals—at Work and in 
Development.” This booklet served 
as a “catalog of applications, or idea 
stimulators” for a different group of 
customers and prospects. 

All that was needed to convert 
the ads to booklet form was a re- 
shuffling of the elements on each 
spread, and the addition of covers 
and an index page, listing the con- 
tents, not by product, but by ap- 
plication, alphabetically. A sam- 
pling of these applications runs the 
gamut from adhesive tape and fab- 
ic softeners through metalworking 
to sound absorbers and water treat- 
ment. 

The booklet was well received, 

as the ads and mailers had 
Ek. A. Michals, Armour In- 
‘ial Chemical’s ad manager, 

IM. “Some of the recipients 

said exactly what it was hoped 

would feel—that ‘product ap- 
plications stimulate ideas more than 
product specifications.’ ” 

The success of this promotion 
proves that a basically good treat- 
ment of a basically good theme is 
not limited to one or two exposures, 
but can be reworked several times, 
with a minimum of extra money 
and effort, and a bonus effect of re- 
inforcement by repetition. The se- 
cret is in the initial choice of theme 
and treatment. ® 








Deusen 


Now we're really getting somewhere, 
Carlson, ... . this is the exact op- 
posite of what | want! 










































































In the vast complex packaging market many men influence decisions. 


Packaging is company-wide and all influences must be sold. 


EVERYBODY who is ANYBODY in packaging reaches for 
MODERN PACKAGING 


The Complete Authority of Packaging—A Breskin Publication €) a9 Qj) 
575 Madison Avenue, New York 22, N. Y. 


Sales Offices in: CHICAGO, CLEVELAND, LOS ANGELES, ATLANTA, LONDON, FRANKFURT, TOKYO 
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C0...to the 
traffic 
safety 
market... 


Traffic 
Safety 


TRAFFIC’S 
HOT 
COLD WAR 
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Write Today... 
for further information 


Traffic Safety 


425 NORTH MICHIGAN AVENUE 
CHICAGO 11, ILLINOIS 


A National Safety Council Publication 
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needed by the men who manage plant 
operations in manufacturing: 


Which one is better? . . Two of the six Factory ads agency-tested for their effectiveness. 
Reproduced as ‘‘picture side’’ of outsize business replay cards, they made attractive, 


easy-to-comply-with, testing tools. 


Post card test picks best 
ads, merchandises campaign 


Gey Test and merchandise adver- 
tising at the same time—without the 
one diluting the effectiveness of the 
other? 

It’s been done, by a business pa- 
per; but it’s a technique that could 
be used by most industrial adver- 
tisers. 

Charles E. Walsh, promotion and 
research manager of McGraw-Hill’s 
Factory, wanted to know which of 
his six 1960 ads were doing the best 
jobs, and should, therefore, be re- 
peated. He decided to find the an- 
swer by asking the magazine’s top 
1,000 agency prospects. Mr. Walsh 
was not ignorant of the fact that in 
order to give an opinion, the agen- 
cymen would have to read the ads. 


The mechanics .. Each ad was 
scaled down to 6x8%4” and repro- 
duced as the “picture side” of a 
business reply postcard. The reverse 
side was printed with return ad- 
dress, and with a place for the re- 
spondent’s name, address and com- 
ment. 

The six postcards were put in a 
wrap around folder marked “Jury 
Summons” that served the dual pur- 
pose of a “package” and a medium 
for the explanation of the mailing. 


The prospects were asked for 
their “professional opinion” as to 
“which one or two ads do the most 
creditable job.” 


Incentive . . Then, as a “bribe” to 
help spur on the respondents, the 
first 50 to send in their replies were 
offered copies of Walter Weir’s new 
book, “On the Writing of Advertis- 
ing. 


Results .. Some 300 postcards 
came back, and there were sur- 
prises, according to Mr. Walsh. The 
comments made by the respondents, 
said Mr. Walsh, were genuinely 
helpful in planning subsequent in- 
sertions. He added, “Here was 
meaty playback that served as a 
most useful copy test and as a fu- 
ture copy guide.” 


Inside job . . Incidentally, an in- 
tra-company sequel to the mailing 
was also conducted. Company exec- 
utives were also sent the mailer 
with the invitation to pick the one 
ad of the six they felt would garner 
the most votes from the agencymen. 
The Weir book served as a prize 
here, teo, for the three most ac- 
curate prognosticators. * 





HOW ADS GENERATE BUYING ACTION FOR ELECTRICAL PRODUCTS 








“The simplicity 
of the product 
when I saw it advertised 
made me want to buy it 


”? 


Electrical Maintenance Chief 


How do our subscribers react to the advertising 
in ELECTRICAL CONSTRUCTION AND MAINTENANCE? 
These direct quotes illustrate the interest — 
and sales action — stimulated by the ads among 
men who are customers and prospects for your 
electrical products. 

These are typical responses recorded in 
“Reader Feedback” studies conducted among 
the magazine’s readers. While the statements 
noted here represent only site-located electrical 
men among our subscribers, interview records 
confirm that electrical contractors and consult- 
ing electrical engineers respond just as strongly 
to your sales messages in ELECTRICAL CONSTRUC- 
TION AND MAINTENANCE. Naturally, because all 
three groups share a strong “community of in- 
terest” served by the magazine and its advertis- 
ers: 

ELECTRICAL CONTRACTORS .. . install 
electrical systems, but must handle design and 
maintenance problems as well. 

PLANT ELECTRICAL ENGINEERS . ... main- 
tain electrical systems, but must be skilled also 
in design and installation. 

CONSULTING ELECTRICAL ENGINEERS 
. . . design electrical systems, and in doing so 
must solve installation and maintenance prob- 
lems. 

Only one publication serves the integrated 
job requirements of all three groups. Only 
ELECTRICAL CONSTRUCTION AND MAINTENANCE 
attracts all three as paid subscribers! 


ELECTRICAL 

CONSTRUCTION 

AND MAINTENANCE 
330 WEST 42nd STREET, NEW YORK 36, N.Y. 


A McGRAW-HILL 
PUBLICATION 


@@® 





(MOTOR INSULATION AD) 
“We’ve been having some 
problems on motor failure. 
When the motor goes out we 
have it re-wound with sili- 
cone wire and we haven't 
had any of those burn-outs 
yet. I first got the idea out of 
one of the ads. Since that 
time we have insulated 
about 12 of our motors and 
none of them have burned 
out.” 

Chief Electrician, 

Die Castings Mfr. 








(FIXTURE HANGER AD) 

“T have the three-way fixture hanger 
pictured in this ad and also their fish 
tapes, which I found through their 
ad in this magazine. The simplicity 
of the product when I saw it adver- 
tised made me want to buy it. It can 
be used in a number of places, not 
just one job. I bought the product.” 


Electrical Maintenance Chief, 
Real Estate Co. 











(CONTROL RELAY AD) 

“We recently installed their 
relays and we are happy 
with them. We used to have 
problems here in the plant. 
I read the ad because one 
similar to this had caused 
me to use the product in the 





plant.” 





Chief Engineer, 
Dairy Products Mfr. 

















(TOOL AD) 

“The reason I noted this ad is that 
we were contemplating buying a 
ratchet knock-out driver. The infor- 
mation in this ad helped us to know 
what to purchase. I recommended 
the product to our purchasing agent. 
We bought one and are satisfied.” 


Chief Electrician, Hotel 
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GROWING 
WITH CROW 


LJ Dant & Russell, Inc., 

: first advertised in 

the Crow's Lumber 

Digest issue of De- 

cember 30, 1924. To- 

day, 36 years later, 

Dant & Russell i 

st a regular Di- 

gest advertiser. Dur- 

ng the years Dant 

& Russell has 

changed from a 

: giant producer of 

J. S. Heigel lumber products to 

a tremendous wholesale firm. The wholesale 

network of Dant & Russe 

ut the world, where ever lumber product: 
are bought and sold. 

yseph S. Heigel joined Dant & Russell in 

1947. He was secretary-treasurer and then 

became president of Dant & Russell in Jan 

uary, 1958. His solid leadership keeps the 

D & R symbc n the forefront of world 


umber activity. 


CONFIDENCE IN CROW 
Mr. Heiael exemplifies the confidence 
placed by leading lumbermen in C. C. 
Crow Publications, world's largest lumber 
and plywood publishers. His company has 
imber and ply 
publications for 


is known through- 


been a subscriber to Crow 
wood market reporting 
meny years: 
Crow's Lumber Digest - 36 years 
Crow's Buyer's & Seller's Guide - 31 years 
Crow's Weekly Letter 27 years 
(charter subscriber) 

Crow's Price Reporter - 17 years 
Crow's Freight Calculator 16 years 
Crow's Plywood Letter - 2 year 

{charte r subser ber) 
When lumber industry executives like J. S. 
Heigel, and big wholesale lumber compa 
nies like Dant & Russell 
formation, they turn to Crow, the publisher 
that provides the only complete lumber and 
plywood market news service, as well as the 
top advertising media 

REAL RESULTS' 

Mr. Heigel says: 


vertisements in Crow's 


need marketing in 


our ad 
Lumber Digest, we 
know our advertising ars are going into 
a medium whose editorial vitality and cir 
culation w bring us real results in in 


“When we place 


creased sale 


WHY ADVERTISE IN CROW'S 
LUMBER DIGEST? 
What makes it different? Here are four 
good reasons: 


I—Reader Confidence. Crow Lumber and 


reports have been the 
tandard of the world for nearly 40 years. 
Ads in Crow's Lumber Digest are read by 
umbermen and plywood men accustomed 
to trusting Crow. Market reports must be 


market 


Plywood 


accurate 
2—Ecitorial Emphasis on Marketing 
3—Wholesaler and Jobber Readership. 
4—The Digest is growing. 
ation, please contact C. C. 
TIO 115 S W. 4th Avenue 
Portland 4, Oregon, CApito! 6-4671. 


THOSE WHO GROW 


SELL THROUGH CROW 
SS ak RRR RRR REIT, 
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If your ads yell frantically 
in the prospect’s ear, 
here’s what to do about it . . 


Is it time to get 


rid of the ‘hard sell?’ 


By Wilferd A. Peterson 
Vice-President & Creative Director 
The Jaqua Company 

Grand Rapids, Mich. 


Gey What is all this frantic em- 
phasis on the need for “hard sell?” 
I just took a peek at the word 
“hard” in the dictionary and all 
these negative synonyms hit me 
smack in the face: rigid, repelling, 
severe, harsh, difficult, fatiguing, 
arduous, laborious. Such concepts 
will not win customers. 

There is only one area in which 
the phrase “hard sell” may apply, 
and that is in creating the adver- 
tising. Here the synonyms, earnest 
and persevering, apply. It all sums 
up to this: To create advertisements 
that are easy for the prospect to 
read, we must be hard on ourselves. 
We must not take the easy way. 
We must persevere until we achieve 
the idea, the headline, the illustra- 
tion, the copy slant that make an 
effective advertisement. 

Now, take a look at the word 
“easy” in the dictionary and you'll 
agree that it is a symbol that every 
creative man should have before 
him as he works hard to create a 
good advertisement. 

“Easy” means free from trouble, 
pain, care, worry. It suggests a 
minimum of difficulty or discom- 
fort. It is represented by synonyms 
such as simple, light, smooth, mod- 
erate, unhurried. These are all ele- 
ments the reader is looking for, 
whether he is reading a detective 
story or an advertisement. “Hard 
sell” increases 
“easy sell” lowers it. 


reader resistance, 


Here are some of the specific ways 
you can build “easy sell” into an 
advertisement: 


1. Make it easy to see. The ad that 
is easy and inspiring to behold is 
the one that stops readers. A photo- 
graph with a basic human appeal; 
an illustration that dramatically 
demonstrates a benefit; a design 
that is unique and original—these 
are some of the ways you can use 
to make your ad easy to see and 
remember. 


2. Make it easy to read. Arrange 
words so that the reader’s mind can 
scoop up your message easily and 
quickly. Write so he who runs may 
read. Pack the main message in the 
headline and the subheads. Select 
type that is inviting and easy on 
the eyes. 


3. Make it easy to understand. Lin- 
coln gave wise advice to copywriters 
when he said: “Write so a child 
will understand, then no one will 
misunderstand.” Work over your 
copy until it is crystal clear; so 
easy to understand that no one will 
fail to get your true meaning. 


4. Make it easy to act. Make it easy 
for the reader to do something about 
your message: mail a coupon, write 
for a booklet, ask for a demonstra- 
tion, see a dealer. 


We are all striving to make it 
easy, not hard, for people to buy. 
We want to remove the blocks, the 
objections, the reservations, the in- 
hibitions to action. That’s why we 
should work hard to pack ads with 
“easy sell.” a 





DFnt 


in circulation: 


a measure of the publication you need to 
SELL the PLUMBING-HEATING- 
COOLING INDUSTRY... 


You face a selection among publications in the plumbing- 
heating-cooling field . . . almost a score complex the 
issue. You want the most for your money. You want to be 
sure of readership for your advertising. You try to meas- 
ure various values of all publications in depth. And 
among the most important of these is circulation. 


Here’s where quality and quantity meet face to face. In 
every publication but one, you must play a hide-and-seek 
game to discover just who is likely to read your advertis- 
ing. All claim to go to the contractors who buy your 
products, which works out to as many as 15 free publica- 
tions mailed monthly to these buyers. Now, you tell us 
who reads 15 magazines all dealing with the same subject! 





After you've sifted the facts, weighed their relative 
values, you find that your most important customers pay 
to read just one magazine, DOMESTIC ENGINEERING. 
This exclusive in-DEpth value... and in-DEpth influence 

. is what makes DOMESTIC ENGINEERING the first 
media choice of more manufacturers than any other 
publication in its field. 


DOMESTIC ENGINEERING 
1801 PRAIRIE AVENUE e CHICAGO 16, ILLINOIS 


ut 

Epth 
into your 
sales effort 


one of a series on 
media evaluation 


DOMESTIC ENGINEERING 


October 
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CONSULT YOUR ADVERTISING AGENCY 
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Building Types Study: Office Buildings 





Drama Center for Harvard 
Building Components: Aluminum Finishes 


Full Contents on Page 5 





magazine leadership 
Architectural Record 


EDITORIAL LEADERSHIP 


Architectural Record publishes more editorial pages than 
any other magazine in its field—all of them edited 
specifically for architects and engineers! And only the 
Record is 

e timed and balanced with the aid of Dodge Reports 
to be of maximum value to architects and engineers in 
terms of the work on their boards; 

@ accurately geared to the current interests of archi- 
tects and engineers through Eastman Research Organ- 
ization and Continuing Readership Research; 

e skillfully attuned to rapid developments in building 
design and technology via the unequaled building news 
facilities of F. W. Dodge Corporation. 


eeeeee PREFERRED READERSHIP 


Architects and engineers have voted Architectural Record 
their preferred architectural magazine in 146 out of 161 
studies sponsored by building product manufacturers 
and their advertising agencies, 


a 

Architectural 
*eee** ENGINEER SUBSCRIBERS eae 
Over 30,000 architects and engineers pay to read the iw e C 0) rd ee a | 1 a ): 


MOST ARCHITECT AND 


Record (19,391 architects; 10,741 engineers). And the 119 Wes? 40th Street CORPORATION 


Record’s renewal rate is the best in its field by far! New York 18, N. ¥ 
Oxford 5-3000 


“stimulus to creative architecturai and engineering design” 


TOP VERIFIABLE MARKET COVERAGE 


Over 89% of all architect-planned building, nonresi- 
dential and residential, is in the hands of the Record’s 
architect and engineer subscribers—a fact documented 
by Dodge Reports. 


eeooesee 


ADVERTISING LEADERSHIP 


For the 14th consecutive year more building product 

ecccecse Advertisers are providing architects and engineers with 
more pages of advertised product information in Archi- 
tectural Record than in any other magazine. The Record’s 
margin of leadership: over 60 per cent! 





TOP 
MANAGEMENT 
FORUM 


How important 


Aeroquip Corp. Photo 


is export to U.S. industry? 


Export market offers 


opportunity to expand 


By Lloyd Hale 


President 


# Industrial development has made 
rapid strides in other countries out- 
side the United States in 
years. In some countries general 
progress has been much faster than 
in the United States. This being 
true, there are often opportunities to 
increase export business at a faster 
rate than sales can be increased 
domestically. 


recent 


In general, there is less competi- 
tion in markets outside than there 
is in our own country. Of course, 
some problems have to be met in 
export selling. Import restrictions, 
credit problems, language barriers, 
inability to see prospects and cus- 
tomers, and servicing of installed 
equipment are some of the obstacles 
that must be overcome. In spite of 


158 © Gey © October 1960 


this, we feel that the export market 
offers profitable opportunities for us 
for expansion. 


Capital and experience 
our best export bets 


s While we are currently doing a 
little less than 10% of our total busi- 
ness abroad, our new international 
setup will help boost this figure to 
25% during the next few years. 

Tariffs, quotas and extremely high 
labor costs place American manu- 
facturers at a disadvantage in world 
markets. The 
Market put up another barrier be- 
tween American and world markets. 

The effect of these conditions 
makes _it impossible for 
American manufacturers to share 
in world mass markets unless Amer- 


European Common 


almost 


icans actually own and operate fa- 
cilities in foreign trade areas. 

At the same time, the European 
Common Market has created a new 
trade area of 240 million people 
striving to attain the benefits of a 
mass-production economy. This of- 
fers American manufacturers the 
greatest marketing opportunity since 
railroads linked the United States. 
With the Outer Seven (or Eight, if 
Finland comes into this area) and 
the Common Market, Europe will 
soon be the world’s most lucrative 
market, greater even than the 
United States. By exporting capital 
and mass production experience in- 
stead of products, America can share 
in this market bonanza. 

Rockwell’s first major step to 
make its export business interna- 
tional in scope was the purchase of 
Ilo Werke, G.M.B.H., a West Ger- 
man manufacturer of small diesel 
and gasoline engines, in 1957. For a 
year now, this wholly-owned sub- 
sidiary, renamed Rockwell G.M.B.H., 
has been producing Rockwell-Nord- 
strom valves for world markets at 
“made-in-Europe” prices. 

As a result, we’ve been getting 
millions of dollars’ worth of foreign 
valve orders we couldn’t have got 

Continued on page 160 





Computers are basically 
an arrangement 
of simple switches. 


A switch is closed, 

or it isn’t. A spot is 
magnetized, or it isn’t 
Current flows, or it doesn't. 


This clear-cut, ‘‘yes-no”’ 
approach insures absolute 
accuracy and reliability. 


News too, either breaks, 

or it doesn’t. For the first 
report, electronic executives 
and engineers reach for 
Electronic News. They know 
that EN shares the 


computer's qualities 
of speed, accuracy and 
reliability. 
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SPECIFICALLY 
FOR THE MAN 
Ag ONY od Od | 


HEATING 

AIR CONDITIONING 
Via belewal te 

aT aite 

PLUMBING 
REFRIGERATION 


and related Mechanical 
and Electrical Products! 


Romeo P. 
Morin 
Professional 
Engineer 
Manchester, 
New Hampshire 


“We turn to Engineers’ Product 
File for information concerning 
Products, more and more, for 
ready and easy reference. The 
Technical and Engineering data 
is particularly useful for designers 
and layout men to facilitate 
draftsmen’s execution and presen- 
tation on plans.”’ 


Engineers’ Product File is the 
catalog directory referred to 
vd 5,000 engineers responsi- 
ble for specifying millions of 
dollars of products in the 
above categories. Engineers 
receiving EPF are qualified on 
the basis of classification (type 
of engineer); number of engi- 
neers in firm; types of clientele 
served (architects, contrac- 
tors, etc.); percentage of specs 
written by type of buildings; 
types of products specified; 
and dollar volume of specs 
written. These are the men 
you MUST reach with your 
product data. Your catalog 
in EPF will accomplish this 


k. 
WRITE TODAY FOR 
YOUR EPF MEDIA FILE 


engineers’ 


PRODUCT FILE 
1801 PRAIRIE AVE. CHICAGO 16 
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FORUM .. 
continued from p. 158 


with valves made in the United 


| States. A classic example of this is 


an order for over a million dollars 
worth of valves from the Argentine 
government for a pipeline just com- 
pleted. Most of the valves were built 
in West Germany and shipped to 
Argentina at a cost which couldn't 
be touched in the United States. 

This year Rockwell has built a 
125,000 square-foot addition to its 
main West German plant, the sec- 
ond major addition to the plant 
since its acquisition. In this new 


| building, Rockwell will produce 
| liquid meters, Edward valves for 
| power plant and industrial applica- 


tions, smaller sizes of Rockwell- 
Nordstrom lubricated plug valves 


| and industrial woodworking power 
tools. 


Extensive market research proved 


| to us that there is a large potential 


market for these products, but only 
at made-in-Europe prices. As mar- 
kets in Europe and throughout the 
world develop for our other prod- 
ucts, we'll continue to expand this 
plant. 

In addition to expanding the Rock- 


| well product line, the original mar- 


keting base of the subsidiary has 
been improved. It has developed 
multi-unit gasoline engines that can 


be used interchangeably for various 


applications simply by adding or 
dropping cylinders, a hydraulic 
drive for the engines, and a new 
“hydro-dynamic” transmission ap- 
plicable to Europe’s small cars. 

Rockwell Mfg. Co. has also estab- 
lished Rockwell International S.A., 
a wholly-owned sales_ subsidiary 
with offices in Geneva, Switzerland. 
The Geneva office is responsible for 
coordinating all Rockwell overseas 
business except that in Canada and 
Mexico. 

The new sales subsidiary makes 
the company’s export business a 
truly international operation with 
sufficient flexibility to use the com- 
pany’s world-wide facilities in inter- 
national competition. 

The next step in the company’s 
efforts to increase its share of world 
valve, meter and power tool markets 


will be in the direction of the Far 


East and South America. 
We are now beginning an exten- 


sive market research program in 
South America and the Far East to 
determine if there is a large enough 
potential market for our products to 
justify plant expansion in either or 
both of these areas. 

In a tour of the Far East early 
this year I found these countries 
could be excellent future markets 
for industrial products, particularly 
our own. Our water meters, valves 
and other flow-regulating products 
are basic to industrialized societies, 
and our power tools make excellent 
investments for industries on the 
threshold of mechanization. 


U.S. market limits make 
expansion abroad a must 


By Frank X. White 
International vice-president 
in Machine & Foundry Co., New York 


= I think it is fair to say that today 
international operations are the most 
talked-about, written-about, aspect 
of business—with research and de- 
velopment as its only close rival. 
Why is this so in view of the tradi- 
tional preoccupation of American 
business with the domestic market? 

To mention but a few of the nu- 
merous reasons: first, the world 
population explosion; second, the 
post-war rate of economic growth 
abroad, which has been higher than 
at home; third, the enormous un- 
satisfied demand in the under-de- 
veloped countries; fourth, the 
emergence of the European Com- 
mon Market and other regional 
market combinations. 

With this background, but speak- 
ing strictly in company terms, I be- 
lieve the prime motivation in Amer- 
ican Machine & Foundry Co.—and 
in many other corporations—behind 
the new emphasis on exports and 
overseas investment is the need for 
continued growth. It is realized that 
a company must constantly move 
forward in terms of sales and profits 
or inevitably slip behind. The U. S. 
market for any product is not in- 
finite. Finding or developing new 
products is difficult. Expansion in 
international markets is the answer 
to maintaining a growth pattern. 


presented at an interna- 


ng Association meeting in 





THIS NEW SURVEY OF BUYING INFLUENCE PATTERNS MAY 
HELP YOU TO SELL AND ADVERTISE MORE EFFECTIVELY 


In this survey, conducted by McGraw-Hill Research and 
sponsored by PURCHASING WEEK, five functional 
groups— Management, Production, Maintenance, Design 
and Purchasing—were asked to indicate who participated 
in these three phases of the buying transaction: 

1. Specify or Recommend Type 

2. Recommend Manufacturer by Name 

3. Select Manufacturer by Name 
While each respondent was allowed to vote for himself, such 
votes were thrown out in the final tabulation of results. Thus, 
the survey reveals how the other functional groups rate each 
functional group and is not subject to the bias that might 
exist if each respondent’s vote for himself was counted. 

Another unique aspect of the survey relates to the second 

phase of the purchase: Recommend Manufacturer by Name. 
In the case of OEM products (those incorporated in the 
buyer’s end product) the respondent was asked to indicate, 
separately, participants in the first purchase and subsequent 
purchases. The survey reveals some significant deviations 
in buying influence in first and subsequent purchases. 


Results of the survey are now available for the following products: 
Bearings 
Business Machines (Typewriters, 
Calculators, Duplicating and Copying Machines) 
Chemicals for Manufacture 
Cutting Tools (Taps, Dies, Drills) 
Electrical Controls 


AN 


ls > 
@ 
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Note on the study and the ABP Check Points 
for Sound Advertising and Market Research 


The research techniques employed were in accordance 
with the check points developed by the Associated Busi- 
ness Publications with the exception that no check was 
made on the ncn-respondents. In presenting the results, 
sheets have been developed for individual products. 
Therefore, the Questionnaire and detailed numerical 
bases for percentages are not included with the indi- 
vidual sheets. They are, however, available through 
PURCHASING WEEK representatives. 











Electric Wire, Cable, Conduit 

Electronic Components 

Fabricated Parts & Assemblies (Metal, Plastic, Rubber, etc.) 
Fasteners 

Grinding Wheels 

Hoists & Slings 

Industrial Power Trucks, Lift Trucks 

Lamps — Incandescent & Fluorescent 

Metals for Manufacture (Steel, Aluminum, Copper, Brass) 
Motors — Fractional H. P. 

Motors — 1H. P. and Up. 

Office Furniture 

Packaging Materials & Packages 

Pipe, Valves, Fittings 

Plastics for Manufacture 

Power Transmission Equipment (Gears, V-Belts, Sheaves) 
Pumps 

Safety Products 

Shipping Containers (Cartons, Bags, Boxes, Drums) 
Tools, Hand 

Tools, Portable Power 


The PURCHASING WEEK District Representative located 
in your area will be pleased to show you the results of the 
survey for those products in which you are interested. If you 
do not know his name, write: Marketing Services Manager, 
PURCHASING WEEK, McGraw-Hill Publishing Co., Inc., 
330 West 42nd Street, New York 36, N. Y. 


Purchasing Week 


McGRAW-HILL‘S NATIONAL NEWSPAPER OF PURCHASING 
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Wew Safe to Handle Additive Inhibits Rust Formation 
and Surface Darkening in Alkaline Plating Operations 


A NEW DERUSTING com 
pound for alkaline plating 
ines, known as Rustinix 
1s being marketed by Cowles 
Chemical Company 
Principal advan tages 
claimed for the product are 
@ sequestering action 
against rust without attack 
ing metal, plus the added ad 
antage of producing smut 
free surfaces 

Rustinix is packaged in 50 
ib blocks. The block, porous 
for rapid solubility, is con 
tained in an inner wrapper 


of polyethylene so it can be 
handled without gloves. Aft 
er shitting, it may be drop. 
ped into the bath whole, 
wrapper and all. The com- 
pound will disperse into sol. 
ution by its own action, with- 
out stirring. Wrapper is 
removed from the tank 

For more details on Rusti 
nix, write Cowles Chemical 
Co., 7016 Euclid Ave., Cleve 
land 3, Ohio, or use the handy 
Reader Service Card on page 
35 


Write in Number 161 


A PUTMAN PUBLICATION Executive Mogennes Fer industry 





New End Uses For Large Molded Products 


POWDERED POLYETHYL 
ENE, long the dream of plas 
tic product manufacturers 
who have been held back by 
high capital investment and 
products limited to those 
which can be formed on ava 
‘lable extrusion or injection 
equipme: 
made available by three US 
firms 

Spencer Chemical and 
United States Industrial 
Chemical are currently pro- 
ducing powdered polyethy!- 
ene under license with Eu- 
rope machine manufactur- 
ers. Powdered polyethylene 
is difficult to produce since 
heat generated vy grinding 


machinery melts the plastic 
and static electricity makes 
screening difficult’ However 
within the past few years 
several European firms have 
developed efficient processes 
for making finely divided 
polyethylene and have found 
wide markets for the prod. 
uct 

Koppers Company is pro- 
ducing powdered high densi 
ty polyethelene by screening 
the finely divided product 
from its Ziegler process 

At the present time, since 
there is some price differen 
tial for powder, mitial use 
may be small and may not 

Continued on page V2 


McKesson Moves Connecticut Warehouse, Opens Michigan Branch 


McKesson & Robbins, Inc., 
has moved a Connecticut 
warehouse location and has 
also opened a new chemical 
sales branch and warehouse 
in Michigan 

In Connecticut, the facilities 
were changed to Stamford 


from a former location in 
South Norwalk. The new 
sales branch in Michigan is 
located at Saginaw 
McKesson's Chemical De. 
partment distributes over 700 
heavy and fine industrial 
chemicals 


New Emulsifiers for Cutting Oils, Cleaners and Polishes 


THREE NONIONIC emulsi- 
fiers with potential applica 
tions including self-emulsify 
ing oils and insecticide for 
mulations, automobile clean 
ers and polishes, soluble cut 
ting oils, mold lubricants 
have been announced by Pen. 
nsylvania Refining Company 


Called Peglo 9, 12, and 15 
all are esters of selected tall 
oil fatty acids with poiyethy!- 
ene glycols. More informa 
tion may be secured from 
Pennsylvania Refining Co., 
Butler, Pa. or use handy 
Reader Service Card on page 
35 Write in Number 162 








This new, entirely different magazine WHAT’S 
NEW IN CHEMICALS is opening up major 
markets for chemicals ... new markets heretofore 
inaccessible for effective advertising cultivation 


CHEMICAL 
Now—Over 110,000 ‘‘CLosep-Circuit CincuLation” PROCESSIMc 
Blankets All “Chemical Buying Markets” 


CHEMICAL PROCESSING Wuar's NEW in CHEMICALS 
Over 50,000 circulation "in" the Over 60,000 circulation 
chemical processing industries “beyond” the CPI* 


Together, here is the greatest saturation of all chemical buyers in all lines of industry 
—the most effective blanketing possible in any existing publications. 
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“Overcapacity is the Major Problem of the Chemical Industry...” 


—from THE VALUE LINE INVESTMENT SURVEY, August 22, 1960 


Rich New Markets? 


As THe VALUE LINE INVESTMENT SURVEY 
points out, chemicals are working their way 
into many new fields beyond the Chemical 
Processing Industries—synthetic fibres are re- 
placing natural materials—there’s a bright 
future for rocket fuels, and aerosol propellents 
in a myriad of new products. Plastics are find- 
ing uses in the building trades, in machine 
parts, and other fields. 

The non-CPI* lines of industry and busi- 
nesses already buying important quantities of 
chemicals are of wide variety—clothing, chem- 
ical formulators, formula feed manufacturers, 
graphic arts, lumber and wood products, etc., 
etc., etc., etc., etc. 


9 


What Sales $$ Potential 
Accurate total figures are perhaps impossible 
as of now. But best estimates indicate that 
sales are today running in the area of— 
— 5 Billion $$ to 10 Billion $$ direct chemical sales 
— 3 Billion $$ distributor sales 
— hence, a total of 8 Billion $$ to 13 Billion $$ 


Tomorrow? As THE VALUE LINE Invest- 
MENT SuRVEY points out, leaders in chemical 
production are predicting expansions in the 
use of chemicals in many, if not all, of the 
non-CPI* lines. 


A Yo Reaching These Buyers Now? 
Checks show conclusively that no chemical 
processing industry magazine is now reaching 
any sizeable portion of this non-CPI* area 
of industries. 


*non-CPI—Beyond the Chemical Processing Industries 


Actually, the most optimistic guess of the 
best coverage available in any CPI magazine 
would still leave 78.4% of these non-CPI* 
buyers untouched. 

A recent study confirms this. Figures are 
available on request. 

60,000 “Hand-picked 
in These N 


These 60,000 WHat’s NEW 1n CHEMICALS 
readers are actual customers and prospects of 
those who are now selling to these “new, rich 
markets” beyond the CPI. 

And this known-buyers circulation has been 
refined and prepared by the Circulation De- 
partment of Putman Publishing Company. 

The lines covered are indicated in a current 
booklet titled “NEW RICH CHEMICAL 
MARKETS NOW ACCESSIBLE” which is 
available on request. 


Special Editorial Suited 


Wuat’s NEW 1n CHEMICALS devotes its 
editorial content to the subjects of highest 


interest to these specialized buyers in these 
new non-CPI* markets. 

For example—news of new chemicals and their 
specific characteristics and uses— 


— how products can be improved with chemicals 

— better packaging of chemicals, better equipment to 
handle chemicals, services, etc. 

— new applications of long-known chemicals 


Obviously the editorial ranges over a wide 
variety of subjects, including the news of prod- 
ucts and people important in these areas. 


Ask for your copy of the new booklet “NEW RICH 
CHEMICAL MARKETS NOW ACCESSIBLE”, for more 
information write Putman Publishing Company. 





PUTMAN PUBLISHING COMPANY 











Putman Publishing Building, 111 East Delaware Place, Chicago 11, Illinois 


publishers of CHEMICAL PROCESSING e¢ QUEST...for tomorrow 
What’s NEW in CHEMICALS 
FOOD BUSINESS « What’s NEW in plant-engineering EQUIPMENT 


is3uaq “EXECUTIVE MAGAZINE FOR INDUSTRY” 


e FOOD PROCESSING 
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a * tichitcal publicity 


How Outside 
Specialists Help 
Inside Staffs 


Few advertising departments 

are adequately staffed to handle 
every aspect of the publicity need 
That’s where the 

outside specialist comes in! 
Here’s a rundown of 

who does what 

for six of the firms 


that rely upon us: 


Medium-Size Instrument Mfr. 
HWSInc 


& releases 


Engineering articles 


Inside Product news & data 
sheets 


Diversified Chemical Firm 
HWSInc Molding compound 
publicity & data sheets 
Inside Other publicity & data 
sheets 


Large Steel Fabricator 
HWSInc Paper: & articles for 
Eastern engineers 
Inside Papers & articles for 
home-office engineers 


Leading Excavating Equip. Mfr. 
HWSInc Field reports & arti- 
cles based thereon 
Inside - Other technical pub 
licity 


Major Oxygen Producer 


HWSInc — Industrial & medical 
application articles 

Inside Product releases & com 
pany news 


Top Plastics Mfr. 
HWSInc — User-industry edito 
rial relations 
Inside Chemical-industry edito 
rial relations 


Let’s discuss your formula for 1961. 


Harry W. Smith Incorporated 


Technical Snfe wmalion Pru Gian 


NEW YORK 
41 E. 42nd St. (MU 7-5367) 
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Ryerson Steel Photo 


Who knows it’s there? . . Government statisticians may be counting this big bridge 
near Brewerton, N.Y., into their construction figures; then again, they may not. Gov- 
ernment construction statistics have long been a source of confusion and frustration 
to companies in the field. There’s been some improvement, but more is needed. 


WASHINGTON REPORT 





Let’s end government 


statistics confusion 


Every company that uses government statistics in its 


marketing planning (and who doesn’t?) has a stake in 


seeing that those figures are accurate and complete. This 


article points out where government statistics are falling 


down on the job and how marketing men can work to 


bring improvement. . 


By Stanley E. Cohen 

IM Washington Editor 

fey Now is the time for all good 
men to come to the aid of their 
party. And one party that could use 
some aid at the moment is the party 
of dedicated men who are laboring 
to see that the United States gets 
the kinds of statistical information 


which are most needed for market 
planning and analysis. 

This is a one-party crusade, since 
nobody stands up and says he is 
against good statistics. Inertia and 
indifference are the principal ob- 
stacle; and it takes an immense 
amount of effort to overcome them. 

While our government turns out 

Continued on page 166 





IN THE 
BUYING and 
SPECIFYING 
CATEGORIES 


CONSULTING ENGINEERS 


and 


ARCHITECTS ana their 


Engineers 


BUILDING OWNERS’ 
ENGINEERS 


GOVERNMENT, PUBLIC 
UTILITIES, COMMERCIAL, 
INSTITUTIONAL, INDUSTRIAL 


CONTRACTORS’ 
ENGINEERS 


0.E.M. 
DESIGN ENGINEERS 


DELIVERS 
BEST and HIGHEST 
CIRCULATION... 


0 4 


MORE THAN 
NEAREST 
PUBLICATION! 


WRITE FOR LATEST CIRCULATION COMPARISONS 


PUBLISHED BY ri THE INDUSTRIAL PRESS 
2 a% 
\" rim 93 WORTH STREET, NEW YORK 13, N.Y. 
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vast quantities of statistical infor- 
mation, the quality varies. Govern- 
ment statistical programs are get- 
ting better top level supervision 
than ever before, but some agen- 
cies do a better job than others, and 
some individuals are more strongly 
entrenched than they ought to be. 

The result is of direct personal 
importance to the marketer who 
needs to know where customers are 
and what they are doing. Every dol- 
lar squandered on a frivolous or 
sub-standard report is a_ dollar 
which could be used to fill some of 
the obvious gaps in our flow of in- 
formation about business develop- 
ments. 


What's needed . . There is noth- 
ing hush-hush about the fact that 
our system of statistical reports 
needs attenfion. Here are some of 
the most obvious needs: 


® Construction. Until two years 
ago, the government ground out a 
steady flow of construction statistics 
based on shaky samples, and ques- 
tionable projections. Protests from 
conscientious people in and out of 
government finally put a stop to it. 
Now there has been a start toward 
good construction information with 
a new monthly series on housing 
starts. A new quarterly series on 
expenditures for residential main- 
tenance and repair is also in prep- 
aration. Information has been gath- 
ered for the first two quarters of 
1960, and will be released in the 
near future. 

But the renovation of the con- 
struction statistics has a long way 
to go. Budget Bureau experts who 
have been studying the Construc- 
tion Price Index blush. It’s a patch- 
work of projections from a polyglot 
collection of ill-defined source ma- 
terial. Moreover, the series on the 
value of construction put in place 
doesn’t stand up any better. It still 
uses outmoded procedures dating 
back to the 1930s, with the govern- 
ment projecting its report second- 
hand instead of going to the source. 


@ Industrial statistics. Monthly in- 
formation on manufacturers’ sales, 
orders and inventories provide an 
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important business barometer. Be- 
cause of limited sampling, the Cen- 
sus Bureau now provides break- 
downs for only 15 very broad in- 
dustry classifications. For consider- 
ably less than $100,000, it could get 
this vital information for at least 
three times as many industries. 

It’s time, too, for some critical at- 
tention to the monthly, quarterly 
and annual commodity reports. 
There are so many of them, the sit- 
uation gets badly out of focus. In 
the absence of a master plan, there 
are unpardonable gaps. 

Some of the commodity reports 
are the residue of the statistical re- 
porting series which were developed 
for defense production planning in 
World War II. Through a process of 
subtraction, the Census Bureau has 
retained the most essential, but it 
has made relatively little effort to 
add anything new. 

Another big portion of the com- 
modity report series is composed 
of reports which are subsidized or 
partly subsidized by outsiders. These 
are industries where the Census 
Bureau sees no justification for pub- 
lic funds, but someone else is will- 
ing to pay. That’s why you can get 
up-to-date information on farm 
pumps and electric light bulbs, but 
you get nothing on concrete prod- 
ucts, pumps, motors and generators, 
narrow fabrics or prepared animal 
foods. 

In the years since the Census Bu- 
reau planned its commodity series, 
there has been increased need for 
news about developments in such 
fields as electric components, indus- 
trial control devices, instruments, 
switchgear, plastic and synthetic 
rubber products, drugs, medicines 
and other finished chemical prod- 





Smith? | didn’t call on him .. . his 
office isn’t air conditioned. 











ucts. Often, the job can be done by 
a trade association. But in many 
instances, no one is doing anything. 
We need assurance that all the 
essential industries are being ade- 
quately reported, either publicly or 
privately. Census Bureau’s program 
needs to be expanded and reshaped 
to meet the needs of our rapidly 
expanding economy. 


© At the distribution level. Even 
the Census of Business needs atten- 
tion. It still reports retail sales only 
by “kind-of-business.” In a super- 
market age, with scrambled mer- 
chandise lines, this is not particular- 
ly illuminating. 

It’s time to stop quibbling, too, 
about the ritual involved in launch- 
ing the badly needed new weekly 
report on retail sales. It is bogged 
down in an intra-mural dogfight 
over the future of the Federal Re- 
serve Board’s department store 
series. But the two need not be mu- 
tually exclusive to a degree that 
the new national retail series will 
be held up indefinitely. 

Service trades are an uncharted 
area as far as current distribution 
information is concerned. Service 
trade receipts have been growing 
three times as fast as retailing and 
wholesaling; and employment has 
increased twice as fast. While a 
monthly report on service trade re- 
ceipts is long overdue, all we have 
now on this sizable and growing 
sector of the economic system is 
the benchmark information pub- 
lished at five-year intervals from 
the Census of Business. 


What's to be done? . . Until re- 
cently, most of the battling for bet- 
ter government statistics has been 
carried on behind cloistered gov- 
ernment walls. None are more criti- 
cal of bad programming than the 
cadre of government professionals. 
Their probing minds isolate a hun- 
dred possible uses for each new sta- 
tistical dollar. 

But there is a limit to what gov- 
ernment employes can do. It is im- 
prudent to court disputes with sister 
government agencies. It is complete- 
ly disastrous for a civil servant to 
get into a position where he can 
be accused of lobbying. 

In recent years, marketers have 
displayed a greater willingness to 

Continued on page 168 





“How many of 
my products 


in the *4-billion 
electric-utility 
market ?” 


Anyone close to the electric-utility busi- 
ness knows how much this industry spends 
for new facilities. But translating this dol- 
lar volume into immediate sales oppor- 
tunities for specific products has hereto- 
fore been impossible. Now EL&P’s unique 
approach to market research accurately 
pinpoints these opportunities by product 
and territory. 

A second significant research program 
initiated by EL&P measures reader-re- 
sponse of utility management, business 
and technical, to each editorial unit and 
advertisement in each issue researched. 
Findings are based on much larger sam- 
ples than are commonly accepted studies 
and include a valuable job-classification 
feature never before available. 

A third major program involves a still 
further refinement in circulation impos- 
sible to duplicate by any other method 
than that used by EL&P. 

Get full details on these programs from 
your nearest EL&P representative. The 
information he has for you may have an 
important bearing on your own market- 
ing plans. 


CHICAGO—CEntral 6-3690 
CLEVELAND—PRospect 1-0505 
DALLAS—LAkeside 1-1266 
DENVER—KEystone 4-4669 
HOUSTON—JAckson 9-6711 

LOS ANGELES—DUnkirk 7-5391 
NEW YORK—MuUrray Hill 3-8432 
PORTLAND—CApitol 2-5146 

SAN FRANCISCO—EXbrook 7-5377 
SEATTLE—MAin 3-3766 


. »- but, what about the magazine itself ? 


CIRCULATION of EL&P is composed entirely of readers 
utility management says are influential in buying or 
specifying. Practically all of them, when polled annu- 
ally, say they want EL&P and need it in their job 
interests. 


CIRCULATION STABILITY of EL&P is consistent with 
stability of the men in the key positions, a mere nine 
percent change annually. Audited verification exceeds 
95 percent. 


CIRCULATION DUPLICATION over the years by the 
most nearly comparable magazine has never been 
over 50 percent; current analysis shows 47 percent. 


READER RESPONSE through vast number of inquiries, 
reprint orders, answers to questionnaires, comments, 
testimonials, etc. prove that EL&P editors are con- 
sistently providing what’s needed when needed. 


READER ACTION as a result of reading advertising as 
avidly as editorial is just as impressive as any other 
EL&P factor. Millions of dollars of sales annually are 
directly traceable to information obtained from adver- 


tising published in EL&P. 
om = 


The only magazine serving the electric utility industry exclusively! 
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Paperboard Packaging provides the 


wriftership 


that produces the 


readership 


that influences the 


leadership 


among the men who comprise the big 
dynamic paperboard packaging market ! 


@ With business publications, the opposite from general 
media, influence runs contrary to bigness! Deep influence 
and quality are related to content . . . frequently unrelated 
to quantity. Writership has maintained Paperboard 
Packaging’s stature in its giant industry. This means quality 
readership among important prospects . . . the leadership 
which creates today’s and tomorrow’s dynamic 

paperboard market. Readers on the way to 

leadership are a link to the future. 


Paperboard comprises the lion’s share of the Gy: 
great packaging industry. If you 
wish to share in its dynamic 


sowhatirPotors — Paperboard 


Packaging’s “Plan for 


es a Packaging 


PAPERBOARD PACKAGING 
¢63 evo0,000} 


Board Products 
Pe Publishing Co. 
Sitacuacme =. DE \ 228 North LaSalle St. 


2. 800,.000,000) 
- Chicago 1, IIinois 


: ’ au or DEarborn 2-6870 
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WASHINGTON .. 
continued from p. 166 


look out for their own interests in 
the statistical area. In order to get 
results, marketers have learned to 
wage their campaign on three fronts. 

First, they have had to mobilize. 
Too many marketers have been sit- 
ting back for years gratefully ac- 
cepting whatever the government 
chooses to dispense. Like any other 
supplier, government is _ responsi- 
ble to the wishes of its “customers.” 
More marketers have been induced 
to speak out in letters to govern- 
ment agencies, and to participate in 
organizations that are dedicated to 
serious discussion of marketing sta- 
tistics. 

Secondly, they have discovered 
that they must try to make their 
voices heard at the time the gov- 
ernment budget is prepared. Dur- 
ing the budgeting process, which is 
going on right now, there is an op- 
portunity to weed out the useless, 
or insert something new and im- 
portant. The decisions are made be- 
hind closed doors, so the men who 
make these decisions must be re- 
minded that business men want bet- 
ter statistics and are prepared to 
support sensible progress in the 
right direction. 

Finally, they must be ready to 
follow through in Congress. When 
the Budget Bureau recommends im- 
provements in statistical programs, 
marketers have an obligation to 
provide expert testimony in sup- 
port of the proposals. If the Budget 
Bureau fails to recommend im- 
provements, there may be instances 
where marketers will want to ap- 
peal over the head of the budget 
chiefs. 

Progress toward a well-rounded 
statistical program is difficult be- 
cause of our “federated” system of 
statistical reporting. Many differ- 
ent government agencies are in the 
act. While the Budget Bureau is 
supposed to coordinate the work to 
prevent duplication, the job of sort- 
ing out assignments and enforcing 
a single professional standard gets 
knotted up in bureaucratic red tape. 

An even more serious difficulty is 
the lack of free communication be- 
tween the Budget Bureau and the 
users of government statistics, In 





recent years there has been a sin- 
cere effort by the Budget Bureau 
to contact “customers” through such 
organizations as the Advisory Coun- 
cil on Federal Reports and the Sta- 
tistics Users Council. 

So far, however, the relationship 
has not been particularly produc- 
tive. Because the preparation of 
the president’s budget is carried out 
under the most stringent wraps of 
secrecy, the Budget Bureau feels in- 
hibited from sharing its thinking 
with outsiders. Instead of seeking 
ideas at the time the budget is in 
preparation, it makes its decisions, 
and breaks the news when it is too 
late to accept any advice. 


Bureau secrecy hurts .. Until 
the Budget Bureau learns to deal 
forthrightly with the users of sta- 
tistics, nothing that outsiders try to 
do can ever be really effective. The 
Bureau’s inability to discard its 
fetish for secrecy was the single in- 
gredient responsible for the row last 
winter over the introduction of a 
badly needed new program to im- 
prove the government’s reports on 
retail sales. 

Under a plan carefully worked 
out by the budget bureau in con- 
sultation with other government 
agencies, the weekly Federal Re- 
serve Department store figures were 
to be eliminated, and a new, badly 
needed weekly retail sales series 
was to be inaugurated at the De- 
partment of Commerce. 

Department stores, which are the 
source of the figures, and the ma- 
jor users of the reports, were not 
informed until after the decision 
was made. By the time they were 
informed, the only forum left to 
them was the Senate Appropriations 
Committee. 

When they pointed out to senators 
their need for assurance that the 
weekly department stores series 
would be continued in its current 
form, the Budget Bureau had no 
satisfactory rebuttal. As the feud- 
ing continued, the senators sent the 
Budget Bureau officials home— 
with instructions to work out a 
more satisfactory arrangement. 

Almost a year already has been 
lost. Was it in the public interest 
for the Budget Bureau to act with- 
out consulting the users who were 
so deeply involved? ” 


THE A C I 0 N MAGAZINE 


OF METALCASTING 


. the only do-something magazine in depth about 
the technological explosion in metalcasting. 


. exclusive coverage in depth about new 
techniques and processes, research, industry 
trends and news. 


THE M U A T macazine FOR 
eR IREaR 


MANAGEMENT AND PRODUCTION 


. markets and market opportunities are born 
within its pages . . . essential reading for 
progressive managements buying equipment and 
materials for modern operation. 


GET THE FULL FACTS BEFORE YOU BUY! 


. Modern Castings creates marketing opportunities 
because it is the exclusive source of every new technological 
development in the industry. 


. More than 600 authorities of foundry thought and 
technique are called upon as contributors. 

. Management of tomorrow—executives on the way up— 
build their futures on these findings. 


. Modern Castings covers every foundry in the United States 
and Canada, a 61% billion dollar market. 
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New Directions 
in Circulation 
Refinement 


Contractors 
and 
Engineers 





Circulation is a maze of numbers until it is translated 
into individuals and job activity. 

Molding circulation to correlate with the construc- 
tion market’s buying activity is a continual process 
at CONTRACTORS and ENGINEERS. C and E’s consistent 
research studies make available new evidence of 
refined circulation. Check the new June BPA state- 
ment, showing contractor audience by types of work 
and by title. 

Circulation refinement, title selection, and verifi- 
cation delineate CONTRACTORS and ENGINEERS from 
all other publications in the highway and heavy con- 
struction field. Result? A powerful performance rec- 
ord for advertisers! Since advertising goes where it 
brings results, C andE is first in advertising volume 
among the national construction monthlies. 


The Buttenheim Publishing Corporation 
470 Park Avenue South, New York 16, New York 





which ad 
attracted 
more readers? 
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Announcing a revolutionary new air-oil device... greatest 
” advance in ride control since individual wheel suspension! 


Lhe Gabriel 








car, do everything any 
steel helper springs and shocks can do—and much more. 


Golden Gide Losd Absorbers carry cush- 
_ion of air at any riding height the car owner desires. They 
automatically sense » change in the car load, automati- 


by to main- 


fet Wit 
it 
ill 
i 











THE GOLDEN GLIDE SHOCK ABSORBER COMPANY, Cleveland 18, Onic 
Cheess MOTOR AGE © Apel IHD v 





Two-Color vs. black-and-white 


Ggép Both the Gabriel and Golden Glide companies are “announcing 
a revolutionary new load-absorber.” These advertisements appeared 
in a recent issue of Motor Age. The Golden Glide ad uses a second 
color while the Gabriel ad is in black and white. Which ad attracted 
more readers? See page 172. 
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RESULTS 
build 
SUCCESS! 





TEN YEAR COMPARATIVE 
ADVERTISING RECORD 
PRODUCTS FINISHING#@/7 


at 


oo \ 
e BOOK Bé \ 
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PAGES OF ADVERTISING 














in the 
“finishes-on-metal”’ field 


ey mele teres a 
finishing 
leads all competitors 
in advertising volume! 


BIGGEST CIRCULATION 22,800 
LOWEST COST just $10.95 per thousand! 


No publication in the metal-finishing field 
offers the values or the results you get from 
PRODUCTS FINISHING. The combination of 
PRODUCTS FINISHING and the annual 
Products Finishing DIRECTORY, gives your ad- 
vertising hard-hitting impact, deep penetra- 
tion and wide coverage. 


MONTHLY 


: . more circulation 
in plating PLUS more 
circulation in painting 
AND the lowest cost 
per thousand. 


ANNUALLY 


. the only buyer's 
guide to the finishing 
field . . . your ad is 
exposed to buyers 12 
full months! 


PRODUCTS 
FINISHING 


Cincinnati 2 


[=I 


431 Main St re) tt 
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“y 
ky which ad 


attracted 
more readers? 


= The yellow second color used in 
the Golden Glide ad enhanced the 
product’s “golden” aspect and the 
bolder headline gave more promi- 
nence to the announcement. Daniel 
Starch & Staff, Mamaroneck, N.Y., 
which evaluated the two ads, sug- 
gests that both of these devices, plus 
the larger illustration, helped attract 
more attention to the ad. It received 
a 31% “noted” and a 13% 
“read most” score. 


score 


ANNOUNCING 
Toasted eal 


Below is 

the answer 

to the problem 
on page 171 





WY 


Although the Gabriel ad was pre- 
dominantly copy, it obtained a 
“noted” score of 23%. It is especially 
interesting to note that the “read 
most” score of 11% is very close to 
the Golden Glide ad score, which 
shows that prospects were interested 
in reading the text, even though it 
appeared to be quite lengthy. 

The scores, as reported by the 
Starch organization, are shown in 
the tables below: 


GOLDEN GLIDE CO. 
Seen- Read 
Noted Most 


Assoc. 





% of Readers 


Cost Ratios 


31 29 13 


207 





GABRIEL CO. 
Seen- 
Noted Assoc. 





% of Readers 23 21 


Cost Ratios 


© Noted eno 
readers who, when interv 
remembered having seen 
t they 
f the pr 


Oo Seen-Associated denotes 
h 


cent 


of readers who said they remember 
seeing the ad and associated it witl 
name of the pr 


advertiser 


R) Read Most denotes the per 
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Cost Ratio tells the relationship be- 


tween the cost per hundred readers (who 


ted’ for example) for a specific ad and 


ding median average cost 
“Noted” 


would 


the same issue. A 
for example, 


stopped” 75% more 
lar than par for the issue, 
and representing the me 
cost. Thus a cost ratio 


ve average; below 100 





IN BRIDGE CONSTRUCTION... 


ii i i Hand in hand with the accelerated highway 
civil Engineers turn plans into program has grown the need for more and 


better bridges ...using large quantities of 


& 
traditional construction products... creating 
markets for new materials and equipment. 


From massive suspension spans to ordinary 


Civil Engineering turns advertising highway overpasses, the men responsible for 


a bridge design, construction and maintenance 
in to — from start to finish —are civil engineers. 


Throughout the construction industry, civil 

S a ra S engineers are the key purchase and speci- 
S fication influences. CIVIL ENGINEERING 

delivers your quality audience...45,000 

strong. For advertising that pays off, in sales, 


tell your product story in The Magazine of 
Engineered Construction. 


CIVIL @ 
ENGINEERING 


33 West 39th Street, New York 18, N. Y. 
The American Society of Civil Engineers 
CIVIL ENGINEERING ALSO COVERS CONSTRUCTION OF: 
airports, buildings, dams, highways, industrial plants, 


military sites, pipelines, river and harbor facilities, 
water supply works and waste treatment plants. 
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The natural gas business is a three- 
stage operation — (1) production 
at the wellhead; (2) cross-country 
transmission; and (3) distribution 
to commercial and residential con- 
sumers. 


The third stage — gas distribution 
— begins at the city gate where 
gas is looplined from big diameter 
high-pressure lines to smaller di- 
ameter low-pressure equipment. 
This is a distinctly separate 1.139- 
billion dollar market for specialized 
products and services — too big to 
share specific editorial and adver- 
tising bait with horizontal “gas 
industry” books. 

American Gas Journal goes straight 
down the line for the pure distribu- 
tion audience —and they like it! 
(Proof? Ask for a copy of “Reader’s 
Choice” survey.) 


American 


THE PETROLEUM ENGINEER PUBLISHING CO 
800 DAVIS BUILDING ® DALLAS 


174 © Gey © October 1960 





| 
| 
| 
| 
| 


PROBLEMS 


IN INDUSTRIAL 
MARKETING 


‘Re-order cards’ — how to use 
them .. how valuable are they? 


© I have been asked to investigate 
the possibility of using a ‘reminder 
to re-order card or sheet, which 
we could include in shipments of 
our industrial and office photocopy 
products. Being completely unfa- 
miliar with this type of thing, I 
thought perhaps you could give me 
some background data. Could you 
tell me whether other manufac- 
turers or distributors selling to in- 
dustry use such devices, what the 
best format is and how successful 
such cards or sheets are in getting 
response from customers?”—Walter 
H. Jacobs, sales promotion man- 
ager, Peerless Photo Products, 


Shoreham, N.Y. 


fey Our “Problems” panel mem- 
bers feel that re-order forms or 
cards can be valuable for use in 
connection with “standard” prod- 
ucts, subject to routine re-ordering, 
but they do not apply so well for 
custom-built or specially-engi- 
neered products. 

The panel was made up of in- 
dustrial admen, sales promotion 
distributors and one office 
manager. 


men, 


Consensus . . The panel’s opin- 
ions were best summed up by Wil- 
liam G. Cleaves, advertising man- 
ager, Hayes Pump & Machinery Co., 
Somerville, Mass., who said his 
company does not use re-order 
cards because “the products which 
we distribute—industrial pumps 
and compressors—are nearly always 
engineered for a specific applica- 
tion rather than being items of 
broad general usage which allow 
ordering and stocking in quantity 
and for which an average rate of 
usage can be determined. 


“Mr. Jacob’s products—photo- 
copy supplies—do, however, fit this 
latter description, and we would 
think that a ‘reminder to re-order’ 
card could increase sales or, at least, 
allow a larger percentage of sales 
to be handled on a routine (least 
expensive) rather than rush (most 
expensive) basis. His customers, of 
course, would also benefit from 
lower purchasing costs and an ade- 
quate supply always on hand.” 


"Very valuable’ .. Bearing out 
Mr. Cleaves’ opinion on the value 
of re-order cards was W. F. Chase 
of Bearing Service Co., Pittsburgh, 
who had this to say: 

“We feel that our ‘re-order’ 
forms are very valuable to us. We 
sell our products, ball and roller 
bearings, direct to mills and manu- 
facturing plants. Most have quite 
orderly storerooms in which main- 
tenance items such as ours are 
stored. 

“On the outside of each bearing 
carton, on what would be the front 
when placed on the shelf, we paste 
a label (see cut). The bearing num- 
ber, which is necessary in order to 

Continued on page 176 


Bearing Service COMPANY 
PITTSBURGH 13. PA 
REORDER AS 


NH-318 (RY-390-B) 
COMM, END 


Re-order label . . Bearing Service Co.’s 
re-order device takes the form of a label 
on product packages. They’ve been 
highly effective in getting customers to 
re-order. 





BETTER METALS is the guiding purpose of the 32,000 technical 
management readers of Metal Progress. Heat treating of rocket 
cases (above) is but one of their many metalworking interests 
The unmatched editorial of Metal Progress gives its readers full 
exposure on the technical aspects of metalworking—metals, ma- 
terials, parts, processes and equipment. Unique in its field, Metal 
Progress is the magazine to use to sell an engineered product to 
the metal industry. 


METAL PROGRESS 


THE MERICAN SOCIETY FOR METALS 
METALS PARK * NOVELTY, OHIO 





“BIBLE OF THE INDUSTRY” 


Through long and often somewhat 
presumptuous usage, this tired old 
tag has been applied to a long and 
oddly-assorted list of business 
papers. Obviously, it's supposed to 
imply authority and prestige, as the 
one-and-only indispensable refer 
ence work with the highest reader 
interest in its field 

Here at Miller Freeman, we'd 
never go so far as to say that any 
of our publications or their special 
issues are “indispensable” to any- 
body (except us, maybe). However, 
we do have a pretty good track 
record, something we know for the 
good reason that our readers and 
advertisers tell us. 

We know, for instance, that the 
World Review Numbers of Pulp & 
Paper and Pulp & Paper Interna- 
tional get long hard use. The same 
goes for our Timberman and 
Lumberman special issues, and our 
annual Handbook & Directory of 
the Forest Industries, and others, 
which earn their keeping all over 
the country. 

We feel that these references are 
an important MFP service; useful, 
authoritative guides to better busi 
ness through better knowledge 
Next time you're wrapping up a 
schedule for any of our markets, 
spot some insertions in these issues 
as part of your program. You'll be 
in good company 


MEASURED TO MARKET 
Coverage-Content-Cost 
PULP & PAPER + PULP & PAPER 
INTERNATIONAL + CONSTRUCTION 
WORLD + THE LUMBERMAN «+ THE 
TIMBERMAN + MINING WORLD + 
WORLD MINING «+ CLEANING and 
LAUNDRY AGE «+ SEA & Pacific 
Motor Boat * PACIFIC FISHERMAN 
* PACIFIC WORK BOAT «+ PACIFIC 
LAUNDRY & CLEANING JOURNAL 
* WESTERN BUILDING - 
WESTERN BAKER 


MILLER FREEMAN PUBLICATIONS 


Son Francisco * New York * Chicago 
* Seattle * Cleveland * Vancouver 
B.C. * los Angeles * Atlanta °« 
Portland, Ore. * London, England « 
Cologne, W. Germany 
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PROBLEMS... 


continued from p. 174 


re-order, is printed in the white 
space on the label from an Aa- 
dressograph plate. 

“Proof of the effectiveness of th‘s 
marking has been forcefully called to 
our attention at least twice when 
someone accidentally put the wrong 
number on the label. Further proof 
comes quite often when the label 
is torn from the carton and at- 
tached to the customer’s purchase 
order. 

“We think this is a very economi- 
cal method of getting at least a 
share of repeat business.” 

There’s evidence that re-order 
cards are valuable from the cus- 
tomer’s standpoint, too. David Stein, 
office manager at S. Posner & Sons, 
Brooklyn, N.Y., paper distributor, 
said his company does not itself use 
re-order cards. “But,” he added, I 
have had some experience in using 
such forms in my own purchasing. I 
have found them helpful in keeping 
ample supplies on hand, and _ be- 
cause of these reminders, it has 
been a rare instance indeed where 
we have run out of a necessary 


supply item.” 


Uses booklet . . Appleton Electric 
Co., Chicago, has too broad a line 
for it to develop a re-order form 
that will suit-all its distributors, ac- 
cording to advertising and sales pro- 
motion manager W. C. Wineberg. 
But it does use inventory order 
forms sent out in booklet form to 
distributors. 

These forms permit a distributor 
to keep a record of his stock on 
hand, products purchased from Ap- 
pleton because of back orders or 
requests on his part. The booklets 
have been designed to take care of 
distributors for one year, with 
space on the forms for an inventory 
every three months. 

Three facts conspire to make the 

re-order card system of question- 
able use to American Hospital Sup- 
ply Corp., Evanston, Ili., according 
to James P. Ince, director of ad- 
vertising: 
1. Most hospitals use a perpetual- 
inventory system to maintain stocks 
of vital supplies at minimum levels. 
This precludes the loose procedure 
of depending on re-order cards. 





APPLETON ELECTRIC COMPANY 


INVENTORY.ORDER FORM 
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Re-order booklet . . This is one of 30 
pages in Appleton Electric Co.’s inven- 
tory order form booklet, which dis- 
tributors use to keep tab on stock so 
they’Il know when to re-order. 


2. In many hospitals, the AHS sales- 
man has a continuing function of 
maintaining stocks at proper levels. 
He writes up his orders as he walks 
between the rows of shelves. 

3. Many hospital stock maintenance 
people keep “want books” and for- 
ward their requirements regularly 
to the purchasing agent. 

Where similar procedures exist in 
the stock-maintenance systems of 
customers, the use of re-order cards 
is probably superfluous. 

A final word of advice on re-or- 
der cards comes from Robert Raine, 
manager of advertising and sales 
promotion at the J. B. Ford Div. of 
Wyandotte Chemicals Corp., Wyan- 
dotte, Mich. Says Mr. Raine: 

“We have used such forms a num- 
ber of times with varying degrees 
of success. My own opinion is that 
the use of such material is so eco- 
nomical as contrasted to most forms 
of selling endeavor that I would 
certainly think the use of such ma- 
terial well worth a trial. Not know- 
ing Mr. Jacobs’ specific sales prob- 
lems, it is impossible to give a 
specific suggestion as to how such 
material could be used. Of course, 
the usual rules apply—that it should 
be simple, easy to understand, as 
inviting to reply to as possible, etc. 

“The best suggestion I could make 
is to try it, being as critical as pos- 
sible of the way you will handle it 
before getting under way.” a 











: The good pressure p 


growth and health of the world FORUM 
reports and speaks for: the world of Big 
Building, and the $670 billion building 
boom that that world knows is coming 
in the Sixties. 


61,000 over 51,000: a rise in pressure 
that makes FORUM feel robust and 
young. 

For a magazine’s circulation is the life 
force that spells growth, and in the last 
three years, FORUM’s has climbed 
steadily and easily, with never a skip or 
a drop to this new high of 61,000. 


Which is not so surprising in view of the 


Architectural Forum the magazine of building 


FORUM 


published by Time Inc 
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The Superior Tube Company marketing team 


“Business papers lead 


The company known as ““The big name in small tubing” has earned this reputa- 
tion in the short space of 26 years. Superior Tube Company, Norristown, Pa., 
started in business in 1934, manufacturing needle tubing and cathodes for vacuum 
tubes. Its marketing and selling techniques were relatively simple. Today, with 10 
major markets for its greatly expanded product line, Superior Tube’s complex 
marketing strategy is mapped by a 4-man team. A total of 19 business publica- 
tions, carefully screened for specific market coverage and quality inquiry produc- 
tion, are on the company’s advertising schedule. Markets include electronics, 
instrument, transportation, machinery, electrical, fabricated metal products, mis- 
cellaneous manufacturing, ordnance, primary metals and chemical. Excerpts from 
a recent Chilton interview with the Superior Tube Company marketing team are 
presented on the next page. 


Syocrir Jade 
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talks to Chilton... 


the technical explosion” 














Paul E. Kelly, Vice President and 

Treasurer: ‘‘The only way we can 
cover the tremendous number of sales 
outlets which we must reach is by adver- 
tising regularly in business magazines. 
To introduce a new product in any other 
way would be extremely costly and would 
take months to accomplish. Without a 
doubt, business papers are the leading 
disseminators of technical information in 
every one of our markets.”’ 


Henry B. Brown, Jr., General 

Manager of Sales: ‘‘We analyze 
and select each business magazine on 
our schedule by its SIC coverage because 
our marketing plans are based on this 
type of market breakdown. Other con- 
siderations are the historical pattern of 
our sales ina given market, market fore- 
casts by business papers, the quantity 
and quality of inquiries produced by the 
magazine and current interest exhibited 
in the magazine’s market by other 
industries.” 


Donald W. Titlow, Director of 
Marketing Services and Adver- 
tising: ‘‘The sales inquiries we receive as 
a result of business paper advertising are 
helpful in checking out the exact applica- 
tions for new products. We often ques- 


The 18 business magazines published by Chilton Company have earned 
the respect of more than 600,000 subscribers through their editorial 
excellence and quality-controlled circulation. These outstanding publi- 
cations now offer you marketing, advertising, selling and research help 
through Chilton’s Marketing Assistance Program (M-A-P). The specific 
marketing aids available through each publication are described in 
detail in a new 44-page booklet, ‘‘A Guide to Chilton’s M-A-P.” 


Write for a copy today. 


tionnaire everyone who inquires about a 
product to learn its potential by market, 
applications and even companies. This 
information is valuable to us, our own 
salesmen and our distributor salesmen.” 


William S. Butler, Assistant Man- 

ager of Advertising: ‘‘Business pa- 
pers lead the technical explosion. Without 
them, we would probably still be experi- 
encing the creeping technological ad- 
vances typical of a few decades ago. 
Through the business press, people learn 
about developments overnight, and they 
are spread throughout industry immedi- 
ately. One of our field specialists tells us 
he has never called on a company that 
hasn't heard of Superior Tube. It has to 
be business papers that are keeping our 
name well known nationally.” 


CHILTON PUBLICATIONS 


Chilton Company, Chestnut and 56th Streets, Philadelphia 39, Pennsylvania 


Aircraft & Missiles + Automotive Industries « 


GaP 


Boot & Shoe Recorder « Butane-Propane News + Commercial Car Journal » Department Store Economist 


Distribution Age +» Electronic Industries » Food Engineering » Gas + Hardware Age » Hardware World + The Iron Age « Jewelers’ Circular- Keystone 


Motor Age « Optical Journal + Product Design & Development + The Spectator « 


Chilton Research Services « 


Business, Technical and Educational Books 
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the virtues of 
regional publishing 


are exemplified by the sucess of Sunset and 


Progressive Farmer in their fields 


IN THE BUSINESS MAGAZINE FIELD the virtues of re- 
gional publishing are exemplified by the W.R.C. Smith 
Publications that serve the South and Southwest. Edi- 
torial concentration on the interests, problems and per- 
sonalities of this region assures uncommonly high interest 


from readers—more than 125,000 of them each month. 


W.R.C. Smith 

Over 1,200 advertisers use the W.R.C. Smith Publi- Publications 
cations. Let the strength of these magazines and their : 
Serving the 
responsive readership serve you, too, in this rewarding South and Southwest 
market where rapid industrial expansion is resulting in 


. “—— - 806 PEACHTREE STREET, N.E., 
an increased standard of living and purchasing power. ATLANTA 8, GEORGIA 


Let a representative tell you how these successful magazines can help speed your sales expansion in the nation’s great growth market. 
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SPI SALES PROMOTION IDEAS 


Chosen best ‘‘idea-of-the-Month’’ 


for October are Emerson Electric's 


Roman-striped mailers (left) 


that spread the word of awards received 


with both modesty and good taste. 


Emerson mailers merchandise 


awards in modest manner 


ig Manufacturers who win awards 
from media, printers, paper com- 
panies, etc., usually find themselves 
in much the same spot as the prize 
athlete or livestock breeder with a 
blue ribbon or loving cup on his 
hands. Modesty and good taste keep 
them from waving these awards un- 
der the noses of distributors and 
customers and crying, “Look what 
we won!” As a result, the award 
may get no more promotion than a 
framed spot on some _ vice-presi- 
dent’s wall. 

At Emerson Electric Mfg. Co., St. 
Louis, the merchandise sales man- 
ager, Dick Loynd, and builder prod- 
ucts sales promotion manager, Bob 
MacCloy, decided that such awards 
should be aired—but tactfully. These 
two felt that, so treated, an award 
would build prestige for a company 
and sales for its products. 

This theory was borne out when 


the Emerson-Pryne Co., a subsidi- 
ary of Emerson Electric, received a 
“Top 15” new product award from 
Building Products magazine for the 
development of a new retractable 
range hood. The award presented a 
perfect point-of-departure for a 
promotional push on this new prod- 
uct, to follow up a recently-com- 
pleted introductory campaign. 


Modest bow . . To merchandise the 
award while avoiding the offensive 
“brag and boast” approach, a color- 
ful mailer was devised with the copy 
line: “Pardon us for taking a bow, 
but . . . other people like our idea, 
too.” A cartoon character on the 
blue-and-green striped cover was 
bowing low, eyes modestly down- 
cast and arm gesturing outward. 
Inside, the award was reproduced, 
and the rest of the mailer talked 
about the product. A reply card was 


also attached. The mailer was sent 
to over 50,000 contractors, builders 
and architects, and quantities were 
made available free of charge to 
Emerson Electric distributors. Al- 
most 3,500 reply cards were re- 
turned. 

“We were so delighted with this 
result that when our Emerson-Im- 
perial Lighting subsidiary received 
a Grand National First Award from 
the Mead Paper Co. for its catalog, 
we thought we would try the same 
approach again,” said Mr. MacCloy. 

This time the copy line read, “Par- 
don us for taking another bow, but 
. .. people keep giving us awards.” 
The same general format was used, 
so the mailers looked related, yet 
different. The stripes were horizon- 
tal instead of vertical, were of red- 
and-orange hues instead of blue- 
and-green, and the little character 
taking a bow was not quite so bash- 

Continued on page 184 
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-.-.a chemical plant takes shape first in the mind of a man 


The chemical industry pays this man well to think, to create, to 
design. He is the man in Design, Development and Research . . . the 
technical management man, who controls the growth of a plant from 
conception through production. 


His job is two-fold. He creates and designs new processes, and he 
improves the operation of existing processes. He works with chemicals, 
equipment, instruments and services. These are the tools with which 
he redraws the face of the chemical industry. His interest is the product. 
Your product. What makes it better. How it can be applied. 


For you, the manufacturer, this is the critical time. From his knowledge 
of these products, he develops the processes of the industry. 


The man in Design, Development and Research reads I/EC because it 
gives him the latest techniques in processing technology. It is complete, 
practical, specific, thought provoking. A magazine of ideas for a man 
who lives in a world of ideas. 


Does your marketing program cover Design, Development and Research? 
Does the technical director know about your products? The process 
engineer? The research manager? Remember, if he bree i 
doesn’t, he can not put it in a plant or a process. THE 


CRITICAL 
Ask your 1/EC representative, or write directly ., TIME 


for a copy of “The Critical Time’’—a five-year ' 
analysis of Design, Development and Research 


and the technical management men who control it. —_stsion-eevecormenr- ano aeseanen 


LEC 





An American Chemical Society Publication 


Advertising Management: Reinhold Publishing Corporation 
430 Park Avenue, New York 22 





To clearly 
define your 
advertising 


objectives... 











your agency 


must 
dig deep! 


Time and again, advertising programs 
founder because the objective is not clearly 
defined. Obvious? Perhaps . . . but none- 
theless true. There is an irresistible temp- 
tation to “‘get on with the ads” before 
thinking the problem through. 


The Fensholt Advertising Agency digs 
deep into your sales situation . . . to find 
out what your selling problem is . . . and 
precisely what your advertising is trying 
to accomplish. Only when these objec- 
tives are clearly defined will we propose 
an advertising and sales promotional pro- 
gram. That’s one of the reasons our clients’ 
advertising has been so consistently 
effective. 


May we tell you more? 


ensholt 
Advertising Agency 


360 North Michigan Avenue 
Chicago 1], Illinois 


the 
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MacCloy is October winner 


® Robert D. MacCloy . . the October win- 

ner of IM’s “Idea Man" trophy joined 

Emerson Electric in St. Louis as sales pro- 

motion manager, 
about a year ago. He has spent all six years since graduating from 
the University of Buffalo in the advertising field, getting his initial 
training with GE's Apparatus Sales Division Advertising and Sales 
Promotion Department in Schenectady. Prior to joining Emerson he 
worked as copywriter with Fuller & Smith & Ross, Pittsburgh, on 
the Alcoa and Westinghouse accounts. 


builder products, just 








- - Continued from p. 181 


ful—this time he was shown looking 
up with a big grin on his face. As 
before, the pictured the 
award received, and then discussed 
the catalog and its value in selling 
Imperial Lighting fixtures. A reply 
card requesting either a free copy 
of the award-winning catalog, or a 
salesman’s call, was included. 


mailer 


Catalog champ .. Inside copy bills 
the lighting catalog as “the National 
Catalog Champion, geared to make 


Sor 


you a winner in 1960.” Then it goes 
on to explain the four points that 
made the catalog a top award win- 
ner, and thus a welcome asset to 
sellers of lighting fixtures. Copy on 
the reply card portion of the mail- 
er: “Send in the card today for your 
copy of this handsome, award-win- 
ning Imperial catalog—the catalog 
that commands attention instantly, 
makes sales fast.” 

“This mailer was offered only to 
distributors for their use, because 
in the lighting business the distribu- 
tor generally knows his customers 
and prospects as well as we do,” 


Apo.ogy S.rings aiong.. 1g narrow 
gatefold mailers shown at top of page 181. Front folder shows inside of first mailer, 
with copy explaining ‘’. . Other people like our idea, too,’’ a contrived but clever excuse 
to dwell on the product award, leading naturally into reasons for product superiority 
which merited the honor. Second folder (behind) follows up the cover apology, ‘Pardon 
us for taking another bow, but’’ with ” 


Reasons tor “‘taking a bow’ are spetted vn 


. People keep giving us awards.’’ Similar 
treatment is given award-winning lighting-fixture catalog. 





says Mr. Loynd. “Orders are still 
coming in, but to date, over 40 dis- 
tributors have used over 20,000 
copies of this mailer. Since the reply 
cards go direct to the distributor, 
we have no way of knowing exactly 
what returns they are getting, but a 
spot check shows 5% is average.” 

Comments from customers and 
distributors have poured in con- 
gratulating Emerson both on win- 
ning the awards and in adapting 
them into such effective sales tools. 
Layout and finished art for both 
mailers was furnished by Obata & 
Associates, St. Louis. 

Mr. MacCloy sums up the success- 
ful project this way: “Any time you 
get an award—no matter who it’s 
from—you’ve done something to de- 
serve it. Therefore, it’s a crime not 
to merchandise your accomplish- 
ment—provided you can find a way 
to do it that will spare you blushes.” 


CONSUMER APPROACH 





Spectacular tests 
sell hard-to-sell 
industrial product 


T. B. Fenzel, of Westinghouse’s 
apparatus advertising department, 
decided to resort to the spectacular 
in promoting a rather unspectacular 
product. True, the product, a mate- 
rial called Super Coilife, was every 
bit as good a motor-insulating mate- 
rial as laboratory tests indicated, be- 
ing impervious to moisture, acid, 
alkali, oil and dirt—all common 
“killers” of conventional insulations. 
But lab reports make dull reading, 
so Mr. Fenzel decided to spark cus- 
tomer interest by submitting a re- 
wound motor encapsulated with Su- 
per Coilife to some drastic torture 
tests. Then he planned to merchan- 
dise the results. 

Accordingly, he planned the first 
“spectacular” around an event con- 
nected with the 200th anniversary 
of the city of Pittsburgh—the bring- 
ing of an old river showboat, the 
“Sprague,” up the Mississippi and 
Ohio rivers from Vicksburg, Miss., 
to Pittsburgh. Mr. Fenzel arranged 
to have a Super Coilife-coated motor 
attached to the showboat at the be- 
ginning of its voyage, and pulled 
underwater all the way. 

The resulting 532 hours and 1,500 

Continued on page 188 








AWNED 
[MpACT... 


Gardner Displays’ concept of PLANNED IMPACT exhibit service provides 


better exhibits for less money! By developing a complete program— 

taking into consideration your schedule, your objectives and your budget— 
Gardner can integrate all of your exhibiting for smooth, efficient showings to the 
greatest potential audience at the least expense. Often parts of an exhibit 
planned tor a major trade show can be used for single, complete displays 

at smaller shows, or regrouped for larger displays . . . with considerable savings. 
Gardner also can stage sales meetings and work closely with your exhibit 
personnel in planning your merchandising and promotion programs. 

Whether you need a single display or a PLANNED IMPACT program, 

remember: the most effective exhibit starts with Gardner Displays! 


GARDNER DISPLAYS 


“FIRST NAME IN EXHIBIT SERVICES” 


PITTSBURGH 13, PA. CHICAGO 8, ILL. 
477 Melwood Ave. « MAyflower 1-9443 1937 W. Hastings St. « TAylor 9-6600 


DETROIT, MICH. NEW YORK 17, N.Y. 
Box 142, Birmingham, Mich. * Lincoln 4-2030 41 East 42nd St. ¢ MUrrayhill 7-2621 


PHILADELPHIA 10, PA. 
830 Land Title Bidg. « LOcust 8-5395 
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Behind the miracles of chemistry 


lies the technology of energy-systems engineering — 
the specialized skills that supply 

the many forms of energy 

on which critical processes depend... 


THIS IS 


Energy-Systems Engineering 


From chemicals to metal fabrication — 
throughout every major U.S. industry 
the men who design and construct, 


manage and maintain the interrelated networks 





that power production 
and provide the required plant climate 
keep abreast of their fast-moving profession 


through the pages of POWER. 


the magazine of energy-systems engineering 


ABC + A McGRAW-HILL PUBLICATION + ABP 
330 WEST 42nd STREET, NEW YORK 36,N. Y. 
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Here's Proof of Longer Motor Life 
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mail this ; 

postage-free } 

card today! 
River test . . Results of the Super Coilife 
motor’s trip from Vicksburg to Pittsburgh 
towed by an old river showboot were 
merchandised in this mailer. Reply por- 
tion is keyed numerically to regional of- 
fices for follow-up 


miles underwater made an excel- 
lent testimonial to the merits of the 
new product, especially when sup- 
plemented by pictures of the motor 
being pulled out of the water—a 
story which was’ merchandised 
through both advertising and direct 
mail promotion. 


Some 35,000 customers and pros- 
pects were sent mailers which in- 
cluded return postcards keyed to 
Westinghouse regional sales offices 
for immediate follow-up. An ad 
based on the Sprague test ran in 
the company’s quarterly product 
publication, “Maintenance News,” 
which went out to 36,000 more pros- 
pects. In addition, the river-going 
motor was exhibited at two national 
shows and a new Westinghouse re- 
pair plant opening, where it drew 
many questions and a great deal of 
interest. 

The second test was even more 
dramatic than the first. In June, 
1959, the same motor that had come 
up the rivers was put into Great Salt 
Lake for a 99-day endurance test, 
and came out triumphant over the 
brine. 

Pictures and story of this second 
torture test were merchandised in 
much the same manner as the first 
test, with additional ads in trade 
media. The motor again starred in 
a national show—the Plant Mainte- 
nance Show, in January of this year, 
and 2,000 copies of the company 
quarterly containing the Salt Lake 
ad were distributed at the show. 

Did this consumer-type of promo- 
tion pay off for a strictly industrial 
product? Evidently it did. For one 
thing, several thousand inquiries re- 
sulted from these efforts. And, dur- 


ing 1959, the sales goal was exceeded 
by 400%. Inquiry follow-up by 
salesmen in many cases resulted in 
product sales then and there, and in 
two isolated cases, motor repair 
work was received directly as a re- 
sult of the promotions, without a 
salesman ever having called. 

Mr. Fenzel believes that such a 
large number of customer doors 
could only have been opened to such 
a passive product as premium motor 
repair insulation by appealing to the 
emotions in a dramatic or sensa- 
tional way. 


Sales meeting-by-mail 
will train, challenge 2,000 


Some 2,000 salesmen of the Hol- 
laender Mfg. Co. are participating 
in the company’s first national sales 
meeting without moving out of their 
easy chairs this year. 

The meeting, complete with wel- 
coming speeches, sales training, and 
awards for outstanding performance, 
began in June and is being carried 
on by mail. Earl Stafford, sales man- 
ager of the pipe-fitting manufac- 
turer, explains: “We aren’t a large 
company, and we couldn’t afford a 
general sales meeting which would 
include everybody. Many salesmen 
outside the Midwest probably 
couldn’t get here anyway. The way 
we're doing it, everyone has a 

Continued on page 192 





MOBILE SALES OFFICE PROVIDES INFORMATION & RELAXATION 


. The compact but comfortable interior of the 
“Volksmobile’’ is equipped with coffee maker, refrigerator and 
a small bar, in addition to a slide projector and the built-in 
literature rack shown above. Radermacher thus has prospect's 
full attention during welcome respite from the elements. 


Step into my office . . John Radermacher, who sells J. |. Case Inside story . 
Industrial tractors, and equipment for Engine Power, Inc., Mil- 
waukee, has converted this Volkswagen ‘Camper’ into a mo- 
bile office. He meets contractors on the job, inviting them in to 


discuss the latest tractor and equipment information. 
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WHEN 
ADDING 
UP 


S A a 3 S In the fast-paced heating, refrigerating, air-conditioning 


p R 0 S p a C T S and ventilating industries ...where new products, 
eee processes and engineering techniques are constantly being 
developed... engineers hold the pivotal positions of authority. 
C 0 U N T By virtue of their unique role in the design and development 
of everything from original equipment to complete 
T 4 E ME N systems, engineers must specify and buy all kinds 
of materials, components, equipment and services. 


Always the editorial leader of the field... in the vanguard 
WH Q with latest technical information and industry news... 
the ASHRAE JOURNAL provides an exclusive service 
C 0 U N T for engineers—the ‘‘men who count the most”’ in 
air-conditioning, heating, refrigerating 
and ventilating. 
T 4 E MO S T ASHRAE JOURNAL circulation is 
19,768... concentrated 
in these key areas: consulting engineers 
and architects, contractors, original equipment 
manufacturers. This top quality coverage 
of engineer-executives— men educated 
and trained to specify and buy—gives 
advertising the kind of exposure and impact 
that will build sales for your 
product. Be sure to schedule your 





advertising message in the 


ASHRAE JOURNAL 


Published by the American Society of Heating, 
Refrigerating and Air-Conditioning Engineers 


62 Worth Street, New York 13, N.Y. 


a 


(at) 


THE ASHRAE GUIDE AND DATA BOOK... #1 reference source in heating, refrigerating, air-conditioning, 
ventilating... combines all the most up-to-date technical data and product information in one comprehensive volume. 
Total distribution of 30,000 copies reaches top-level engineers, architects, contractors and government Officials... 
makes your advertising dollars work harder. Closing date for the 1961 GUIDE AND DATA BOOK is October 15, 1960. 
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says C. H. CADWALLADER 
Advertising Manager 

Toledo Scale 

Division of Toledo Scale Corp. 


“Industrial Marketing does an excellent job of pro- 
viding background for industrial advertising and 
sales. I find that the articles very often anticipate 
the types of information and comment that will have 
direct bearing on projects being planned. IM has been 
regular reading for me for many years, and it is sub- 


sequently circulated in our department.” 


Mr. Cadwallader is another fine example of long- 
standing service to a single company. Associated 
with Toledo Scale for thirty years, he has been ad- 
vertising manager for the past twelve years. Mr. 
Cadwallader holds a B.Sc. in Marketing from Ohio 
State University and is active in both civic and 


professional groups. Among his affiliations in the 
business field are the Association of Industrial Ad- 
vertisers and the Scale Manufacturers Association, 
the latter of which he aids as publicity chairman. 
Toledo Scale spent an estimated $245,800 in the 
business press in 1959. 


says ARTHUR A. BATTS, JR. 
Director, Advertising, Public Relations 
and Marketing Research 


Alco Products, Inc. 


“Industrial Marketing is without a doubt the one 
trade magazine which covers all aspects of our market- 
ing and advertising interests. The editorial content 
is pertinent, concise and idea-filled. We’ve found no 
better way through print to keep abreast of progres- 


sive industrial marketing concepts.” 


Mr. Batts was associated with The Carborundum 
Co., both shortly before and after World War Il, 
engaged primarily in commercial research activi- 
ties and being appointed director of that depart- 
ment in 1952. Two years later, he joined Alco 
Products (then the American Locomotive Co.) as 
director of market research at the firm’s Schenectady 


plant. He was named director of advertising and 
marketing research the following year and, in 1959, 
took on the additional responsibility of public rela- 
tions. Alco, which makes equipment for the railroad 
industry, the process industries and the nuclear 
power field, allocated $100,000 for space in busi- 
ness publications in 1959. 











says MARSHALL C. LEWIS 
Executive Vice-President 
Marsteller, Rickard, Gebhardt and Reed, Inc. 


“There is simply no other coverage of industrial ad- 


vertising and marketing —for a man who makes his 


living in this field, Industrial Marketing is must 


reading. And, personally, I’ve always found the Copy 


Chasers’ column worth the price of admission all 
by itself.” 


An alumnus of the University of Michigan (B.A. in 
Economics), Mr. Lewis started his business career 
in 1949 with a management consultant firm and 
broadened his experience by working for several 
years as an account executive for a New York 
public relations concern. In 1952, he switched to 
the agency field, joining Marsteller, Rickard, Geb- 
hardt and Reed (then Marsteller, Gebhardt and 
Reed) at its home office in Chicago. After four 
years as an account supervisor, he was transferred 


to the agency's New York office as creative director. 
Early in 1960, Mr. Lewis was advanced to the 
post of executive vice-president with headquarters 
in Chicago. Among the top ten agencies in the 
placement of business-paper advertising (over 
$5,600,000 in 1959), Marsteller, Rickard represents 
such firms as Armco Steel, Bridgeport Brass, 
Century Electric, Clark Equipment, Electro-Motive 
Division of General Motors and International 
Business Machines. 

















|. . Continued from p. 188 
chance to participate and win 
prizes.” 

The “Imagination Workshop,” as 
Mr. Stafford calls it, is cued to the 
theme, “Imagination makes the dif- 
ference and the money.” It will con- 
sist of about 20 mailings from the 
company, and will continue until 
January. The mail won’t all be go- 
ing one way, since salesmen will be 
firing back ideas on “creating the 
need and selling the solution”— 
plus orders for Hollaender fittings. 


Reynolds stars RAMAC at show 
to give and get answers 


Reynolds Metals Co. worked out 
a plan with IBM for the 1960 Design 
Engineering Show which starred 
one of IBM’s RAMAC 305 electronic 
brains—and both the booth visitors 
and Reynolds itself came away with 
some good answers. 

Reynolds 
about 450 questions on aluminum 
with which the machine was 
“primed.” A _ large board listing 
these questions was set up-in front 


engineers wrote up 


of the Ramac unit, and visitors to 
the show picked out the questions 
they wanted answered, wrote them 


Brainy attraction . 


on a card, and handed them to an 
attendant. The attendant pushed the 
corresponding keys and both ques- 
tion and answer were printed by 
the brain almost immediately. 

Simultaneously, another segment 
of the RAMAC was busily printing 
up a description of booth activities, 
a background on RAMAC, Reynolds, 
and aluminum, and an invitation to 
ask it the questions listed on the 
board. These descriptive pages were 
handed out to visitors to explain the 
entire procedure. 

M. F. Finnerty, industrial adver- 
tising program supervisor of Rey- 
nolds, summed up the successes of 
the project as follows: 


1. RAMAC served as an attention- 
getter, attracting people to the booth. 


2. Visitors went away from the Rey- 
nolds booth with technical informa- 
tion they could use, and a reminder 
of who had provided them with this 
data. 


3. Tabulations of the number of 
times each question was asked, after 
the show was over, provided an in- 
sight into what design engineers 
need and want in the way of techni- 
cal literature. The answers Rey- 
nolds got from this project may even 
end up as the basis for an advertis- 
ing campaign in the design field. = 


- This RAMAC 305 was the star of the Reynolds booth at the 


Design Engineer Show. Aided by human “‘colleagues’’ who pushed the right buttons, 
it spit out answers to questions about aluminum asked by visitors to the booth. 
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A few days ago you received from Ernie Horas 3 


at ASSCO a letter telling you that AS8CO's been named 


distributor f |B ovovr ammeter-chmmeter 


“EVERY BODY'I 


“What if nobody does," said I 
"Well," he said “if an agency can"t 


“Oh.” 1 said 
Rest regards, 


ra eh 
POR rol aay 
Sucker LesStrang 
President 








"Ho's right! 





Long, long tale . . Three-foot “‘letter’’ 
from agency president to distributor cus- 
tomers of his client, Automatic Service 
Supply Co., Detroit, a replacement parts 
manufacturer, spoofs _client-proposed 
contest idea, actually encourages contest 
Participation by distributors with tongue- 
in-cheek humor. Agency is Les Strang 
Associates Advertising, Ann Arbor, Mich. 
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a “halo” effect in advertising ? A bright, smiling personality can condition our atti- 
tude toward a man’s deeds. Even a woman's charm can be modulated by lighting. And based 
upon random comments from Macuine DESIGN readers . . . reaction to advertising can be 
changed by the editorial company it keeps. A magazine which has strong editorial rapport with 
readers makes advertising more believable, more effective. We're trying to find a way to 
measure this ‘‘Halo’’ effect, of course. We’re certain it’s one of the extra values received by 
MacHiNeE DesiGn advertisers. In the meanwhile . . . we can offer you specific, concrete facts 
about our leadership in editorial, readership, response, circulation and advertising. For ex- 


ample, Macuine Desicn has far more editorial awards than any other design magazine . . . con- 






sistently wins independent reader preference studies . . . carries far more advertising pages 


than any other design magazine. MAcuHineE Desian, A Penton 
Publication, Penton Building, Cleveland 13, Ohio. |: DysTeyy 





Want these top IM articles 
for your marketing library? 


® These reprints of top IM feature articles are available at the following rates: 
any 10, 25¢ each; up to 50, 20¢ each; up to 100, 15¢ each; over 100, 12!/¢ 


each. 


R420 Trade show planning pays off for 
FWD Corp. 

R419 Why case histories aren’t as good 
as they say. 

R418 Eight ways publicity men can keep 
editors happy. 

R417 How to get along with your adver- 
tising agency. 

R416 An inside look at defense advertis- 
ing and selling. 

R414 GE's direct mail—how the enormous 
job gets done. 

R413 How creative are you? Here’s a 
test. 

R412 How to get through to your cus- 
tomers and your boss. 

R411 How to drive your pr man crazy. 
R410 What to do when your market dis- 
appears. 

R409 Jeffrey keeps fuss and flowers out of 
distributor schools. 

R407 What qualities make an ideal indus- 
trial salesman? 

R406 How to give your marketing a longer 
reach. 

R405 Metalmakers battle for the retail sale. 
R404 How to make the marketing concept 
make sense. 

R403 What to do after you launch a new 
product—Globe Industries’ approach. 
R402 Twelve reasons why industrial pr 
programs fail. 

R401 IM’s annual ad budget study—over 
300 budgets analyzed. 

R400 How American-Standard’s Industrial 
Division developed its new campaign. 
R399 IM’s annual report on business paper 
trends and developments. 

R398 Who should conduct marketing sur- 
veys? 


Reprint 


Number: Quantity 








Mr. 




















Mrs. 


R397 How salesmen use ads in day-to-day 
selling. 

R394 Eight ways to improve your inquiry 
handling. 

R393 How to error-proof a company anni- 
versary. 

R392 How to sell management on a big 
budget boost. 





See page 80 for details on IM 
Encyclopedia of Marketing reprints 
available. 











R390 How industrial advertising agencies 
make their money. 

R389 How to make customers reach for 
your catalog. 

R387 Let's take a new look at industrial 
sales psychology. 

R385 Here's proof that the industrial buyer 
is human. 

R383 Building corporate images with pres- 
tige brochures. 

R382 What happens to a catalog after 18 
years? 

R379 Industrial design as a function of 
marketing. 

R377 What's best? Big ads seldom or little 
ads often? Part II (see +356) 

R375 ITE reaps multiple rewards through 
distributor education. 

R374 Distributor feedback sessions solve 
problems. 

R373 How to use readership research. 
R372 Here’s how to get and use better ad- 
vertising photographs. 


Please use this coupon. Order by number from 
Reprint 


Editor, Industrial Marketing, 200 E. 


Illinois, Chicago Il. Remittance must accom- 
pany order under $2. 





Miss 


Title 





Company 
Address 


City 








Zone State 
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R370 What to do the next time they want 
to cut your ad budget. 

R369 Why it takes effective plans and mer- 
chandising for new product success. 
R368 A profile of today’s industrial sales- 
man. 

R367 Getting the most from a case history. 
R366 You have to build markets for your 
products. 

R365 Trouble’s coming if you're not organ- 
ized for sales. 

R364 A look at procurement in the aircraft 
and missile market. 

R363 A basic guide to the legal problems 
of new products. 

R362 How to choose your manufacturers 
agent. 

R361 A basic guide to better press re- 
leases. 

R360 How to sell an idea to your boss 
R358 A basic guide to better direct mail 
copy. 

R357 A basic guide to company communi- 
cations. 

R356 What's best? Big ads seldom or small 
ads often? (see +377) 

R355 How to get technical help with tech- 
nical publicity. 

R354 A basic guide to market planning. 
R351 When should you buy outside pro- 
motional services? 

R350 A guide to effective selling at a trade 
show. 

R349 How to humanize technical ads. 
R347 How to pay ad agencies what 
they’re worth. 

R346 What else does your ad agency 
have to offer? 

R343 A basic guide to distributor promo- 
tion. 

R341 A basic guide to sales incentives. 
R340 A basic guide to open houses. 
R338 Brainstorming—valuable tool or pass- 
ing fancy? 

R337 How to apply research to industrial 
marketing. 

R336 A basic guide to readership reports. 
R334 How to write industrial publicity arti- 
cles. 

R332 How to evaluate your promotion pro- 
gram. 

R331 How to promote a company centen- 
nial. 

R329 Will a system be your market of the 
future? 

R327 Here’s 446 checkpoints for market 
planning. 

R318 Weighing the success of new product 
ideas. 

R310 How to read a media preference 
study. 

R309 How to prepare and distribute indus- 
trial catalogs. 

R307 Do inserts attract more readers? 

R304 How to advertise a corporation. 
R280 Ten critical questions about motiva- 
tional research. 
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When the industrialist, pipe in hand, 
decided to add up-to-date space con- 
ditioning to modernize his plant and 
improve his production, he called in an 
air conditioning sales representative. 


BUT FIRST, he had to be "sold" on the 
need. He had to be convinced of the 
benefits from such an important invest- 
ment. The men who sparked and sold the 
idea are his local electric utility power 
sales engineers. You can see they are as 
proud of the final installation as he is. 


The third prong of the "approach that 
closes the sale" is ELECTRIFIED INDUS- 
TRY, directed by over 2000 power sales- 
men to be read where it will do the most 
good — in the hands of the plant and 
production men (42,000 of them) who 
make electrical modernization decisions. 


E 
20 North Wacker Drive « 
CEntral 6-7150 








The Three-Pronged Approach .. . that closes the sale 


The electric utility power salesmen, 
the electrical manufacturer, and ELEC- 
TRIFIED INDUSTRY work together to- 
ward the same goals. ELECTRIFIED 
INDUSTRY sells the ideas and tells in 
pictures how other plant management 
and maintenance men have succeeded 
with dependable power systems, high 
level lighting, precise motor control, 
efficient electric heat, air conditioning, 
the dozens of controls, and every other 
electrical tool. 


ELECTRIFIED INDUSTRY tells your 
story — greater profits through electri- 
cal modernization — on every page. The 
readers tell us they are listening by their 
inquiries and by unusually high reader- 
ship scores. They will listen to your elec- 
trical product story, too, when you tell 
it in 


3. J. MARTIN COMPANY INC. 
Chicago 6, Illinois 
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Advertising Volume 





in Business Papers 


Publications are listed alphabetically under each industry title. In- 
dustry titles are alphabetical within each industry division. Publica 
tions are listed under titles based on IM’s 40th annual MARKET DATA 
ISSUE, released June 25, 1960 

Note: The following figures must not be quoted or reproduced with- 
out permission. All publications listed are monthlies and have stand- 
ard 7xl0"’ advertising pages, except where otherwise noted. Totals 


September /Volume 0.2% (in pages) under 1959 


Page Percent 


Industry Division 1960 1959 Change Change 





Manufacturing 18,082 17,295 787 + 4. 
Transt ortation 3,793 3,964 17] 4.3 
Mining 712 702 10 1.4 
Petroleum & Gas 1,996 2,002 6 0.3 
Construction 7,326 7,522 2.6 
Food 1,993 2,216 

Services & Distribution 4,730 4,636 ¢ P Bae 
Institutional 3,0 3,048 ; 1.) 
Government 718 

Export-Import 1,115 1,221 8.6 
Farm Eqpmt. Distrbn 163 208 21.6 


Total 43,466 43,532 0.2 


sing—both classified and display 
27th, 53rd, etc.) are indicated by §. Same- 
ons may occur because of special feature’ 
ssues, which are not footnoted 
Weekly, bi-weekly and semi-monthly publications usually report 
estimated volume for current month because closing dates follow 
IM’s deadline 


Year-to-date /Volume 2.1% (in pages) over 1959 


Page Percent 


Industry Division 1960 1959 Change Change 





Manufacturing 133,129 126,342 6,787 + of 
Transportation 31,192 29,789 t 1,403 4.7 
Mining 6,154 6,209 55 0.9 
Petroleum & Gas 16,899 18,303 1,404 8.2 
Construction 977 65,741 164 0.3 
Food 15,312 B 0.5 


Services & Distrbn. 37,419 37,179 ‘ 0.6 


Institutional 26,561 25,747 3] oe 
Government 5 4,719 ) 3.3 
Export-Import 10,2 10,070 165 1.6 
Farm Eqpmt. Distrbn. 1,912 2,061 14¢ yp 

Total 348.874 341,472 2.1 





1. MANUFACTURING DIVISION S*Ptember Pages, Pages-to-Date 





OPERATIONS 


Manufacturing Industries 
Adhesives Age 


Manutactu 
Industrial Eq 
i/9 page inits 
Industrial Maintenance & Plant 
Operation (1/9 page units 
Ind V te ( 


strial Was ( bi-m« 


506 
1749 

627 
6213 

294 
1487 
2581 


1070 741 
698 657 
45] 493 


8.5 
1346 Total 2102 2036 17,099 15,753 


@ 1959 figures reflect conversion tc 7x1 
nm 10%4x14% page size 
@ Formerly named Industrial Laboratories 


volume originally reported 


Design Engineering 
ews (bi-w 


400 
568 


Year-to-date 


-hange t - 
Page chan Total 2036 1958 13785 13393 
® Three 0 
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September Pages Pages-to-Date 
1960 


1. Manufacturing Div. (con’t.) 1959 1960 1959 





Industrial Distribution 
Industrial Distribution 
Year-to-date 
% change + J Page change 
Material Handling 
Modern Materials Handlin 124 
Western Material H ] 
Year-to-date 
% change 
Page change 
Packaging 
Consumer Packaging 
Industrial Packaging 
Modern Packaging 
Package Engineering 
Year-to-date 
% change 
Page change 
Power Generation 
Coal Utilization 
Combustion 
@ Diesel Power 
Diesel Progress (9x12) ( 
Electric Light & Power 
Electrical West 


Power Engineering 
Southern Power & 
Year-to-date 

% change 


2.6 
Page change 241 Total 1071 1204 


@ 1960 year-to-date totals refiect publisher's correction of previously reported 


figures 


Continued on page 198 





INDUSTRY DIVISIONS 


1. Manufacturing 4. Petroleum & gas 
Operations 5. Construction . Government 
Production 6. Food . Export-import 

2. Transportation 7. Services & - Forms & 

3. Mining distribution fisheries 


. Institutional 














| PPrexzit ous 





When readers profit from a publication, advertisers profit too. 
Reader-profit is the prime responsibility of these nine editors who head 


the staffs of The Industrial Publishing Corporation’s specialized magazines. 
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Reader-Profit from 


HANDLING & 
SHIPPING ILLUSTRATED 


Albert M. Joseph, Editor (left) 
HANDLING & SHIPPING ILLUSTRATED 


.is the prime function of Albert M. Joseph 
and his staff. Regular field contact keeps this 
editorial group alert to changing industry 
practices. 


Mr. Joseph’s experience in advertising and in- 
dustrial reporting fit well with his background 
as associate editor of MATERIAL HANDLING 
ENGINEERING magazine. He is active in indus- 
try-wide work of the material handling and 
traffic societies, and is a member of the faculty 
of Western Reserve University. 


From this background of experience in packag- 
ing, shipping, traffic and material handling, 
Mr. Joseph and his staff help create reader- 
profit... that produces advertiser-profit. 


HANDLING & 
SHIPPING ILLUSTRATED 


(Established in 1952 as 
MATERIAL HANDLING ILLUSTRATED) 


Bi-monthly Circulation - 75,000 
Published by: 


Handing. hang 


The esaerdaes. PUBLISHING 
Corporation 


812 HURON ROAD + CLEVELAND 15, OHIO 
NEW YORK+CHICAGO:+LOS ANGELES+LONDON 
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September Pages Pages-to-Date 


1. Manufacturing Div. (con’t.) 1960 1959 1960 


1959 





PRODUCTION 


Chemicals, Allied Products & Processing Industries 
Analytical Chemistry - 118 
Chemical Engineering (bi-w.) 

Chemical & Tagtneeria News 
Chemical Ensineming rogress 
Chemical Processing (9x10) 
(7x10 ad_ units) 
Chemical Week * 
Industrial & Engineering ‘Chemistry 
Year-to-date 
% change + 23 
Page change . + Zi Total 1845 1815 


Electrical Macainery & Appliances 
Appliance Manufacturer (9%qx12%) 
(7x10 ad units) 
Insulation 
Year-to-date 
% change + 12.8 
Page change . + 1A 


Electronics & Allied Industries 
Electrical Design News (11!/4x11'/e) 
(7x10 ad units) s ] 124 
@ Electronic Design (bi-w.) (101/4x10) ; 
(7x10 ad_ units) , or 415 
Electronic Technician : 76 78 
@ Electronics (w.) oa. 367 
Proceedings of the LRE = 228 
Signal ; 28 36 
Year-to-date 


% change + 10.6 
Page change . +1122 Total 1580 1248 11655 


@ 1960 totals include 389 pages in extra issue not published in previous years, 


@ Five issues, 1960; 4, 1959 


Furniture & Fixtures 
Bedding 
Furniture Production 
Year-to-date 
% change 
Page change 


Instruments 

Automatic Control 

Control Engineering 

Instruments & Apparatus News (bi-mo.) 
(1/9 page units) 

Instruments & Control Syste 

ISA Journal 

Year-to-date 
% change 
Page change 


Leather & Allied Products 
Leather & Shoes (w 
Wenteiae 

% change 3.5 


Lumber & Wood Products; Paige 
Hitchcock's Wood Working Digest 
Lumberman 
So ithern Lumber Journal 

Sou wuto A mberman (semi-mo 
Timber 
Wood & ow ood Products 
Year-to-date 
y change + 7.7 
Page change + 286 Total 


IWO & WO 


Metal Producing, Fabricating: Machinery 
@ American Machinist/Metaiworking 
Manufacturing (bi-w 
Carbide Engineering 
Foundry 
Grindi ng & Finishing 
@ Iron Age (w 
Machine & Tool 
Machinery 
Metal 
Metal 
Metal 
Metalworking 
Metlfax (33/gx47/, 
Modern Castings 
chine 


0 & OODw~) 


So 
= $8 O0 ee 
IO Ww 


N+ 


- 
Tool Manufacturing Engineer 
Tooling & Production 

Welding Engineer 

Western Machinery 

Western Metalworking 


os oe se ee 


on 
ODO 


- 3 € 
WONOLDMDWWOW 


nf 


GOOD D+ 


Year-to-date 
% change 


Page change Total 4083 3819 31159 29298 








September Pages Pages-to-Date 
1960 1959 


1. Manufacturing Div. (con’t.) 1960 1959 





@ Formerly named American Machinist. Two issues, 1960; 3, 1959 

@ Five isues 1960; 4, 1959 

O Formerly named Tool Engineer. 1960 year-to-date totals include volume 
June “‘extra’’ issue, not previcusly reported. 


Paper & Allied Products 
American Boxmaker 

Boxboard Containers ? 
Paper, Film & Foil Converter . 
Paper Industry : 
Paper Mill News (w.) 
cc. Trade Journal (w.) 

aperboard Packaging 

Pulp & Paper 

Year-to-date 

% change -+ 3.7 

Page change . + Total 


@ 1959 page count includes export supplement not previously reported 
issues, 1960; 5, 1959 


Plastics Materials & Products 
@® Modern Plastics . §825 
@ Plastics World ; nae ; 76 
@ SPE Journal mca ‘ me 40 
Year-to-date 
% change + 14.8 
Page change + 454 Total 941 


@ 1960 year-to-date totals reflect publisher’s correction of figures reported for 
August 
@ 1960 year-to-date totals reflect publisher’s correction of previously reported 
volume. 


Printing & Allied Industries 

Graphic Arts Monthly (41/2x61/2) . ee ¢ 1821 1824 
Inland & American Printer and 

Lithographer atthe 2 796 780 
Printing Magazine 758 782 
Printing Production itso S 518 513 
Year-to-date 

% change 

Page change 3893 3899 


Rubber Products 


Rubber Age ’ 901 834 
Rubber World ‘ ‘ ¢ 775 738 
Year-to-date 

% change . + 6.6 

Page change . + 104 1676 1572 


Stone, Clay, & Glass Products 
Brick & Clay Record Jian ¢ 480 473 
Ceramic Industry a 2 600 581 
Concrete Products : 455 424 
Modern Concrete . ; . 5 455 414 
Year-to-date 


% change - £2 
Page change + 98 1990 1892 


Textiles; Apparel 
American Dyestuff Reporter (bi-w.) 829 
Knitting Industry Weekly . ‘ ¢ 348 348 
@Textile Industries : 2 1248 1163 
Textile World ‘ ‘ ' . 1186 1130 
Year-to-date 


% change + 3.4 
Page change + 120 Total 581 3611 3491 


850 


@ 1960 year-to-date totals reflect publisher's correction of previously reported 
volume. 





Pages-to-Date 
1959 


2. TRANSPORTATION DIVISION  “*Ptember Pages Pages: 





Transportation Services 
Traffic World (w.) : ces, 
Year-to-date ; 
% change . . + 15.0 Page change + 195 


Aircraft & Space Vehicles 
Aero/Space Engineering P 21 342 404 
Air Force/Space Digest 154 7 663 630 
@ Astronautics — - — 
Aviation Week P 372 3279 
Business/Commercial Aviation : 60 2 445 
Missiles & Rockets . sa 37 713 
Space/Aeronautics - oa 22 2059 
Western Aviation, Missile & 
Space Industries ' : 24 K 247 
Year-to-date 
% change -.- —- 28 
Page change - — 310 Total 7748 8058 


1135 
1959 


@ September ad volume not received by press time. 


Automotive Manufacturing 


Automotive Industries (semi-mo.) 
SAE Journal 





Reader-Profit from 


OCCUPATIONAL HAZARDS 


J. Arlen Marsh, Editor 
OCCUPATIONAL HAZARDS 


...is the responsibility of J. Arlen Marsh and 
his staff. Constant contact with industry keeps 
this alert editorial group up-to-date on modern 
safety and fire protection practices. 


With 25 years’ experience in industrial health, 
safety and compensation, Mr. Marsh brings 
his readers vital, authoritative editorial on 
these specialties. A well-known author and lec- 
turer on safety subjects, he has been editor of . 
OccuPATIONAL HAZARDS since 1954. 


From this broad background comes the thor- 
ough, readable editorial which means reader- 
profit...that adds up to advertiser-profit. 


OCCUPATIONAL 

HAZARDS 
OCCUPATIONAL HAZARDS 
Monthly Circulation - 23,000 
Published by: 


0 WATS 10 SAVE THESE FEET 











a 


The INDUSTRIAL PUBLISHING 


Corporation 


812 HURON ROAD + CLEVELAND 15, OHIO 
NEW YORK:-CHICAGO+LOS ANGELES*+LONDON 
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Reader-Profit from 


POWER TRANSMISSION 
DESIGN 


Keith Carlson, Editor 
POWER TRANSMISSION DESIGN 


...is the editorial responsibility of Keith A. 
Carlson and his staff. This group’s thorough 
knowledge of industrial power transmission is 
a result of constant investigation and _first- 
hand association. 


Experienced in the field of mechanical engin- 
neering, Mr. Carlson is a graduate of Case 
Institute of Technology . . . a registered pro- 
fessional engineer in Ohio and currently a mem- 
ber of the faculty at Fenn College. An active 
.member of the S.A.E., A.1.E.E. and Cleveland 
Engineering Society, he combines industrial 
know-how with a varied career in technical 
reporting. 

The training and experience of Keith Carlson 


and his staff mean reader-profit . . . that adds 
up to advertiser-profit. 


POWER TRANSMISSION 
DESIGN 

Monthly Circulation - 40,000 
Published by: 


_— 


~y 


























The INDUSTRIAL PUBLISHING 
Corporation 


812 HURON ROAD «+ CLEVELAND 15, OHIO 
NEW YORK+CHICAGO:-LOS ANGELES+LONDON 
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September Pages Pages-to-Date 
1960 1959 1 1959 


2. Transportation Division (con’t.) 960 





Year-to-date 
change - 7.3 
Page change t 82 


Automotive Equipment & Services 
Automotive News (w 
Jobber Product News 

(1/9 page unit 


Jobber Topics (434x63/, 


Ti lA 
(1U4/4x14 
N 


Super Service 
Year-to-date 
shang: 

chan 


& Jobber Nei 


Total 2368 2286 


1599 1516 
2103 1705 
2185 2059 
384 352 
1137 

627 


166 


1266 10630 9361 


eviously reported 


Marine—Shipbuilding & Water Transport 


Marine Engineering/Log 


Year-to-date 
, change 1.9 


Motor Freight: Warehousing 


Journal 
Transportation Supply New 
(1/9 page unit 
Year-to-date 
%, change 


Page 


Railroads 


Year-to-date 
change 


iE 
Page change 55 


21 


1605 1525 


1564 1438 


3877 3646 


989 95S 
1161 1190 
349 407 
569 578 
280 288 
406 392 


Total 3754 3810 


Transit & Motor Vehicle Transportation 


Mode ‘n Passenger Transportation 
@ School Bus Trend bi-me 
Year-to-date 
% change + 65 
Page change + 13 


@ Formerly named Mass Transportation 
hoo! Bus T 
1959. Figures for 1959 do not include 


@ See p 


ceding footnote 


148 166 
64 33 


Total 16 28 212 199 


which included special section called 
Trends which became a separate bi-monthly publication December 
| volume in ‘School Bus Trends’’ section 





3. MINING DIVISION 


September Pages Pages-to-Date 
1960 1959 1960 1959 





Mining Industries 
Engineering & Mi 
@ Mining Engineer 
Mining World 
Year-to-date 
/ change 


Page 


Coal Mining & Production 
Zoal Age 
Mechanization 
Year-to-date 
change 


Nonmetallic Mineral Mining 
Pit & Quarry 
Rock Products 
Year-to-date 
% change 
Page change 


143 1261 1286 
48 376 376 
80 522 60C 


223 «1783S: 1886 


of previously reported 


107. 1081 += 1119 
Is 666 695 


182 1747 1814 


176 1470 1406 
121 1154 1103 


297 2624 2509 





4. PETROLEUM & GAS DIVISION 


September Pages Pages-to-Date 
1960 1959 1960 1959 





Petroleum Industries 


1 Petroleum 
3 Journai 
Engineer 


1042 
1174 
5294 
1861 








September Pages Pages-to-Date 
4. Petroleum & Gas Division (con’t.) 1960 1959 1960 1959 





Petroleum Refiner ; + SY 293 1948 1952 
O Petroleum Week -- 162 1411 1508 
Pipe Line Industry 72 69 544 510 
World Oil §99 106 1337 1540 
@World Petroleum (9x12) 87 90 810 1182 
Year-to-Date 

% change 85 

Page change 1355 Total 1740 1756 14708 16063 


@ Oil & Gas Journal . 1959 total includes 420 pages in January special 
industry centennial issue not published this year. Pages from centennial issue were 
inadvertently omitted from August figures. 

@ Petroleum Engineer 1960 year-to-date totals reflect publisher's correction 
of previously reported volume 

O Petroleum Week . . five issues, 1960; 4, 195° 

>» World Petroleum . . 1959 total includes 327 pages in June ‘‘special issue’’ not 
published this year 


Gas Transmission & Distribution; LP-Gas Marketing 
American Gas Journal ; 7 313 
Butane-Propane News 477 
Gas (bi-w.) 75 729 
Gas Age (bi-w.) ; 340 
LP-Gas K $ 332 
Year-to-Date 


rs change R 
age change Total 256 2191 2240 





5. CONSTRUCTION DIVISION Septomincs Beets “Tene ites 





Construction Materials Distribution 
American Lumberman & Building 
Products Merchandiser (bi-w.) 
Building Supply News 
Southern Building Supplies 70 5 583 
Wood Construction & Building 
Materialist 2 C 359 
Year-to-Date 
% change 4.5 
Page change . 3943 


Building Construction 
@ American Builder : 1249 
Architectural Forum 2 1253 
e@Architectural Record 2 ) 2220 
OD Building Products 1’ 663 
House & Home 1625 
Interiors ; 935 
Practical Builder f j 1239 
Progressive Architecture : 1347 
Year-to-Date 
% change 0.8 
Page change . 84 Total 1186 1270 10531 10615 


® Does not inciude advertising in special Western section 

@ Year-to-date figures do not include advertising in Mid-May ‘‘Record Houses 
issue, nor in the special Western section 

O September 1960 total includes 3 pages in Western Section; total for year 
includes 42 Western pages. 


Engineered Construction 


Better Roads 
Civil Engineering 
Construction (bi-w.) 
Construction Bulletin (w.) 
Construction Digest (bi-w.) 
Construction Equipment 
Construction Methods & Equipment 
Construction News-Public Works 
Issue (bi-w.) 
Constructioneer (w.) 
Constructor 
Consulting Engineer 
Contractors & Engineers (934x14) 
(7x10 ad units) 
@ Dixie Contractor (w.) 
@Engineering News-Record (w.) 
@ Michigan Contractor & Builder (w.) 
Mid-West Contractor (w.) 
New England Construction (bi-w.) 
Pacific Builder & Engineer 
Roads & Streets 
Rocky Mountain Construction (bi-w 
Southwest Builder & Contractor (w.) 
@Texas Contractor (w.) 
@ Western Builder (w.) 
Western Construction 
Year-to-Date 
% change 0.9 
Page change 334 Total 4277 4301 
@ Five issues, 1960; 4, 1959 
@ Four issues, 1960; 5, 1959 


Special Trades Construction 
Actual Specifying Engineer ; 82 
Air Conditioning, Heating & Retrigera- 
tion News (w.) (10!/4x14) 123 
Air Conditioning, Heating & Ventilating 72 
American Artisan 92 
ASHRAE Journal 58 





Reader-Profit from 


PRECISION METAL MOLDING 


Phillip R. Kalischer, Editor 
PRECISION METAL MOLDING 


...is based on authoritative editorial coverage 
of the dynamic precision metal molding field 
provided by Mr. Kalischer and his staff. Proc- 
esses, design developments and materials are 
examined and described by this editorial team. 


Holder of several engineering degrees, he has 
extensive research and development experience. 
Mr. Kalischer holds patents on over 23 metal- 
working processes. He is a well-known consult- 
ant on powder metallurgy and a member of 
AES and AIME. 


From his background comes the valuable edi- 
torial direction which assures reader-profit . . . 
that adds up to advertiser-profit. 


Precision 
Metal Molding 


PRECISION METAL 
MOLDING 

Monthly Circulation - 22,800 
Published by: 


The INDUSTRIAL PUBLISHING 


Corporation 


812 HURON ROAD « CLEVELAND 15, OHIO 
NEW YORK» CHICAGO-LOS ANGELES+LONOON 
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Reader-Profit from 


WELDING DESIGN 
& FABRICATION 


Charles P. Berka, Editor (left) 
WELDING DESIGN & FABRICATION 


...is a product of the specialized editorial 
developed by Mr. Berka and his staff. Reports 
on designs, techniques, equipment and mate- 
rials in the welding field are authoritative, be- 
cause they are based on close contact with 
industry leaders. 


Mr. Berka is a ten-year veteran of the WELDING 
DESIGN & FABRICATION staff. His college back- 
ground combines specialization in journalism 
and engineering. His industrial experience 
covers engineering posts with ordnance and au- 
tomotive companies. A ready traveller, he aver- 
ages more than 50,000 miles each year in quest 
of editorial information. From this experience 
comes specialized editorial which assures 
reader-profit . . . that produces advertiser-profit. 


Weens 
WELDING DESIGN Fooreation 
& FABRICATION 

Monthly Circulation - 37,490 


Published by: 


The INDUSTRIAL PUBLISHING 
Corporation 


812 HURON ROAD + CLEVELAND 15, OHIO 
NEW YORK>+CHICAGO+LOS ANGELES+LONDON 
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September Pages Pages-to-Date 
1960 1959 


5. Construction Division (con’t.) 1960 1959 





645 528 
925 1066 
158 128 


1507 1481 


628 630 
383 314 
763 789 

] 44] 
500 476 


1547 1577 


Year-to-Date 
change 


514 492 
913 883 


Page change te Total 1421 12800 12717 


not inciuded in this report 





September Pages Pages-to-Date 
6. FOOD DIVISION 1960 1959 1960 1959 





Food Industries 
Food Engineerir 
Food Processinc 

1a units 
Year-to-Date 
change 
Page changes 


Bakery Products 

; Review 

Weekl} 

Baking Industry 
Year-to-Date 
change 


D 
rage change 


Beverages—Alcoholic 
A rican Brewer 
s Digest 
Modern Brewe ry 
Year-to-Date 
change 
Page change 


Beverages—Nonalcoholic 
Bottling Industry (bi-w 
(7x10 ad units 
National Bottler Gazette 
Year-to-Date 
% chang: 2.9 
Page change 38 Total 


Canning: Freezing: Preserving 
Canner/Packer 
Quick Frozen Foods 
Year-to-Date 
: change 
Page change 


Dairy Products 
@ American Milk 
I Record 
Ice Cr 1 Review 
Milk er 
Milk Products 
Year-to-Date 
chang 2.4 
Page Change 65 Total 


@ Formerly named American Milk Review & Milk Plant Monthly 
@ Four issues, 1960: 5. 1959 
Grain Mill Products 

Hatchery & Feed 

Year-to-Date 


Inge 


Meat Products 
Ma qazine 


onal Provisione 
Proce 


Year-to-Date 
cnange 


815 839 
857 


Page change ‘ 340 2422 2466 


ion not published this year 





7. DISTRIBUTION & SERVICES 
DIVISION 


September Pages Pag 
1960 1959 


es-to-Date 
1959 


1960 





Distribution & Services 


Funera 








September Pages Pages-to-Date 
7. Distribution & Services Div. (con’t.) 1960 1959 1960 1959 





Billboard (w.) (10\/4x14l/) . — 1920 
Modern Beauty Shop ; 953 
Year-to-Date 


% change + 2.0 
Page change + 65 389 3382 3317 


Advertising & Merchandising 
Advertising Age (w.) (10!/4x14) ‘ 362 3102 2798 
Advertising Requirements 72 509 928 
Industrial Marketing 1206 124 
Premium Practice : y 655 598 
Year-to-Date 
% change q 
Page change + 424 708 5472 5048 
Communication Services 
Telephone Engineer (semi-mo.) 131 994 1101 
Telephony (w.) 2 249 #1762 ~= 1841 
Year-to-Date 
% change 6.3 
Page change 186 380 2756 2942 
Finance; Insurance; Real Estate 
Bonking 76 637 584 
Buildings 51 504 485 
Finance 29 38 344 355 
Year-to-Date 
% change + 4.3 
Page change + 61 165 1485 1424 


Laundries: Cleaning & Dyeing 
@Cleaning & Laundry Age (11x15) 
7x10 ad units) . ; 60 45 485 433 
Year-to-Date 
% change + 12.3 Page change + §2 
@ 1960 year-to-date totals reflect publisher's correction previously reported 
volume 


Retail Trade 
@ Boating Industry : : — 1828 1603 
Boot & Shoe Recorder (semi-mo.) : 109 +1008 1063 
Chain Store Age 
Druggist Editions 108 706 771 
Executive Editions Combination 27 311 300 
General Merchandise— ———r 
Store Editions 102 860 893 
Grocery Editions 128 1099 1079 
Department Store Economist 71 612 
ea Merchandising Week 
127. +1014 


Ma 

F ‘lor ‘ats’ eview (w.) 
Geyer’s Dealer Topics 
Glass Digest 
Hardware Age (bi-w.) 
Hardware Retailer 

O Jewelers’ Circular-Keystone 
Mart 

» Modern Floor Coverings 
National Jeweler 
Office Appliances 
Progressive Grocer 1287 
Selling Sporting Goods 28 368 
Southern Hardware 5 616 
Sporting Goods Dealer 1660 1681 
Super Market Merchandising 717 819 
Variety Store Merchandiser 86 677 680 
Year-to-Date 
% change 0.8 
Page change 173 Total 2709 2697 21909 22082 


@ Frequency changed from 8 months per year to monthly, January 1960 

@ Formerly named Electrical Merchandising. Frequency changed from monthly 
to weekly, November, 1959 

O Bie issues, 1960; 9, 1959 

> Formerly named Floor Covering Profits 


Wholesale Distribution 

American Paper Merchant 66 65 404 422 
Electrical Wholesaling 122 119 901 914 
Lighting 33 31 305 5 
Plumbing-Heating-Air Conditioning 

Wholesaler 34 37 320 291 
Year-to-Date 

% change 0.2 

Page change 3 Total 255 252 +1930 1933 





September Pages Pages-to-Date 


8. INSTITUTIONAL DIVISION 1960 1959 1960 1959 





Institutional Markets 
Inplant Food Management : 44 
Institutions Magazine (10!/4x1314 ) 
ad units) 166 
Jolume Feeding Management 98 
yeees to-Date 
re change 


1.5 
Page change + 3 Total 308 


Medical & Other Health Services 
112 





Reader-Profit from 


MATERIAL HANDLING 
ENGINEERING 


W. B. McClelland, Editor 
MATERIAL HANDLING ENGINEERING 


. results from the industry leadership pro- 
vided by “Mac” McClelland and his staff. Con- 
stant travel to inspect and describe new tech- 
niques is part of the job of this editorial group. 


With a background of more than 15 years in 
the material handling field, as head of a dis- 
tributor company, as market research and sales 
training manager for a prominent equipment 
manufacturer, and more recently as author, 
lecturer and consultant on handling and ship- 
ping problems, Mr. McClelland sparks the 
fresh, imaginative editorial that spells reader- 
profit . . . that adds up to advertiser-profit. 


MATERIAL HANDLING 
ENG/NEERING 

Monthly Circulation - 44,000 
Published by: 





Se SA 
The INDUSTRIAL PUBLISHING 


Corporation 


812 HURON ROAD + CLEVELAND 15, OHIO 
NEW YORK>+CHICAGO>LOS ANGELES* LONDON 
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Reader-Profit from Cogtenibes Foe Pages-to-Date 


8. Institutional Div. (con’t.) 1959 1960 1959 


HYDRAULICS ‘alii cose 


1233 126 


GPREUMATICS gg | SEO cae 





139] 1409 
: 1im 4)/,x63/, 3749 3485 
1 Hygiene (4 5/16x7 3/16 7 92 809 804 
Year-to-Date 
% change + 
Page change + 16876 16357 


@ Year-to-date totals for 1960 reflect correct f Augus lume transposition 
with velume in Spanish editio 


Hotels, Resorts & Motels 
@ American Motel 
Hotel Monthly 
Year-to-Date 
% change 
Page change 


@ September 1960 volume 


Restaurants & Drive-ins 
@American Restaurant 
C Store Age—Restaur 
Editions 
Management 
Fast Food 
Restaurant Equipment 
Restaurant Management 
Year-to-Date 
change 
Page change 





@ Two issues, 1960: 1 


Schools & Educational Servic>s 
rsity Busine: 


Management 
Scholastic Coach 
Year-to-Date 

7 change + 5 


Allan E. Morris, Editor (right) Rae i aie aie 
HYDRAULICS & PNEUMATICS 


@ Formerly named School Executive—Educational Business 





... Starts with the editorial package produced | 9. GOVERNMENT DIVISION saci: Pages Pages-to-Date 


by Allan Morris and his staff. New ideas and 960 1959 1960 1959 


applications are examined in use and in print Niibs:: Ciebiitie: Mian Catan 

by this highly qualified editorial group. aie 
& Order 

Mr. Morris joined the staff of the magazine in oR a 

1955 after working in enginering and technical Street Engineering 


gee 5 : : Wastes Engineering 
writing posts for aircraft and electrical equip- OWater & Sewage Wo 
ment manufacturers. A graduate engineer and Water Works Engi 

' Year-to-Date 


faculty member of Fenn College, Mr. Morris 6 change 34 
is an officer in the Fluid Power Society. Page changs Total 542 





@ 1960 year-to-date 
From this well-rounded technical background volume, 


comes the reader-profit .. . that produces Attra 
advertiser-profit. 





10. EXPORT-IMPORT DIVISION *?P!°mPsz Cages. Pages-to-Dere 





raulics . 
Pneumatics | Foreign Trade 


HYDRAULICS & | Agricultura de 
PNEUMATICS : Bmerion fh 
Monthly Circulation - 32,000 


Published by: 





Industrial World 

Ingenieria Internaci ] 

Ingenieria Internacional 

International Management I 
(2 editions 


The INDUSTRIAL PUBLISHING | 8Gral Hygiene (Spant 








FS aie Sin 


giene (Spanish ex 
16x7 3/16) 
Corporation Petroleo _Interamericanc 
| Pulp & P r C 1 
812 HURON ROAD + CLEVELAND 15, OHIO Re FB eh pr men 
NEW YORK>+CHICAGO+LOS ANGELES+LONOON Revista Industrial (9x143/, 
: (7x10 ad units 
Textiles Panamericanos 
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September Pages Pages-to-Date 
10. EXPORT-IMPORT DIV. (con’t.) 1960 1959 1960 1959 





World Construction 36 36 310 269 
World Mining és 53 $7 530 57 
Year-to-Date 

% change + 1.6 

Page change + 165 Total 1115 1221 10235 10070 


@ 1959 figures reported in combination with English language edition, not being 
published in 1960. 

@ 10 issues, 1960; 9, 1959. 

O Year-to-date totals for 1960 reflect correction of August volume transposition 
with volume in English language edition 





11. AGRICULTURE DIVISION Septem Diese 188 tas 





Farm npg & Supp'ies 
Farm & Power se ipment 
le (bi-w 


Year- to-Date 
change 72 
Page change Total 163 208 


r 





LEADERS IN CLASSIFIED 


The following are those publications which carried 5 or more 
pages of classified advertising in their September, 1960 is- 
sues, listed alphabetically. 


Publication Total 
September to Date 

Advertising Age 8 78 
American City 12 106 
American Funeral Director 9 81 
Automotive News 97 
Aviation Week 32 315 
Boot & Shoe Recorder : 46 
Chain Store Age 

Executive Editions Combination 5 39 
Chemical & Engineering News 
Chemical Engineering ] 117 
Coal Age : 45 
Construction Bulletin 19] 
Construction Digest G 161 
Constructioneer 69 
Control Engineering 
Electrical Engineering 
Electrical World 
Electronics 
Engineering News-Record 
Florists’ Review 
Foundry 
Graphic Arts Monthly 
Iron Age 
Jewelers’ Circular-Keyst 
Journal of the American Medical 
Knitting Industry Weekly 
Lumberman 
Mechanical Engineerinc 
Mining Engineering 
Michigan Contractor & Builder 
Modern Hospital 
National Jéweler 
National Provisioner 
Nucleonics 
Oil & Gas Journal 
Paper Mill News 
Pit & Quarry 
Power 
Printing Magazine 
Public Works 
Roads & Streets 
Rock Products 
Rocky Mountain Construction 
Sporting Goods Dealer 
Telephone Engineer 
Telephony 
Texas Contractor 
Textile World 
Western Builder 
Wood & Wood Pr 


ouwnov s 
Oonk Dk WOO bk Oo 


© 7 


~ _ 
POW Oo hw UT ¢ 


> 











Reader-Profit from 


MODERN OFFICE PROCEDURES 


Harrison Johnson, Features Editor 
MODERN OFFICE PROCEDURES 


...comes from up-to-the-minute editorial pro- 
duced by Harrison Johnson and the other edi- 
torial specialists. The “Impact” editorial which 
has made this publication famous is the result 
of constant investigation, thorough analysis and 
accurate interpretation by the entire editorial 


group. 
Harrison Johnson is well known in the field 
of business and government communications. 
Formerly editor-publisher of his own maga- 
zine, he joined the staff of MopERN OFFICE 
Procepures in 1958 after eight years’ work in 
public relations and the diplomatic service. 


From this wealth of executive experience comes 
reader-profit which produces advertiser-profit. 


MODERN OFFICE 
PROCEDURES 

Monthly Circulation - 102,000 
Published by: 
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Reader-Profit from 


THE REFRIGERATION & 
AIRCONDITIONING BUSINESS 


Jim McCallum, Editor 
THE REFRIGERATION & AIRCONDITIONING BUSINESS 


... is a natural result of the work of Jim Mc- 
Callum and his staff. Working closely with con- 
tractors, dealers and manufacturers gives this 
editorial team a thorough knowledge of its 
industry. 

With editorial experience in the industry dat- 
ing back to 1936, and as a member of this 
magazine’s staff for fifteen years, Mr. McCal- 
lum is a recognized authority on the merchan- 
dising of airconditioning products. He is an 
active member of ASHRAE. 


From this background of experience in both 
the technical and merchandising sides of the 
business comes reader-profit . . . that produces 
advertiser-profit. 





THE REFRIGERATION &@ 
AIRCONDITIONING BUSINESS 
Monthly Circulation - 30,800 


Published by: 
| ) a 


The INDUSTRIAL PUBLISHING 
Corporation 


812 HURON ROAD + CLEVELAND 15, OHIO 
NEW YORK+CHICAGO>LOS ANGELES+LONDON 
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Parlez vous ““Feedmobile” . . Mr. and Mrs. Leopold Lupien of 
Richmond, Que., Canada, listen to instructions in French on 
how to operate their new on-the-farm feed mill at a three-day 
training school. Earphones provide instant translation from the 
lecturer, telling in English how the machines grind grains and 
hays grown by farmers and mix them with nutritional additives 
and molasses to make productive animal and poultry feeds. 


Traiing school 
gets French twist 


lem An unprecedented extra—English-to-French 
translations through earphones, a la United Nations— 
was added to its customer services by a Lancaster, Pa., 
company recently, for ten purchasers of its mobile feed- 
processing mills. 

Daffin Mfg. Co., which makes the big feed-mixing 
machines for farm use, requires everyone who buys a 
machine—and the machine operator—to attend a three- 
day school where operating techniques and maintenance 
are taught, as well as the merchandising aspects of the 
relatively new farm feed-mixing service. 

When confronted with ten French-speaking Canadian 
purchasers who couldn’t understand a word of the lec- 
tures as given in English, the company made good its 
promise of complete training service by taking a page 
from the UN notebook and setting up the instantaneous 
translation system. 

Andy C. Matte, Daffin’s representative in Quebec 
province, who speaks fluent French as well as English, 
was on hand to translate the English discourse during 
the lectures and demonstrations. His voice was trans- 
mitted via single earphones, similar to those used in 
hearing aids and portable radios, to the ten French- 
speaking “students” almost as soon as the other students 
heard the words in English. 

With only one ear “tuned in” to the lecture, the 
Canadian customers could talk and compare notes with 
their neighbors, an impossible feat had the more con- 
ventional double head-sets been used. 

At the conclusion of the school, the new owners 
drove their big mobile feed mills home, where they 
would begin servicing the farmers in their own com- 
munity. Besides the Canadians, purchasers and observ- 
ers from 15 states attended the session. Similar schools 
are scheduled in Lancaster every two weeks the year 
around. ® 





4 
a 


4 , fC oat 
dc 
October 


10-13... American Mining Congress-Mining 
Show, Auditorium, Las Vegas, Nev. 


10-14..National Aeronautic Meeting En- 
gineering Display, Ambassador, 
Los Angeles. 


10-14..Civil Engineering Show, Statler- 
Hilton, Boston. 


10-14.. National Hardware Show, Colise- 
um, New York. 


14-23 .. International Packaging Machin- 
ery Show, “Autopac,”’ and French 
Packaging Show, Paris, France. 


16-19.. National Hardware Convention, 
Dennis and Shelburne hotels, At- 
lantic City. 


17-19.. American Oil Chemists Society, 
New Yorker Hotel, New York City. 


17-21... National Metal Congress and Ex- 
position, Bellevue-Stratford Hotel, 
Philadelphia. 


24-26 .. Truck Body & Equipment Ass’n., 
Sherman Hotel, Chicago. 


24-27 .. International Association of Elec- 
trotypers & Stereotypers, Mexico 
City, Mexico. 


24-28... Fleet Maintenance Exposition, Col- 
iseum, New York. 


25-27... Industrial & Building Sanitation 
Maintenance Show, Sheraton-Cadil- 


lac, Detroit. 


31-Nov. 5. Dairy Industries Exposition, In- 
ternational Amphitheater, Chicago. 


November 


1- 3..Canadian National Packaging Ex- 
position, Automotive Building, Tor- 


onto, Ontario. 


co 


- Material Handling Institute Cen- 


tral States Show, Fair & Exposition 


Center, Louisville, Ky. 


-Society of Exploration Geophys- 


icists, Galveston, Tex. 


INDUSTRIAL 
SHOWS 


12-19... Institute of Radio Engineers North- 
east Electronics Research & Engi- 
neering Meeting, Commonwealth 


Armory, Boston. 


13-15 .. Ohio Home Builders Convention & 
Exposition, Public Auditorium, 
Cleveland. 


-- National Retail Lumber Dealers 
Association's Building Materials 
Exposition, Civic Auditorium and 
Brooks Exhibit Hall, San Francisco. 


14-16... Institute of Radio Engineers’ Mid- 
American Electronics Convention, 
Muehlebach Hotel, Kansas City, 
Mo. 


-.» Pennsylvania Retail Farm and In- 
dustrial Equipment Association, 


Penn-Harris Hotel, Harrisburg, Pa. 


-» Building Products Exposition, Audi- 
torium, San Francisco. 


14-18.. American Society of Tool & Mfg. 
Engineers Western Tool Show, Me- 
morial Sports Arena, Los Angeles. 


.- Industrial Photographic and Tele- 
vision Exhibition, Royal Albert 
Hall, London, England. 


27-Dec. 1.Exposition of Chemical Indus- 
tries, Coliseum, New York. 


28-Dec. 2. National Exposition of Power & 
Mechanical Engineering, Coliseum, 


New York. 


29-Dec. 2.Corrosion Exhibition, Olympia, 
London, England. 


December 


l- 2..Institute of Radio Engineers’ Ve 
Communications Group, 
Philadelphia. 


hicular 
Sheraton Hotel, 


«Chemical Specialties Manufactur 
ers Association, Hollywood Beach 
Hotel, Hollywood, Fla. 


.- Tri-State Packers Association, Lord 
Baltimore Hotel, Baltimore, Md. 








CLIENTS 
EXPECT MORE 
FROM 


GENERAL EXHIBITS 


SUPERIOR DESIGN 


QUALITY STANDARDS 
ENGINEERED ANIMATION 


BETTER GRAPHICS 


ERECTING AND DISMANTLING 


Bones 


FOR YOUR NEXT EXHIBIT 
CONSULT 


eneral exhibits 


& displays ine. 


2100 WN. RACINE AVE., CHICAGO 14, Ill. 
PHONE—EASTGATE 7-0106 
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SALES FOOT 
IN THIS 
PLASTIC DOOR 


Now theyre making doors, 

windows, sash and trim out of 

plastic...and this application is 

helping open up a still wider market for 
building materials made of plastic. 


Imagine homes with gas-, water- and 
sewer-pipes, electrical conduits, wall 
panels, ductwork, stair railings and founda- 
tion waterproofing, all made of strong, 
light, long-lasting plastic! Fantastic? Not at 
all. These items have passed the pilot-plant 
stage, and with more and more architects, 
builders and home buyers becoming sold 
on the merits of plastic building products, 
the market will soon be booming. 


a 
1 ate © 
ey 
ie 
5 


As in the construction field, the use of 
plastics in appliance housings, automotive 
parts, furniture, packaging, boating and 
other applications is mushrooming. It’s a 
market with unlimited opportunities, for it 
takes billions of pounds of raw materials, 
countless tools, dies, motors, machines and 
equipment to make, mold and finish plastic 
products. 


Your best door-opener to sales in the 
plastics market is a consistent advertising 
campaign in MODERN PLasTics—the domi- 
nant magazine in the field, with more edi- 
torial material, more paid subscribers and 
more advertising than all other plastics 
publications combined. 


Get the complete market-media picture 
today. Call or write our nearest office for 
your copy of the new MODERN PLASTICS 
Market and Media Data File. 


MODERN PLASTICS 


A Breskin Publication—Authority of the Field for 35 Years Qj) > 


Offices: New York, 575 Madison Ave.; Chicago, 620 N. Michigan Ave.; 

Cleveland, 3537 Lee Rd.; Los Angeles, 6535 Wilshire Blod.; Atlanta, 1722 Rhodes Haverty Bldg.; 
London, England, 29 New Bridge St.; Frankfurt am Main, Western Germany, Wittelsbacher Allee 60; 
Tokyo, Japan, 4 Ginza, 2-chome, Chuo-ku. 
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Committee probes problems. . 


ABC studies plan for 


more data on unpaid 


# The Audit Bureau of Circulations 
is working on a plan to give an oc- 
cupational and geographical break- 
down of the unpaid portions of its 
business paper members’ circula- 
tions. 

Details of the plan, which ABC 
hopes will put an end to the long- 
term hassle over the reporting of 
unpaid distribution, are currently 
being worked out by the bureau's 
business paper marketing services 
committee. The formal proposal will 
Ye presented by the business paper 
committee to the ABC board at its 
Oct. 19-21 meeting in New York. 

Basically the proposal involves 
two audit statements. One—essen- 
tially the same as is now being used 
—would be available to business 
paper publishers using free distri- 
bution solely as a means of promot- 
ing paid subscriptions. This state- 
ment would report only the quantity 
of the unpaid distribution. 

The second statement—on a dif- 
ferent colored stock—would be 
available to publishers using free 
distribution to supplement the cov- 
erage provided by the paid portions 
of their circulations. This statement 
would give breakdowns of the un- 
paid, such as occupational and geo- 
graphic classifications. 


Which form? . . When asked 
whether the ABC or the individual 
publisher will decide which form 


OF INDUSTRIAL 
MARKETING 


is used for each publication, Thomas 
B. Haire, president of Haire Publish- 
ing Co. and chairman of the ABC 
committee working on the plan, ex- 
plained that this is one of the details 
still to be worked out by his com- 
mittee. 

Mr. Haire said that although a de- 
cision to study such a proposal was 
unanimously approved by the ABC 
board at its September meeting in 
Cleveland, no details were dis- 
cussed at that time. He added that 


He’s making a Monarch Lathe... 


One example of where the extra values 
come from in your MONARCH Lathes 


VISIT MONARCH We 


his committee must still resolve two 
or three “rather touchy problems” 
before the proposal can be passed on 
to the board. 

Two problems which have arisen 
when similar proposals were dis- 
cussed in the past concern renewals 
and arrears. Those publications 
which approach 100% paid circula- 
tion argue that publications with 
any great amount of unpaid cir- 
culation (ABC allows 30% free) 
could place those readers which are 
unlikely to renew or are in arrears 
on the free list. These readers, after 
the first reporting period, would not 
appear on the arrears and non-re- 
newals list. This would give the 
publication a lower arrears figure 
and higher renewal percentage. 

Asked as to the chances of the 
proposal being approved by the 
board at the October meeting, Mr. 


Don't Too! Up for Temorrow’s Boom with Yesterday's Lathes 


MONARCHS 
HIGH PRODUCTION 
LATHES: OF 
TOMORROW... 
ue fF 
.. The New Medel 20-8 a <3 é 


Mona-Matic — A Low First 
Cost Production Lathe 


Monarch 


Quality pitch . . Monarch Machine Tool Co., Sidney, 0., is making its first venture 
into four-color advertising with a series of inserts promoting the quality of its lathes. 
All the ads have the same format and headline as the one shown here. Two-color 
back-up (right) gives details on specific Monarch machines. The ads, prepared by 
Kircher, Helton & Collett, are appearing in Iron Age and Steel. 
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Haire said that it was “entirely pos- 
sible, but doubtful.” He explained 
that ABC procedures would require 
unanimous consent by the board at 
the first board meeting Oct. 19-20; 
and that while unanimous consent 
was not necessary at the second 
board meeting Oct. 21, this meeting 
would be the first of the “new” 
board chosen the 19th and 20th. He 
said that in the past, the first meet- 
ing of the board was devoted only to 
electing committee chairmen, etc. 


Kill previous proposal .. The 
two-statement proposal being 
planned is in sharp contrast to one 
the ABC board tentatively approved 
at a meeting in Quebec three months 
ago, then killed at the Cleveland 
meeting last month after receiving 
a number of protests from business 
paper buyers. 

That proposal, if it had been ap- 
proved, would have resulted in the 
elimination of all reference to un- 
paid distribution from ABC publish- 
ers’ statements and audit reports for 
business papers. 


ABC ‘losing ground’ . . At the 
ABC’s Cleveland board meeting, G. 
L. Milne, president of Domestic En- 
gineering Co., Chicago, reported on 
the results of a poll of business 
paper space buyers on the desira- 
bility of a single audit. 

According to Mr. Milne, the large 
majority of company ad directors 
and agency media buyers who re- 
sponded favor a single audit for all 
business publications, conducted by 
one auditing organization or using 
a common audit form. 

Mr. Milne said his company 
mailed ballots recently to ad direc- 
tors of 359 of the largest industrial 
and trade advertisers and to media 
directors of all agency members of 
American Association of Advertis- 
ing Agencies. Of the 98 replies 
received from this mailing and a 
“ballot” ad in Advertising Age, he 
said that 61 favored a single audit 
for all business publications con- 
ducted by one auditing organization, 
35 favored a common audit form, 
and only two favored existing pro- 
cedures and reports. 


Fightin’ words? . . John Ward, marketing planning and serv- 
ices manager, Sundstrand Aviation Div., Sundstrand Corp., 
Rockford, Ill., shows off speaker’s gift he received from the 
Japan Marketing Association and the Tokyo Sales Executive 
Club. The gift is a model of a helmet worn by a general of the 
Samurai, the warriors of ancient Japan. Mr. Ward spoke to 


the two groups during his recent visit to Japan to study mar- 


keting and economic conditions 
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“The Audit Bureau of Circula- 
tions as an auditing organization for 
business publications is rapidly 
losing ground,” Mr. Milne told the 
directors. “We have analyzed the 
monthly and annual reports ap- 
pearing in INDUSTRIAL MARKETING of 
ABC publications for the past ten 
years. 

“In 1950, 112 ABC publications 
reported 161,727 pages of advertis- 
ing. In 1959, 138 ABC publications 
reported 216,886 pages of advertis- 
ing. This is an increase of 34.1%. 

“During the same years, in 1950, 
72 Business Publications Audit pub- 
lications reported 95,506 pages of 
advertising, while in 1959, 151 BPA 
publications reported 183,020 pages 
of advertising, an increase of 91.6%. 

“IT fully recognized that this does 
not represent a full accounting of 
the 343 U.S. ABC business papers 
existing in 1950, nor the 331 U.S. 
ABC business papers in 1959-60,” 
Mr. Milne said. “Neither does it 
represent an accounting of the 
advertising pages in the now 497 
members of BPA.” 

Mr. Milne went on to point out 
that while ABC has lost 12 US. 
business publications in the last ten 
years, BPA has increased its mem- 
bership from 300 to 497 over the 
same period. 

“T would point out to you that 
between 1950 and 1960 there were 
624 new publications listed in 
Standard Rate & Data Service,” he 
said. “29 of these were ABC, 121 
were BPA. Apparently BPA is 
found to be four times more attrac- 
tive to publishers starting new 
publications than ABC,” he added. 


Other speeches .. Here are ex- 
cerpts from other important recent 
speeches in the field of advertising 
and selling to business and in- 
dustry: 


Have long range plans for 


long range growth: Woodland 


e “Chain Belt Co.’s five-year plan, 
started in 1952, has been in full 
effect since 1956. During that time, 
the company’s annual sales have 
increased from $37 to over $66 
million. Many of the Chain Belt 
plan’s functional and organizational 
policies offer practical ‘do’s’ and 
‘don’ts’ that are aimed at solving 


Continued on page 213 
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Editorial Excellence 


produces interested and responsive 
readers in a hand-picked audience of 
men actively engaged in product 
design, fastener application and 
assembly operations. 


*the one ingredient nec- 
essary to create contin- 
ued readership in such a 
highly specialized area. 





. the only publication 
devoted 100% to 
assembly and fastening 
in all the large 
fastener-using industries: 


automotive 
aircraft 
electrical 
machinery 
electronic 
appliance 
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fabricated products 
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assembly:f 


...serves a multi-billion dollar market 


The assembly and fastener segment of the industrial market is one of the nation’s 
most important dollar markets. 50 to 70% of total manufacturing cost is expended 
for assembly and fastening of the products of American industry. Approximately 
950 million dollars worth of mechanical fasteners alone are used by industry 
annually. Assembly costs are higher than machining costs. More patents are issued 
each year for fastening devices than any other type of product. Over a million tons 
of steel goes into the production of nuts, bolts, rivets and screws alone, representing 
two percent of our entire steel production. Add to the millions of dollars spent for 
fasteners, additional millions spent for fastening tools and equipment, stitching 
machines, soldering and bonding equipment, brazing and welding equipment, 
assembly equipment including machines, conveyors and power tools and it soon 
becomes apparent this is a highly important and specialized market—important 
because it represents a prime target for cost reduction and “product improve- 
ment.” Product failures traced to faulty fastening have become a major problem 
to be solved through creative engineering and manufacturing application. 


Available HAND-PICKED CIRCULATION 
Market Data ... provides direct contact with men 
The following list of data sheets and research intensely interested in your products 


studies are available on request. Order by 

number and title as shown. The readers of Assembly & Fastener Engineering are men in industry who are 
directly concerned with fastener use, fastener design, fastening methods and/or 

Data Sheets assembly operations. Over 28,000 qualified individuals were selected by careful 


102—Circulation by major employment screening to build this unique audience 


groups. 

103—Aircraft industry circulation. 

104—Circulation by plant size (Number of 
employees) 

105—Circulation by job title (function) 

201—Use of cold heading, thread rolling 


Personnel|—By Title 
and screw slotting equipment 4 
a 
= 


1—Analysis of inquiries from design and 
engineering personnel 


Studies 


2—Toggle clamp brand recognition 
3—Readership study #1 
4—Readership study #2 

5--Use of inserted thread fasteners 


Also Available 
@ Current BPA circulation statement 
@ Rate Sheet 
@ AIA Media Data Form 
@ Volume 1—Editorial Index 
@ A&FE Progress report 


HITCHCOCK PUBLICATIONS Take time to read one 
serving American industry 


edhies and Tool Blue Book or two issues of ¥ : 
peenerrnahs Machine and Tool Directory ASSEMBLY & FAS TENER : . 
Assembly & Fastener Engineering ENGINEERING Lae : ; % ! 


Grinding and Finishing 


Carbide Engineering you'll find out for PUBLISHING COMPANY 


Plant Maintenance & Engineering ourself wh it delivers 
Hitchcock's Wood Worki i 
“es 20 ara y y WHEATON, ILLINOIS * SINCE 1898 


Hitchcock's Wood Working Directory readers that respond 


Modern Passeng. . Transportation os 
Hitchcock's Passenger Transportation Directory to advertising. The pioneer of QUALIFIED CIRCULATION 
School Bus Trends 
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problems in long-range planning 
before they arise. Some of these 
are: 


1. “Establish a means of communi- 
cating about, and furthering an 
understanding of, all facets of the 
plan among top management, mid- 
dle management and _ operating 
personnel. Take steps to insure that 
all of those responsible for day-to- 
day decisions are sold on the plan 
and that they take part in develop- 
ing it. 


2. “Don’t file and forget the plan— 
it guides action. At Chain Belt the 
responsibility for keeping the plan 
current is entrusted to one man, 
the assistant to the president. Each 
year division managers must bring 
their plan up to date—dropping the 
current year and adding a new one. 


3. “Review the plan annually to see 
where you are in relation to target. 


4. “Know where you are in your 
business cycle before you project. 
Projecting forward from a boom 
year can result in inflated ideas; 
projecting from a recession year 
can be equally misleading . 

“Most important, to make the 


long-range plan work, dollars must 
be provided out of current profits. 


If a satisfactory profit cannot be 
made after providing for the re- 
quirements of the plan, perhaps the 
plan should be reviewed to see if it 
is too ambitious. At the outset, 
there is no use to engage long-range 
planning unless there is a_ basic 
willingness, from top management 
down through the ranks, to invest 
the time and money out of current 
operations that is necessary to make 
the plan work. 

“This is easy to say, but courage 
—the most vital element in making 
the plan work—is needed, particu- 
larly in times like these when prof- 
its come hard.”—G. H. Woodland, 
Marketing Vice-President, Chain 
Belt Co., Milwaukee, at the Na- 
tional Industrial Conference Board’s 
eighth annual marketing conference, 


held in New York. 


Put market information 
to use, Rising urges 


e “The gathering of market infor- 
mation is a costly process that can 
be a loss for the company involved 
—if proper use is not made of the 
material at the firing line. 

“The accumulation and dissemi- 
nation of all this type of data does 
nothing but increase expenses un- 
less the information is put to effec- 
tive use. The key to the effective 
use of market information centers 


40-year men . . Robert E. Allen (center), president of Fuller & 
Smith & Ross, presents gifts to John F. Wagener (left), account 
executive, and Richard Matheis, mechanical production direc 


tor, on their 40th year with the agency. 


KRAFT FOODS sell 
with TRANSLITES 
by Black Box 


Kraft Foods displays ring up 
sales through taste-tempting 
action-getting TRANSLITES in 
full Color 

Eye-catching lighted displays 
by Black Box are now within 
easy reach of modest budgets 
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(ole) (0) 6a . wi ol aman aalelen 
backlighting 

Contact your local Black Box 
Sales Counselor today. SAVE 
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coat MINING 


WN ITES 
latest news of 
entire 
coal industry 


Whether you produce products for 
deep or strip mining, your sales 
message will reach more men who 
plan, specify and buy... when you 
advertise in Coal Mining. 


Each issue is eagerly read for the 
latest news about methods, equip- 
ment and personnel. And, since 
1944, Coal Mining’s vigorous cam- 
paign for further automation has 
won enthusiastic endorsements of 
top officials in bituminous and an- 
thracite. 


To reach men who buy, advertise 
in Coal Mining. AA-972 


COAL MININ 


4575 Country Club Drive @ Pittsbu 36, Po 
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on two words—proper supervision. 
This means at the district level, at 
the regional level, and at the na- 
tional level. 

“At my company the supervision 
vigorously follows through with six 
steps to be sure that market infor- 
mation is properly used. 


1. “The market potential or busi- 
ness available in an area is dis- 
cussed with each man in detail 
annually and his results reviewed 
quarterly in person by his field 
supervisor. 


2. “His individual standing relating 
to quota and the analysis of plans 
for his market are also discussed 
annually with his sales manager 
and reviewed quarterly by his field 
sales supervisor or regional man- 


ager. 


3. “The number of calls made daily 
or weekly is reviewed monthly by 
the regional manager and quarterly 
by the sales manager. 


4. “His individual standing within 
the company and his sales results 


| with regard to industry figures are 
| likewise reviewed monthly by the 
regional manager and quarterly by 
| the sales manager. 


Blister packs . . 


Raytheon Co., 


5. “Inventories are reviewed regu- 
larly on a weekly basis by the field 
sales supervisor. 


6. “Such things as advertising leads, 
direct mail leads, factory inquiries 
and complaints are followed up at 
the home office by means of post 
cards which are sent directly to 
the inquirer 30 days after his ini- 
tial inquiry has been answered and 
referred to the field for handling. 
If the inquirer indicates he has not 
received satisfactory information 
and handling, the field supervisor 
and salesman are again contacted 
to correct this situation. 

“Market information will not 
make a poor salesman good, but it 
will direct him to concentrate on 
where the berries are and permit 
him to make the most of his tac- 
tical advantages. It will encourage 
him to work harder each day and 
enlighten him as to what is ex- 
pected of him and where he stands 
in relation to his fellow salesmen 
within his company and his in- 
dustry.”—Austin Rising, Vice-Presi- 
dent & Marketing Director, York 
Div., Borg-Warner Corp., Chicago, 
at NICB marketing conference. 


~~ . . . 
Communications vital to 
selling: Woodlief 


e “No matter what sort of selling 


de een 


Westwood, Mass., is shipping 


its transistors and other semiconductor devices to distributors 
in these smartly-styled plastic blister packs, instead of the 
formerly-used folded cardboard cartons shown at lower right. 
The merchandiser backboard, which Raytheon calls Unipack, is 
perforated between units so that transistors can be removed 


one at a time without disturbing the blister seals. The panels 


fold in half for shipment or shelf storage 





business you may be in, you must 
recognize that communications is 
the most important activity you can 
engage in. You must communicate 
with your manufacturing and de- 
sign and creative people, you must 
communicate with your financial 
people, and above all, you must 
communicate with your salesmen. 

“There is only one way that a 
sales organization can be effective. 
That is by constant communication 
between the general sales manager 
and the divisional sales managers; 
between them and the district man- 
agers; and between district manag- 
ers and salesmen. 

“The big advantage is that it 
establishes a common method of 
operation in every district and even 
down to the salesman level—some- 
thing impossible to achieve if the 
whole direction were straight to the 
sales force from headquarters.”— 
R. H. Woodlief, Vice-President & 
General Sales Manager, Brown & 
Bigelow, St. Paul, Minn., division of 
Standard Packaging Corp., at NICB 


marketing conference. 


Hodgson hits ‘sameness’ of 
business paper direct mail 


e “90% of the direct mail turned 
out by business publications is sim- 
ply a case of taking space adver- 
tising, putting it in an envelope and 
sticking a stamp on it. 

“Too many business paper publi- 
cations have a mistaken inferiority 
complex, especially because they 
compare their efforts with the ex- 
tensive promotions done by con- 
sumer magazines. 

“There is no reason for this atti- 
tude. Business papers have a big 
advantage in being able to pinpoint 
their subscribers. Business papers 
can personalize their direct mail, 
something that the big publications 
can’t do with their big lists and 
broadside promotions.”—Richard C. 
Hodgson, President, American Mar- 
keting Services, Boston, at a New 
York conference of National Busi- 
ness Publications. 


1960 new product research 
up 10% over 1961: AMA 


s Industry is spending 10.7% more 
for new product and process re- 
search in 1960 than it did in 1959, 


Continued on page 216 
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ae aes 


ALAMBDA seee snow ree coms 


this is a 
catalog 


page 


It contains the details (speci- 
fications, descriptions and il- 
lustrations) necessary for an 
electronic engineer and pur- 
chasing agent to make a buy- 
ing decision. 





this is an 
electronic 
engineer 


He is about to make a deci- 
sion. He is comparing catalog 
data on many available makes 
of a specific type product so 
that he can specify or buy. 


this is 


eer 


It contains 916 pages of cata- 
log data—the products of 570 
manufacturers. What’s more, 
it organizes this catalog data 
into 52 product sections—each 
a marketplace for a specific 
type of product. 

This is why 56,000 engi- 
neers and purchasing agents 
reach for eem first when a 
buying decision is to be made. 


Make sure your catalog data is in its 
appropriate eem product section! 


Catalog in 


(closing date space reservations, Dec. 15, 
1960; complete plates, Feb. 1, 1961) 





SAVE 5% 





Reserve space and submit 
copy before Dec. 15, 1960. 








(yd eem -Electronic Engineers Master 60 madison ave. + hempstead, n. y, “2: BPA 
other publications: Electronic Products Magazine; The Radio-Electronic Master 
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according to an American Manage- 
ment Association survey of some 
400 corporations “representative of 
U.S. industry.” 

But the aim is “more results for 
the money rather than more money 
for results,” according to Dr. Philip 
Marvin, AMA research and develop- 
ment division manager. 

Dr. Marvin told some 30 corpora- 
tion presidents attending an AMA 
development seminar in New York 
that a mid-year survey by the as- 
sociation showed that of 402 cor- 
porations representing 26 industry 
groups, about two-thirds have in- 
creased their budgets, 27% reported 
no change, and 7% cut their invest- 
ment. 

Budget changes ranged from an 
average decrease of 11.89 in min- 
eral and coal mining and 5.2% in 
16.8, 
in electronics and 22° in miscel- 
laneous machinery and parts. 

Other leading industry increases 
are: glass, stone and clay, 19.2%; 
plastics and molded products, 14.6% ; 
public utilities, 14.30; 
and control equipment, 14%; and 
food and beverages, 13.1%. 

The 402 corporations spent an 
average of 3.7% of 1959 sales for 
product development in 1959, the 
survey showed. Leading the field 


publishing, to increases of 


instruments 


Final papers . 


don Co., Tacoma, Wash., 


vice-presidents 


Arlyn E. Cole, 


was electronics with 7.7%, followed 
by instruments and control equip- 
ment, 6.10, and 
with 5.7%. 

Dr. Marvin added: “Most com- 
panies don’t know the actual cost 
of developing their new products 

a cost which is a basic factor in 


pharmaceuticals 


making the most important deci- 
sions a manager must make—deci- 
sions about the future. This ignor- 
ance leads to waste.” 


Announce winners of Canada’s 
editorial competition 


s Editors of Canadian Architect, 
Canadian Builder, National Builder 
and Plant Administration won the 
top four awards in the Kenneth R. 
Wilson memorial awards competition, 
sponsored by Canada’s Business Pa- 
per Editors’ Association. 

National Builder and Plant Ad- 
ministration are published by Mac- 
Lean-Hunter Publishing Co., To- 
ronto; Canadian Architect by Hugh 
C. Maclean Publications, Don Mills, 
Ontario; and Canadian Builder by 
Wallace Publishing Co., Montreal. 

Honorable mentions were received 
by editors of Canadian Auto- 
motive Trade, Canadian Fisherman, 
Electrical Contractor & Mainte- 
nance Supervisor, Service Station 
Management & Merchandising, 
Building Supply Dealer and Engi- 
neering & Contract Record. 


. Pictured signing final papers of merger of Con- 
and Cole & Weber, Portland, Ore., 
are the new principals (l-r): George H. Weber and Dan Gerber, 


president; Harold C. Dixon, 


vice-president of the new Condon division, and Vic Kaufman, 


general manager of the division 
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‘Steel’ urges U.S. marketers to 
go after international business 


® Shifts in international trade since 
1956 have cost the United States $4 
billion in sales, the livelihood of 2 
million people (700,000 job holders 
and their 1.3 million dependents), 
millions of tax dollars, and inesti- 
mable prestige, according to Steel. 

“While we've been losing, our 
abroad have _ been 
building their industrial muscles for 
an even more intensive attack on 
U.S. and foreign markets,’ the 
weekly magazine said in an article 
in its Sept. 5 issue, which was de- 
voted entirely to the impact of 
foreign competition on U.S. indus- 
try. 

Marketing managers must lead 
the battle to regain lost markets 
and widen the reach of U.S. eco- 
nomic influence, the article said, but 
the penetration of foreign markets 
requires considerable market re- 
search—and little has been done to 
date. 


competitors 


Admiral Burke to receive 
NBP’s silver quill award 


# National Business Publications’ 
1960 silver quill award will be pre- 
sented to Admiral Arleigh A. Burke, 
chief of naval operations. The pres- 
entation will be made at NBP’s 
“state of the nation” dinner, sched- 
uled for Jan. 27, at the Sheraton- 
Park Hotel in Washington, D.C. 

According to NBP, some _ 1,700 
guests will attend the dinner to 
honor Adm. Burke, the first man 
ever appointed to three consecutive 
terms as commander of our naval 
forces. 


Conover-Mast survey shows 
results of inquiry follow-up 


# If you sell to the heavy construc- 
tion market, prompt personal fol- 
low-up of inquiries resulting from 
ads is likely to double the inquiry- 
order conversion rate, according to 
Arthur H. Dix, research vice-presi- 
dent of Conover-Mast Publications, 
New York. 

Mr. Dix said that the results of 
an investigation of 532 inquiries 
produced by advertising in the 
March issue of C-M’s Construction 








Equipment showed that you can 
count on about one out of six or 
seven inquiries produced by the 
heavy construction business paper 
to result in an order within 14 
weeks of the inquiry date—if a 
salesman calls. Absence of personal 
follow-up, he said, cuts the order 
ratio just about in half. 


Agency management workshop 
scheduled for Oct. 27-28 


s Advertising Age’s second annual 
advertising agency management 
workshop will be held at the Palmer 
House, Chicago, Thursday and Fri- 
day, Oct. 27-28. 

Purpose of the workshop is to 
“help meet the need for greater 
knowledge of agency financial man- 
agement, and to provide a forum in 
which top management representa- 
tives of agencies can exchange ideas 
and experiences,” according to AA. 


Carlson, agency president, 
dies unexpectedly at 51 


® Herbert A. Carlson, 51, president 
of Carlson & Co., Indianapolis, died 
unexpectedly in his home Sept. 2. 

An ex-newspaperman, Mr. Cari- 
son entered the agency field in 1939 
when he joined Bozell & Jacobs, 
Omaha, as an account executive. He 
became vice-president of Bé&J’s 
Shreveport office and then moved 
to Chicago to join Henri, Hurst & 
McDonald. Mr. Carlson also worked 
for Leo Burnett Co., Grant Adver- 
tising and Christiansen Advertis- 
ing Agency in Chicago before he 
switched to Applegate Advertising, 
Muncie, Ind. After three years with 
Applegate, he and four other admen 
founded the Carlson agency in 1958. 

He was a member of the Indian- 
apolis Advertising Club, the Press 
Club, Sales Executives Club and 
the Association of Industrial Ad- 
vertisers. 


U.S. Steels ads to tell of 
America’s economic strength 


= A newspaper ad campaign de- 
signed to “reflect the real achieve- 
ments and true economic strength 
of America” has been announced by 

U. S. Steel. 
The ads, being run in one daily in 
Continued on page 218 
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Authoritative 


Developments 
in the 

Iron and 
Steel Industry 
During 1959 


**A FUNDAMENTAL OF WHY THIS 
WAS SELECTED MOST USEFUL OF 
10 MAGAZINES IN THE STEEL INDUSTRY 


IRON & STEEL 
ENGINEER 


With steel industry operating men who re- 
sponded to a Guide-Post Research survey, 
Iron & Steel Engineer was selected Most Use- 
ful. Also, considering each magazine’s own 
circulation only, 70% named Iron & Steel as 
Most Useful (55% for the next preferred A . 
monthly; 50% for the most preferred weekly). Censplcuons Value, too: 











A $210 page rate (12 times, black 
. 7 and white)—only $20 per M, less 
May we send detailed media data? than % the rate of the other ver- 
tical serving this $2 billion market. 


IRON & STEEL ENGINEER 20i0Emoire Butaing 
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You Help Your 
Customers and 
Prospects Buy 


industrial executives 
read directory 
advertising when they 
are ready to buy 


Directory advertising gives the 
prospect information about your 
product at the critical time when 
he is ready to buy. 


The N. I. A. A. “Survey of In- 
dustrial Buying Practices”’ 
showed directories were Number 
One in making the original con- 
tact between buyer and seller. 
Directories help your advertising 
schedule produce these all-impor- 
tant “original contacts.” 


CONOVER-MAST PURCHASING 
DIRECTORY gives you the most in- 
dustrial circulation. It is the only 
general industrial directory that 
includes telephone numbers, na- 
tionwide, of companies selling to 
industry. Many manufacturers 
list distributors, or branch offices, 
to facilitate fast, local contact. 


Be sure your schedule includes 
this powerful business producer. 


Conover-Mast 
Purchasing Directory 


A CONOVER-MAST PUBLICATION 
205 E. 42nd St. New York 17, N. Y. 
MU 9-3250 
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each of 18 metropolitan centers and 
36 U.S. Steel plant cities, plus three 
business dailies, feature reports by 
Lowell Thomas on “America on the 
move, America growing.” 

According to Roger M. Blough, 
chairman of the board, “Too many 
people today either refuse to recog- 
nize or lose sight of the many factors 


Leading off . . This is the first of the 
U.S. Steel ads featuring the strength of 
America. 


that together make America strong- 
er than before. Furthermore, un- 
scrupulous enemies abroad cleverly 
deny, twist and obscure the facts 
about our achievements as a nation 
and as a people.” 

The ads, prepared by Batten, Bar- 
ton, Durstine & Osborn, Pittsburgh, 
will appear regularly throughout 
the remainder of the year and into 
1961. 


‘International Oilman’ to 
be printed in England 


® Oilman, Inc., Fort Worth, Texas, 
publisher of International Oilman, 
has announced that it has begun 
printing that magazine in England. 
The changeover from Texas to Eng- 
land was made with the August 
issue. 

“The new distribution point will 
make it possible to provide our 
readers with more rapid receipt of 





LOOKING FOR A NEW 
SOURCE OF PROFITS? 


Your company's mailing list — 
customers, prospects, inquiries, 
etc. — can be rented to non-com- 
petitive companies for substantial 
extra. income with surprisingly 
little effort on your part. Tell us 
about your list and we'll tell you 
how it works. We'll also send you 


FREE! 


. our series of studies on The 
Function of Mailing Lists in Direct 
Mail Advertising. No cost . . no 
obligation . . no salesmen will call. 


PLANNED CIRCULATION 


19-A WEST 44th STREET 
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IN LATIN AMERICA 


Textiles Panamericanos 


to all mills monthly 
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TEXTIL 
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to all mills annually 


PANAMERICAN PUBLISHING CO., INC. 
570- 7th AVENUE, NEW YORK 18, N. Y. 

















their copies after publication than 
has been possible in the past,” said 
publisher B. Orchard Lisle. 

He added, “Three-quarters of our 
circulation is outside the United 
States, and England is directly 
served by more steamship lines sail- 
ing to distant points. In the past 
copies of International Oilman have 
had to go 1,500 miles overland to 
New York from Texas for shipment 
abroad, whereas our new printers 
are from a tenth to a twentieth that 
distance from major seaports. 
Elapsed time for copies to Latin 
American points will be approxi- 
mately unchanged, while at least 
two to three weeks should be cut 
from the time elapsed for Eastern 
hemisphere readers.” 

The publication will continue to 
be audited by BPA and VAC. 


AFA moves headquarters 


= The Advertising Federation of 
America has moved its national 
headquarters to new offices at 655 
Madison Ave., New York 21. 


A. L. Rice, Jr., to head 
Technical Publishing 


s Arthur L. 

Rice, Jr., has 

been elected 

president of 

Technical Pub- 

lishing Co. He 

¢ fills the vacancy 

resulting from 

the death of his 

brother, Kingsley L. Rice (IM, 

September, p. 222). The Barrington, 

Ill., company publishes Power En- 
gineering and Plant Engineering. 

The new president joined the or- 

ganization in 1945, after several 

years with Procter & Gamble. He 

became treasurer in 1947, and ex- 

ecutive vice-president a few months 

ago. 


Conover-Mast reports 
progress at seminar 


# Conover-Mast Publications, New 
. York, is up in dollars and linage for 
the first nine months of 1960, ac- 
cording to a report made by B. P. 
Mast, Jr. 

Speaking at an editorial seminar 
of C-M’s Purchasing, Mr. Mast, 
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IF YOU CAN 
AFFORD TO 


ADVERTISE ONLY 


TO YOUR 
PRIMARY 
PROSPECTS... 


don’t read this! 


ints ial Heat 


- COVERAGE 


PAE 


If you are advertising solely to the men your 
salesmen call on and are restricted by budgetary 
or other reasons from advertising to the policy- 
making groups in your field... 


If you believe that the only worthwhile function 
of your advertising is to facilitate specific, trace- 


able sales of your service or product... 


If you believe that corporate image advertising 
is for the birds (or for everybody else but you)... 


Then, by all means, do not read the 
16-page unillustrated booklet, in which 
you can learn about one of the most 
important policy-making groups in industry 
today, a group which not only sets Federal and 
State policy in its field, but also expends more 
than $3.2 million per individual buying unit and 
controls individual investments in plant and 


equipment running into the billions. 


We say, repeat, we say do not read, do not ask 
for this booklet... 


It might make you change your mind about 
where your advertising ought to go and what 


it can do—and then where would you be? 


NOTE: If, in spite of all our admonitions, you're 
still with us, why not go all the way and ask us for 
the booklet? Packed with mind-changing data, it is 
particularly useful if you’re selling common carrier 
transportation services or transportation equipment, 
packaging and shipping room supplies, materials 
handling equipment, public warehousing and indus- 
trial plant sites...or if you’re merely doing some- 
thing as unpretentious as attempting to influence 
the National Transportation Policy! The name of 
the 16-page unillustrated booklet, by the way, is The 
Transportation Management Group. It was prepared 
for your use, naturally, by TRAFFIC WorRLD, the 
weekly newsmagazine of transportation manage- 
ment. Write us at 230 Park Avenue, New York 17. 
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YOUR 


PLAN onc 


MAIL CAMPAIGN 
PROPERLY — REACH 
INDIVIDUALS, NOT 
TITLES OR 
FUNCTIONS! 


Titles vary from com- 
pany to company. 
When you mail to a 
company name with a 
title line, the possibil- 
ity of reaching the 
right individual is re- 
mote. 


Besides that, national 
surveys show that at 
least five manage- 
ment and operating 
executives are in- 
volved in major indus- 
trial purchases. Reach- 
ing and convincing 
every one of these im- 
portant individuals, at 
the same time, speeds 
up a sales decision! 


That's why McGraw- 
Hill's specialized in- 
dustrial mailing lists 
are built to contain the 
names of all key men 
in the companies you 
want to reach and sell. 


For complete information, write to: 


McGRAW-HILL 

DIRECT MAIL DIVISION 
330 WEST 42nd STREET 
NEW YORK 36, N.Y. 
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the company’s president, also re- 
ported: 


e That last year was busy with 
absorbing Electrical Manufactur- 
ing and Boating Industry. In Elec- 
trical Manufacturing’s case 42 of 
its’ 62 employes were absorbed 
(Conover-Mast now has about 400 
employes), while in Boating Indus- 
try’s case only a skeleton staff, two 
editors and a salesman, came with 
the publication. 


Activities of the 


Association of Industrial Advertisers 


e That offices have been opened in 
Pittsburgh and Detroit; that new 
quarters have been provided for 
the Cleveland office, and that moves 
are under way to consolidate the 
New York office on four floors. 


e That a proposal for a new pub- 
lication will be offered to the board 
of directors in December. 


e That C-M has received a “very 
interesting” proposal from R. R. 
Donnelley & Sons, which would in- 
volve the erection of a plant in 
Lancaster, Pa., to print all C-M 
publications by offset. 








Chicago AIA told . . 





news 


Formal planning key to 


successful ad budgeting 


s The better planned and more 
completely documented the ad budg- 
et, the greater its chances of receiv- 
ing top management’s approval. 
That was the lesson to be learned 
from a panel discussion of budgeting 
at Standard Oil (Ind.), Chicago, 
featured at a meeting of the Chicago 
AIA chapter. The panel consisted of 
Wayne Stackhouse, Standard’s ad- 
vertising services manager; M. F. 
“Brick” Miller, Standard’s super- 
visor of commercial and institutional 
advertising; W. A. Rooney, account 
executive at Standard’s agency, D’- 
Arcy Advertising Co., and W. R. 
Barker, D’Arcy’s media director. 
According to Mr. Rooney, “One 
of the advertising man’s biggest 
headaches, be he agencyman or cli- 
ent, is the securing of management 
approval of the budget. Securing 
approval at Standard Oil has been 
made much easier through the pro- 
gram of task groups and their cor- 
responding marketing platforms.” 


Here, according to the panelists, is 
how Standard develops its market- 
ing budgets: 


1. A task group—consisting of rep- 
resentatives from sales promotion, 
sales training, sales-technical, pub- 
lic relations, marketing research, ad- 
vertising and the ad agency—is 
formed for each of Standard’s four 
customer categories: motorists, 
home owners (heating oils), farm- 
ers and commercial (industrial). 

Mr. Stackhouse explained that the 
task groups are organized on a cus- 
tomer rather than a product basis 
because “our objective is to sell the 
entire petroleum needs of a custom- 
er and not just one product.” 

The task groups are charged with 
the responsibility of collectively 
weighing the relative merits of each 
marketing consideration, whether it 
be advertising, sales promotion, sales 
training or product quality. 


2. The task groups meet in early 
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BOARD 


Shipboard officers are vital to Sales. 
They recommend, requisition and 
use marine products. Yet they are 
isolated from salesmen. 

Shipboard officers or their com- 
panies pay for 4,963 shipboard sub- 
scriptions. (Marine Engineering/ 
Log reaches more shipboard officers 
than any other three marine maga- 
zines combined! ) 

Advertising in Marine Engineer- 
ing/Log reaches shipboard and 
shoreside executives...sells both 
vital influences. 


only one 
blankets both 


MARINE ENGINEERING/LOG ~ 30 CHURCH ST., NEW YORK 





May of the year before the year be- 
ing budgeted and discuss the busi- 
ness forecast, their respective mar- 
kets, manpower needs, selling strat- 
egy, new products, product improve- 
ment, sales training, competitor 
activities, advertising, sales promo- 
tion, etc. 

According to Mr. Miller, “The first 
meeting consists of an open-end dis- 
cussion session. Everyone is encour- 
aged to submit his ideas as to the 
planning for the coming year. Min- 
utes are kept of the discussion and 
sometimes assignments are made to 
various individuals to come up with 
specific information about projects. 


3. Next the first drafts of the mar- 
keting platforms, consisting of ob- 
jectives and strategy, are written 
up. These drafts are presented to 
their respective task groups, which 
discuss and revise them until each 
group is satisfied that its platform 
is ready for submission to top sales 
management. 


4. After the presentation and ap- 
proval of the marketing platforms, 
the actual budgeting begins. 

The advertising strategy, for ex- 
ample, is translated into the dollars 
and cents that become the budget. 
Standard has approximately 15 sep- 
arate campaigns going in 53 business 
publications. There are approxi- 
mately 470 ads, with about 70 new 
ads prepared each year. 

The agency’s production depart- 
ment determines the art and me- 
chanical costs, and these are brought 


together by the media department, 


where the final budget is produced. 
This budget is then consolidated 
with the other budgets, and the total, 
with a narrative of plans, reasons for 
creative approach used, and the ac- 
tual ads, goes back to top sales 
management for approval. 

Once the top sales executive com- 
mittee’s “ok” is on the budget, it is 
presented to the board of directors. 

Mr. Rooney explained that this 
method of arriving at the budget is 
advantageous from the agency view- 
point because, “We do not waste 
time on plans and programs which, 
although they may be just dandy, 
won’t be used because they don’t 
contribute to the accomplishment of 
the company’s actual goals. By hav- 
ing a hand in the marketing plat- 
form, the agency knows exactly 


Marine Engineering/Log is read by 
the shoreside executives of 99.5% 
of all companies operating vessels 
of 75 net tons and over... plus the 
technical men who design, con- 
struct, convert and repair vessels. 

It is the one publication that 
blankets both the shoreside and 
shipboard influences of the marine 
market. 

That’s why advertisers run more 
pages in Marine Engineering/Log 
than in the next three marine publi- 
cations combined. 


MARINE 
ENGINEERING, 
LOG 


A SIMMONS-BOARDMAN TIME-SAVER PUBLICATION 
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1 Get your product into original 
specifications. 

2 Build a cream prospect list 
for salesmen. 

3 Save salesmen’s time for 
selling. 

4 Close orders before compe- 
tition develops. 

5 Make your sales story easy 
to grasp and remember. 

6 Reach key buying influences 
with your story. 

7 Inject your product into more 
buying conversations. 


TESTED WAYS TO BUILD SALES 
AND CUT YOUR SALES COST” 


8 Lead dealer salesmen to 
favor your product. 

9 Be recommended by sales- 
men selling related products. 
10 Funnel demand to standard 
sizes and styles. 

11 Sell related equipment with 
primary purchase. 

12 Make it easy for prospects 
to sell themselves. 

13 Inspire confidence in your 
salesmen. 

14 Keep your product sold by 
assuring proper use. 


All of these things can be done by a single Perrygraf 
Slide-Chart. Thousands can be put to work for the price 

of a trade paper advertisement. Complete design and 
manufacture will be done for you by Perrygraf Corporation. 


SEND FOR FREE BOOKLET TODAY. 


PERRYGRAF¢ | slide-charts 


150-M S. Barrington Ave., Los Angeles 49, Calif 
1500-M Madison St., Maywood, Illinois 


#, 


Fy 

id TESTED WAYS TO 
SURD SALES 

end CUT SALES COST 


product facts 
at the fingertips 





<emcn]  ANGTHER 
SMITHCRAFTED 
SOLUTION! 


When Aluminum Company of America launched its new super- 
siding into the housing market, it required a display case that 
would radiate the fine quality with which the name “Alcoa” 
is always identified. The Alcoa Deluxe Siding Case is the 
Smithcrafted answer to this need—case and contents—both 
engineered for quality. 


Your sales aid problem, too, can be solved by calling upon 
your nearest S. K. Smith office. We'll be glad to assist. 


Illustrated literature available upon request 


THE S. K. SMITH COMPANY 


CREATORS OF SALES AIDS FOR MORE THAN FORTY YEARS 
2857 N. WESTERN AVENUE, CHICAGO 18, ILLINOIS 


OFFICES IN LOS ANGELES, CLEVELAND AND NEW YORK 
PLANTS IN CHICAGO AND LOS ANGELES 


°° SMITH 


CRAFTED 
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what the client is and is not going to 
do the following year.” 

Mr. Stackhouse added, “Market- 
ing is still more of an art than a sci- 
ence, but the importance of the 
marketing ‘mix’ is well recognized 
and considerable progress is being 
made toward scientific marketing. 

“The first step in developing the 
proper marketing ‘mix’ is to gain a 
thorough knowledge of all activities 
entering into the ‘mix’ and a clear 
understanding of the marketing 
problems to be solved. We must 
provide for a full interchange of 
ideas between the people responsi- 
ble for these activities. This is ac- 
complished at Standard through the 
task group method of work.” 


AIA polling membership on 
research institute ties 


® The Association of Industrial Ad- 
vertisers is polling its members for 
their opinions on whether or not the 
AIA and the Industrial Advertising 
Research Institute should sever the 
legal ties that bind them. 

The IARI, the research arm of the 
AIA, has requested such a separa- 
tion on the grounds that: 


1. Present and future subscribers 
to the institute will feel more con- 
fidence in its objectivity, if it is di- 
vorced from the AIA. 


2. With complete autonomy, the in- 
stitute can work more closely with 
other organizations which now feel 
it to be a branch of a competitive 
organization. 


3. If independent, the institute 
could expand the scope of its serv- 
ices and membership. 


According to Jay M. Sharp, AIA 
board chairman, the IARI is cre- 
ated, legally, by AIA by-laws, but 
operates as an almost autonomous 
body. Mr. Sharp explained, “Its in- 
come and expenditures are com- 
pletely separate from AIA’s; its 
subscribers are companies, whereas 
AIA’s members are _ individuals; 
while AIA’s board of directors must 
approve the ‘rules and regulations’ 
under which the institute operates, 
this approval has been practically 





automatic; its administration is un- 
der the control of its own board of 
trustees; and its director, Dr. [Jo- 
seph] Bachelder, reports to those 
trustees rather than to anyone in 
AIA.” 

A previous poll of the institute’s 
members has shown that a majority 
of the respondents want the separa- 
tion. 

Those opposed to the separation 
cite these points: 


1. The association strengthens IARI, 
and IARI strengthens it. 


2. Closer, not looser, ties between 
the two organizations will benefit 
the subscribers and members. 


3. The present purposes of the two 
organizations are now clearly de- 
fined, and are neither overlapping 
nor competitive. 


The outcome of the membership 
poll will not be binding upon the 
AIA board, but will be weighed with 
all other factors affecting the move. 

The job of preparing the ballot 
has fallen to John DeWolf of G. M. 
Basford Co., representing AIA, and 
Milo Ziegenhagen of Babcock & 
Wilcox, representing the institute. 

Mr. DeWolf is the new AIA vice- 
president in charge of research, a 
post resulting from the constitu- 
tional changes voted at the national 
convention in June. 


Meeting dates 


AIA management-beamed ads 
to run in 73 publications 


= At last count, 73 publications 
have pledged to carry part or all of 
the AIA’s six-ad message-to-man- 
agement series. 

According to Steve Osgood of U.S. 
Steel, more than 15 of these publi- 
cations have already carried the 
first two ads of the series. Mr. Os- 
good is chairman of the AIA ex- 
ternal communications committee. 


AIA promoting, policing use 
of Media Data Form 


= Mass mailings by the AIA media 
practices committee to both buyers 
and sellers of business publications 
are promoting the  association’s 
Media Data Form. 

The media practices committee is 
ready to combat what it feels is a 
long standing abuse of the media 
form. Reference is made to publi- 
cations which use parts or rear- 
rangements of the form, and repre- 
sent that the information they are 
offering is in conformity with AIA 
recommendations. 

A plan has been adopted to dis- 
courage this practice. A “validating” 
seal will be placed on all media 
data forms which are filled out by 
publishers in complete conformity 
with AIA recommendations. The 
publishers will then be eligible to 

Continued on page 224 





Oct. 9-13 Direct Mail Advertising Assn., 
43rd annual convention, Americana 
Hotel, Bal Harbour, Fla. 


Oct. 10-11 National Business Publica- 
tions, Chicago regional conference, 
Ambassador East Hotel. 


Oct. 19-21 Audit Bureau of Circula- 
tions, annual meeting, Biltmore Ho- 
tel, New York. 


Oct. 12-15 Affiliated Advertising Agen- 
cies Network, annual meeting, Moun- 
tain Shadows Resort, Phoenix. 


Oct. 13-14 American Assn. of Advertis- 
ing Agencies, central region annual 
meeting, Ambassador West Hotel, 
Chicago. 


Oct. 13-15 Mutual Advertising Agency 
Network, national meeting, Bismarck 
Hotel, Chicago. 


Oct. 16-19 American Assn. of Advertis- 
ing Agencies, western region annual 
convention, Hotel del Coronado, Coro- 
nado, Cal. 


Oct. 17-18 32nd annual Boston Confer- 
ence on Distribution, Hotel Statler 
Hilton, Boston. 


Oct. 17-18 Agricultural Publishers Assn. 
annual convention, Advertising Club 
of New York and Hotel Biltmore. 


Oct. 19 Educational clinic co-sponsored 
by Associated Business Publications 
and American Assn. of Advertising 
Agencies, Hotel Commodore, New 
York. 


Oct. 21 Ohio State University, 17th an- 
nual advertising and sales promotion 
conference, Columbus. 
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RACKS 


LITERATURE 
Move your brochures faster 


Light, bright aluminum will dress 
up your dealer’s show room and 
keep your literature fresh and neat. 
Get that extra sell out of catalogs 
and brochures. 


Write for bulletin. 


RLINGTONW 


ALUMINUM COMPANY 
19015 W. Davison * Detroit 23, Michigan 


FOR A 
PROBLEM-SOLVING 
APPROACH 
DESIGNED TO 
PROVIDE YOU WITH 
MEANINGFUL 
AND PRACTICAL 
INFORMATION 


FORBES RESEARCH 
AND CONSULTING SERVICES 
e Industrial e Consumer e Shareowner 


For further information 
and brochure write: 


FORBES 
MARKETING RESEARCH INC. 
A subsidiary of Forbes Inc. 

70 Fifth Avenue e New York 11, N.Y. 
ORegon 5-7500 
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show this seal or any exact repro- 
ductions of the approved form. 
John Marting, committee membe! 


BBDO, 


York, will head a sub-committee to 


and media buyer at New 


inspect forms submitted. He will 
withhold validation from any which 
are printed in color, reproduced in 
oversize, or which change the or- 
der of questions, omit material, and 
otherwise circumvent AIA’s aim of 
Publishers 


submit 


establishing uniformity. 


seeking validation should 
two completed forms to the associa- 
tion’s New York office. 

At the same time, the media form 
received a go-ahead in Canada from 
advertising organizations. The Ca- 
nadian version was altered slightly 
from the U.S. form, to obtain the 
approval of Business Newspapers 
Association of Canada, the Canadian 
Association of Advertising Agencies, 
and the Canadian Circulations Audit 
Board. The 


tween the forms is that the Canadi- 


major difference be- 
ans have inserted a column for “con- 
trolled circulation” figures, and have 
USS. 
breakdown with the names of Can- 
(Canadian audits 
do not draw a distinction between 


replaced the geographical 


ada’s provinces. 
paid and unpaid copies, but divide 
them into “controlled” and “total.” 
Controlled copies are those, whether 
paid or not, which are addressed to 
companies in the class 


field 


persons or 
industry or covered by the 


publication. ) 
Advertiser changes. . 


Norman Wicks . . {1 


Norman K. Anderson 


Charles H. Kanavel . . from nationa 
William O'Donnell . . from internat 


| 


i Gene W. Fowler . . hus resigned atter 10 


ri 


1s dire idvertising and pub- 


ttions, Archer-Daniels-Midland Co. 


aoe 


Harry M. Gill . . from midwest sales staff 
‘hemical Processing, to advertising and 


ion manager Diversey VCor>rp. 


Joseph E. Zwit . . fror central regional 
manager, to sales manager, Engineering 
Jauck Mfg. Co., Brooklyn, N.Y. 
France Q. Wilson . . appointed vice-presi- 
jent, marketing, for W ury Farrel 


f Textron, 


Gerald F. Heagney . . from advertising 
manager, X-Ray and Industrial Electronics 
\ I Electric Corp., Balti- 

sales promotion 


Elizabeth 


Joel J. Shulman . . named public relations 


Glen Cove, N.Y., 


jucer of porous stainless steel filters. 


manager for Pall Corp. 


Lewis G. Rogers . . from sales engineer, 
] & Military 
Flush 


Industrial 
Bulova Watch Co., 


saies manager 


A. R. Penfield . . from account executive, 
I Durstine & Osborn, Minne- 
Gould Na- 


Batton, Barton 
director 


is, t 1davertising 


ariea St Pr 
les, ol. Faul 


Donald B. Seem . . from advertising and 
Electric Autc 


ations manager 
f advertising and pub 


Truck Div., White 


T. Singelis . . from vice-president, U. S. In- 

justri< Ir vice-president 

marketing servic ¥.. U. &. 
istries 

Floyd M. Cate .. 

IP} ted vice-president 


; Angeles 

Mac A, Cousins . . named sales manager, 

Towne Hardware Div., Yale & Towne 

previously op- 

manufacturers 
tr, Mich. 


C. H. Barnard . . From sales manager, In- 
st Dix sales manager in charge of 


Cleveland 


Edward A. Puchalski . . named sales man 





DIRECT MAIL HAS BEEN OUR 
BUSINESS FOR OVER 30 YEARS 


Call Wabash 2-8655 for 
LETTER & MAILING 


DOES It FASTER! 


You can count on Marie to handle your complete 
mailing — and be assured of prompt and ac- 
curate services. 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing ° Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. * Also 
Addressograph list and hand-list main- 
tenance. 

Call Wabash 2-8655 and Just Ask For Marie 


The Sue. 


431 SouTH DEARBORN STREET 
CHIcaco 5, Itt. WABASH 2-8655 


Sells the 
growing textile industry of 
Central and South America 


THE SPANISH 


EDITION 
OF TEXTILE INDUSTRIES 


The outstanding technical manufac- 
turing and production journal pub- 
lished in Spanish for textile mills of 
Latin America. Write for folder de- 
scribing market, coverage and facts 
showing your potential in this ex- 
panding source of industrial sales. 


INDUSTRIAS TEXTILES 


Affiliate of Textile Industries 


806 Peachtree St., NE 
Atlanta 8, Ga. 








ager, Milwaukee Crane Div., Novo Indus 


trial Corp., Cudahy, Wis. 


Raymond T. Leary . . from sales manager, 
to vice-president, marketing, Cornell-Dubi- 
lier Electronics Div., Federal Pacific Elec- 
tric Co., South Plainfield, N.J. 

Martin R. Amsler . . from marketing ad 
ministration manager, to marketing man- 
ager, RCA 
Defense Electronic Products, Camden, N. J. 


Surface Communications Div., 


George C. Connor . . from eastern region 
sales vice-president, to 
dent, Sylvania Electric Products, subsidi 


& Electronics 


senior vice-presi- 
ary, General Telephone 
Corp., New York. He succeeds Barton K. 
Wickstrum, recently elected executive vice- 
president of General Time Corp. 

Donald L. DeVries . . from manager, indus 
gas cleaning department, to 
Metal Products Div., 


Co., Baltimore. 


trial sales 


manager, Koppers 


Herbert M. Nicholas, Jr. . . named advertis- 
Rockbestos Wire & Cable 


de Pasco Corp. 


ing manager, 
Co., a division of Cerro 
New Haven, Conn. 


from advertising 
manager, Ansco Div., Aniline & 
Film Corp., Binghamton, N. Y., to advertis- 
ing and sales promotion manager, Ozalid 


Div., Johnson City, N. Y. 


William K. Pedersen. . 


General 


George W. Doud.. 
manager, New Hampshire Ball Bearings, 
Peterborough, N. H. 


appointed advertising 


Norman A. Prusinski . . from market re 


search manager, Cummins Engine Co. 
Columbus, Ind., to 


services, Fairbanks, Morse & Co., Chicago. 


manager, marketing 


Charles W. Massie, Jr. . . from general 
sales manager, to vice-president of sales, 
Clark Equipment International, C.A., 


sidiary of Clark Equipment Co., with head 


sub- 


quarters in Brussels, Belgium. 


Agency changes. . 


G. M. Basford . . New York, named agen 
cy for Anaconda Wire & Cable Co., suk 
sidiary of The Anaconda Co. 


. West Los Angeles, 


Santa 


Curtis Winters Co. . 
named agency for 
Monica, designers and manufacturers of 


Seeco, Inc., 

aircraft and missile parts and automated 

machine tool systems. 

Bonfield Associates . . Oakland, Cal., has 

been appointed agency for Smith-Florence, 

Wash. manufacturer of elec- 
Continued on page 226 


Inc., Seattle, 
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From — 


Auus-Cuaumers 
To — 


Yau ¢ Towne 


@ The Index of Advertising in 
the Public Works Issue of 
CONSTRUCTION NEWS is a 
“Who’s Who” of the country’s 
leading firms in the construc- 
tion field. 

They capitalize on the EAGER 
READERSHIP, every other 
Wednesday, of over 7500 lead- 
ing contractors, architects, en- 
gineers, public officials (con- 
cerned with public construc- 
tion), distributors, etc. This 
issue concentrates only on the 
booming area of Oklahoma, 
Arkansas, Louisiana, Mississip- 
pi and western Tennessee. 

Send for list of advertisers and 

other facts. 


Construction Mews 


An Associated Construction Publication 


Little Rock, Arkansas 





KNOW THE SCORE! 


vse BACON'S 


“SELECTIVE SUBJECT RESEARCH 
for every currently published 
item on any subject 


This service can help you, your other 
departments, or your clients get vital 
research information on any subject 
desired. Thus it is based on your 
specific needs. You get everything on 
the subject you select, from our com- 
plete reading coverage of over 3500 
current business, farm and consumer 
magazines. 

You will want to make sure you get 
this new 36-page brochure. It describes 
this accurate, valuable information 
research service. Send today. 


SEND FOR 


FREE BROCHURE 


Please send my FREE copy of the “Subject 
Research Brochure.” 


NAME 
FIRM 





ADDRESS__ 
city STATE__ 
BACON’S CLIPPING BUREAU 


14 E. Jackson Bivd., Chicago 4, Ill, WA 2-8419 


Business Papers, Farm, and Consumer Magazines 
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Gray & Rogers . . 
age n y T tr r 
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Thomas Register, industri 


Tobias, O'Neil & Gallay 
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Works, / 


Manitowoc, Wis. 
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Robert Luckie & Co. . 
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George B. Peterson 
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pervisor and public 


. Arends, In 
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Stoneham Advertising . . 
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are William P. Stoneham, most 


AMERICA'S LARGEST 
ART SUPPLY CENTER 





I} 


homas Publish 


lirector 


ago, at 
qUuipment 

of SWATCH BOOK 
No more color guesswork. Pocket si 
Swatch book divided into 2 pn Bon 
of colored papets—each palette visu- 
ally perfect _to use together. 237 
colors including 30 shades of gray! 
TRU-TONE SWATCH BOOK...... $4.00 
TRU-TONE SHEETS 18 x 24” 


Samples on request 
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Electri 


Write on your letterhead 

for 200 page catalogue of 

eyelopedia of -artets <7: 
pedia of Artists | - “Ate, 

Materials." . Py 


ARTHUR BROWN & BRO., inc. 
2 W. 46th St., New York 36, NV. Y. 
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Helps you get in- 
formation on new and 
unfamiliar markets by 
guiding you to trade 


associations serving the 


Charles 
noes market. 








joined Reincke, Meyer & Finn, and will 


act as account executive for the Ceco 


account. 


Muller, Jordan and Herrick . . New York 
City, named agency for 
Glass Sand Corp., 
mineral materials used in the processing 


Pennsylvania 
producer of various 
and manufacturing industries. 


Don L. Baxter, Inc. . . Dallas, has moved 
the Melba Bldg. to the 
Bldg., St. Paul and Pa- 


its offices from 
Corrigan Tower 


cific streets. 


G. H. Bobertz, Jr. . . has been named presi- 
dent of Clark & Bobertz, Detroit, succeed- 
ing Leroy A. Clark who has become 
the board. Mr. Bobertz had 


been executive vice-president. 


chairman of 


Shattuck, Clifford & 
has merged with 


Chambers Wiswell, 
McMillan . . Boston, 
Grant Advertising. The Boston agency had, 
the month the Grant 
merger, completed mergers with Moore & 
Co. Advertising, Stamford, Conn., and Ken- 
neth A, Young Associates, Boston. The 
merged Boston organization will operate 


within preceding 


in Chambers Wiswell’s present headquar- 
ters, under the corporate name of Grant 
Advertising. J. Nelson Clifford, executive 
vice-president of Chambers Wiswell, will 
Grant 


in charge of New England operations. 


act as executive vice-president of 


Colle & McVoy .. Minneapolis, named 


agency for Standard Conveyor Co., St. 
Paul, Minn., manufacturer of package con- 
veying and pneumatic tube dispatching 


systems for industrial and _ institutional 


use. 


Media changes .. 


The Contractor . . has moved to new head- 


quarters at 230 W. 4lst St., New York 36. 
Charles L. Roehm. . from National adver- 
tising manager, F. T. D. News, to advertis- 
Automotive Year- 


ing manager, Ward's 


book, Detroit. 


World Wood . . first published by Miller 
Freeman Publications, San Francisco, in 
September, 1960, becomes a quarterly in 
1961. Issues will be published in February, 


May, August and November. 


Building Materials Merchandiser . . is new 


name of American Lumberman, effective 


with Jan. 2, 1961, issue. 


Hitchcock Publishing Co. . . has moved its 
New York 551 Fifth Ave., 
York 17. 


office t New 


Furniture Retailer . . has been purchased 


by Production Publishing Co., Nashville, 


from Haire Publishing Co., New York. It 
will be operated as companion publication 
to Furniture Production. 


Charles H. Daly . . from eastern sales man- 
ager, to advertising sales manager, Elec- 
trified Industry and Today's Business, B. J. 
Martin Co., Chicago. He is succeeded as 
Eastern sales manager by Michael I. O’- 
Connell, formerly district manager, Archi- 
tectural & Engineering News, Chicago. 


Industrial Electronic Engineering & Main- 
tenance .. is the name of a new publica 
tion to be published beginning in January, 
1961, with more than 15,000 net paid cir 
had 


been an edition of Electronic Technician, 


culation guaranteed. It previously 
New York. The new monthly is designed 
to reach personnel in plant and field engi 
neering, application, operation and mainte 
nance functions of industrial electronics. 


Frank Lyle Baker . . 


rector, C. C. 


named marketing di 
Crow Publications, Portland, 


Ore. 


C. C. Crow Publications . . has moved to 
115 3. W. 4th Ave., Port 


new offices at 


land, Ore. 


John Iraci . . from New Jersey-Pennsyl- 
vania district manager, to sales manager, 
Electronic Equipment Engineering, Sution 
Publishing Co., White Plains, N. Y. Re- 
placing Mr. Iraci as district manager is 
Donald C. Fuller, formerly with Missiles & 
Rockets. Also, Thomas G. Orme, from east 
ern advertising manager, Mining Engineer- 
ing, to district manager, New Jersey-Penn 
sylvania for Industrial Electronics. 
Oil Daily . . Chicago, 


subscription 


has announced new 


rates. Former air-delivered 
price, $35, now, $50 per year. Ordinary 
delivery increased from $25 to $35 yearly. 


Philip O’Keefe, Jr. . . from 


trict 


Chicago Dis 


Manager, Materials in Design Engi 


neering, New York, to sales 
Metalwork- 


metals and 


advertising 
representative in Chicago for 


ing News, new weekly for 
metalworking 
January, 1961, 


New York. 


introduced 
by Fairchild Publications, 


industry to be 


W. R. C. Smith Publishing Co. . . Atlanta, 
has acquired Lighting from Krieger Pub- 
New ! York, with the 
October issue. 


lications, effective 


Automatic Control . . announces publica- 
tion of the first control applications guide 
with its November issue. The guide will 
include an alphabetical listing of control 
components, sub 


equipment, instruments, 


system elements and packaged systems 


for use in wholly integrated control sys- 
tems. oJ 
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is s 
Blast Furnace and Steel Plant 


WORLD-WIDE CIRCULATION / STEEL PUBLICATIONS, INC. / 624 GRANT BUILDING / PITTSBURGH 3O, PA. 
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be sure P marketing 


HOSPITALS CAN BUY FROM YOU 3 


With a billion-dollar construction program in 1960, hospitals 

will add nearly 50,000 beds to the 1.85 million now in service. 

This means another $117 million annually added to the All of these marketing helps are 

available free. To get them, just 

circle the numbers of the items you 
These vast purchases must be made from adequate prod- mitt Date voila: cued on the tnsciet 

uct information that will make it easy for hospitals to find, | facing this page, and drop the card 

in the mail. Industrial Marketing 

will pass your requests on to the 

when buying decisions are made. | publisher or supplier who offers the 
Hospitals have relied on HospiTraL PURCHASING FILE material. 


$11.5 billion in materials and supplies bought each year. 


compare and select—catalog information in their hands 


since 1919 as their first source of product information. Here 


information. Your catalog on file Packaging industry in Australia 


those who make hospital buying decisions turn for product 1001 /Circle on Readers’ Service Card 


in HospiraAL PURCHASING FILE than 100 individual packaging 
‘ ; . oe ifacturers currently operating in Aus 
will make it easy for hospitals to A hile cde. Mikel: ta Gets Ses eet 
buy from you. analysis which contains numerous charts, 


statistical indices and illustrations. 


Prepared by the Australian Department 
of Trade, 680 Fifth Ave., New York 19, 


PLAN NOW—BUDGET NOW ore 


xyper and paperboard, metal, glass, plas 
. ¥ 4 wees tics, textiles and wood. Information is in 
For adequate, effective, economical ree ee 
ite : ; uded on the structure of the industry, ca 
filing, distribution, retention of your ee 


situation, € 


catalog by hospitals in the 1961 





Edition of HosprraL PURCHASING 
1002/Circle on Readers’ Service Card 


FILE. . 
Nuclear power projects 


0 million committed in 


J 
 _ 
a 


Information on $6 
6) 
f 


the construction iclear power plants 


a service of Write now for market facts—proof of use 
Fw. poDGE by United otlates electric ulllty companies 


' HOSPITAL PURCHASING FILE | is contained in this 48-page fact book is 
} sued by Bozell & Jacobs, 2 W. 45th St., 


cosronarion PURCHASING FILES, INC. « 919 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS New York 36 
Statistics on ] r various items are 
included, as well as explanations of the 


3 ey TERE | different types of ms and components 


HOW TO SELL TO 
ENGINEERS AND SCIENTISTS 
ASTM BULLETIN 


American Society for Testing Materials 

1916 Race Street 

Philadelphia 3, Pa. 

Gentlemen: 

Please send information on how we, too, can sell to the senior engineers and 
scientists who do materials research, testing, evaluation, and write the 
authoritative ASTM Standards. 


1003/Circle on Readers’ Service Card 
Portable display units 
A flexible, prefabricated trade show ex 
init which can be assembled in var 
widths, heights and depths is de 
scribed in this four-page folder released by 


Display Sales, 1632 Gest St., Cincinnati 


Name 
Title 
Company 


Address 


folder are schematic 
various ways in 
be assembled, plus 


are available, and 


-omponents, 


fey © October 





‘par-ta C-habare 
= Vo K— 


* Send for these free selling tools 


1004/Circle on Readers’ Service Card 
Mass feeding market survey 


Operators of mass feeding establish- 
ments are profiled in this 55-page survey 
report released by Food Service Magazine, 
2132 Fordem Ave., Madison 1, Wis. 

Statistical tables provide information on 
operaters’ educational background, number 
of employes, average earnings per estab- 
lishment, number of tables per operation, 
length of time in the business, hours of 
service, number of meals served, etc. 


1005/Circle on Readers’ Service Card 
Migsile/space encyclopedia 


Details regarding type, status and per- 
formance of this country’s missiles, space 
vehicles and satellites are contained in 
this 48-page encyclopedia published by 
Missiles & Rockets, 1001 Vermont Ave., 
N.W., Washington 5, D.C. 

Also included in the report are the prime 
and subsystem contractors for each domes- 
tic product, plus data on ail known 
foreign missiles, space vehicles and satel- 
lites. 


1G0G6/Circle on Readers’ Service Card 
Specialized mailing lists 


This 16-page booklet describes the spe- 
cialized mailing lists available for direct 
mail campaigns to schools, teachers and 
students throughout the country. 

Released by Educational Lists Co., 17 E. 
22nd St., New York 10, the lists are 
grouped by type of teachers, subjects 
taught, grade level and geographic leca- 
tion. 


1007/Circle on Readers’ Service Card 
Equipment ownership survey 


This 19-page report contains the results 
of a 38-question survey of power machine, 
tool and truck ownership among 932 
plumbing-heating-cooling contractors. 


Prepared by Domestic Engineering, 180! 





Use these return cards 
for your copy of material 
mentioned on these pages. 


Prairie Ave., Chicago 16, the report also 
contains information on the respondents’ 
intentions to buy new equipment. 


1008/Circle on Readers’ Service Card 
Waste treatment outlays 


Market data con municipal and industrial 
waste water treatment facilities are con- 
tained in this fact sheet which includes a 
highlight analysis of current activity, fu- 
ture prospects and buying practices. 

Prepared by Journal, Water Pollution 
Control Federation, 4435 Wisconsin Ave., 
N.W., Washington 16, D.C., the report also 


Readers’ Service Deyi. 


6010 


Please send me the following 
research and media data ... 


1001 1002 1003 1004 
1005 1006 1007 1008 
1009 1011 1012 








1010 


includes a list of principal products and 
supplies needed for the constriction, op- 
eration and maintenance of waste water 
collection and treatment facilitiesi, 


1009/Circle on Readers’ Servic? Card 
Novelty desk calendar 


Illustrations and priees of a novelty desk 
calendar which holds a sdlesmon's busi- 
ness (tard are contained in a fict. sheet 
released by Relief Printing Corp,, 63 Sum- 


mer St., Boston 10, Mass. 
Suggestions for salesmen’s uss of the 
calendars as an advertising speciality are 


Continued on next page 
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PRODUCTS SOLD 





@ If you do not have a personal 
subscription and would like to re- 
ceive the next 13 issues of Indus- 
trial Marketing (U.S., Canada and 
Pan-America, $3; all others, $5), 
Please check below: 

(J Check enclosed [] Send bill 


Postage 
Will Be Paid 


by 
Addressee 


ADDRESS 





CITY & ZONE 


“Note inquiries for items listed not 
serviced beyond January 15, 1961 


eee ec 


No 
Postage Stamp 


- Necessary 
m If Mailed in the 
United States 





BUSINESS REPLY 
First Class Permit No. 95, Sec. 34.9 P. L. & R. Chicago, Ill. 


CARD 
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Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Il. 





a Se ws 


1001 


MARKETING AIDS.. 


continued from previous page 


included, as well as details on extending 
the “reminder value” of the item. 


1010/Circle on Readers’ Service Card 
Custom art by mail 


Details on a catalog of drawn-to-order 
arywork sold by mail have been released 
by: Sterling Siudios, 2510 Kittrell Parkway, 
Dallas 4, Texas. 

Included in the data sheets is informa- 


tion on production time, art styles, cost 


schedules, special services and samples of 


artwork techniques and unusual effects. 


1011/Circle on Readers’ Service Card 
British Columbia markets 


The industrial potential of the Province 
of British Columbia is traced statistically 
in this 20-page condensation of an original 


100-page survey conducted by Trade & 
Commerce, 365 Bannatyne Ave., Winnipeg 
2, Manitoba, Canada. 

Included in the report is an annotated list 
of major projects under way in the prov- 
ince, with information on capital involved 
in each, plus an analysis of the marketing 
significance for manufacturers and inves- 
tors. 


4012/Circle on Readers’ Service Card 
Quebec building construction 


A highlight market analysis and statis- 
tics on the French-speaking Canadian 
building construction market is contained 
in this four-page folder released by Bati- 
ment, 146 Bates Road, Montreal 26, Que- 
bec. 
Estimates of 1960 construction, by type 
of building, are included for Quebec, with 
comparisons of the percentage relationship 
to total Canadian construction. Also in- 
cluded is information on the number of 
French-speaking Canadians and the por- 
tion they represent of the total Canadian 
market. 
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serviced beyond January 15, 1961 


1013/Circle on Readers’ Service Card 
How to prepare artwork 


Covered in this 24-page booklet are 
principles of letterpress, black-and-white 
techniques, two- and three-color art, 
screens, retouching and other facets of 
preparing art work for letterpress and off- 
set lithography, including paste-up, line 
illustrations, halftones, the second color 
and process color. 

Produced by Kimberly Clark Corp. 
Neenah, Wis., the booklet includes five 
pages of charts which translate art termi- 
nology into engravers’ terms and suggests 
the material engravers prefer as back- 
grounds for 15 different art techniques. 


1014/Circle on Readers’ Service Card 
Industrial sales in Africa 


Details on an industrial sales organiza- 
tion which covers the Union of South 
Africa, South West Africa, and the Central 
Rhodesian Federation, have been released 
by Afage Ltd., P.O. Box 491, Cape Town, 
Union of South Africa. 

Included in the report is list of the 20 
categories of items currently handled, plus 
details of the distribution policies, mer- 
chandising activities of the sales repre- 
sentatives and administrative procedures 
of the coordinating headquarters. 


1018/Circle on Readers’ Service Card 
Non-curl labels 


Typical label applications, printed in 
full color on a paper stock reported to be 
free of pre-sticking or curling despite ex- 
treme variations of temperature and hu- 
midity, are contained in a four-page bulle- 
tin released by Kalamazoo Label Co., 321 
W. Ransom St., Kalamazoo, Mich. 

The bulletin is produced in such a way 
that it is possible to test the adhesive 
qualities before and after the label has 
been moistened. 


101G/Circle on Readers’ Service Card 
Mail vs. personal interview 


Mail and personal interview results are 
compared in a market study sponsored by 
U.S. News & World Report, and conducted 
in conformance with criteria established 
by the Advertising Research Foundation. 

Conducted in Cleveland, the purpose of 
the study was to get facts on the publica- 
tion's readers and to determine the degree 
to which like data of a factual nature can 
be collected with equal reliability by per- 
sonal interview and mail research. 


a 
< 





Use these return cards 
for your copy of material 
mentioned on these pages. 





“Long-range planning for advertising?” 


**Certainly,’’ says William E. Hill, managing partner of the 
New York management consulting firm, William E. Hill & 
Company, and he explains in this message why planning a 
company’s future must include marketing along with products 
and processes. 

“*Half the research and development ever done in this 
country has been since 1955. This rapid acceleration in 
technology is having a tremendous impact on the conduct 
of specific marketing functions such as product planning 
and advertising. Many companies are rightfully con- 
cerned about the increasing emphasis on product and 
process innovation, the threats of product obsolescence, 
and the requirements of complex market development. 
And still a greater research effort is forecast for the 
1960’s, with R&D expenditures projected to reach an 
estimated level of $25 to $30 billion by 1970, compared 
with a present rate of $12 billion. 

“The capacity of your company to prosper during the 
next ten years of undonbtedly swift change—to realize 
the period’s profit opportunities—may well depend on 
your creative marketing and technology. A 5 to 10-year 
long-range program, that anticipates product and mar- 
ket opportunities and threats before they develop, can pro- 
vide the advance and imaginative plans and action for 
competitive leadership in domestic and foreign markets. 

“Such planning is providing valuable and confident 
insight into the future requirements of advertising and 
its companion marketing functions. When projected in 
relation to a company’s growth program, many a cur- 
rent advertising program and budget is inadequate for 
the next 5 to 10 years. By this planning process you can 
optimize advertising’s future role in marketing—and 
establish the major contribution that sound advertising 
can play in capitalizing on the new markets, new tech- 
nologies and new management practices of the 1960's.” 


ASSOCIATION OF INDUSTRIAL ADVERTISERS 
271 madison avenue « new york 16, n.y. « telephone murray hill 5-8921 


An organization of over 4000 members engaged in the advertising and marketing of industrial products, with local chapters in ALBANY, BALTIMORE, BOSTON, BUFFALO, 
CuicaGo, CLEVELAND, CoLumBus, DALLAS, Denver, Detroit, HAMILTON, ONT., HARTFORD, Houston, INDIANAPOLIS, Los ANGELES, MILWAUKEE, MINNEAPOLIS, 
MonTREAL, Que., NEWARK, New YORK, PHILADELPHIA, PHOENIX, PITTSBURGH, PORTLAND, ROCHESTER, ST. Louis, SAN FRANCISCO, TORONTO, OntT., TULSA, YOUNGSTOWN, 
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Ces : Sa 


Mr. Robert Forsber c and Mr. Mark Hamilton, senior engineers, of Computer Control, in the company library at Framingham, Mass 


PROCEEDINGS 


eeeeeeeee ee ee ee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


really takes a beating... 
FROM ITS READERS! 


If you've been in many company libraries, 
sure you've seen “‘dog-eared’’ copies of 
Proceedings. It's not a case of poor paper and 
printing—we use the best quality—it’s just an ex- 
ample of pass-along readership taken to extremes! 

Of course, 63,696 (ABC) professionally 
qualified men individual copies of 
Proceedings at home each month, as well as 15,550 
students in engineering colleges. What's the reason 
for this important following ? 


we re 


receive 


Proceedings of the IRE enlisted the aid of 
the John Fosdick Organization to take a survey 
of its many readers to find out what they thought. 
Here are some of their reactions. “We use 
Proceedings as a reference. It’s really a text. Has 
the largest amount in proportion of text, the high- 
est quality text, and the largest amount of informa- 
tional advertising of any book in the industry.’ 
And, of special interest to advertisers, one chief 
engineer said, “I’ve saved half-a-million dollars by 
buying from ads in Proceedings, and I've bought 


a quarter of a million dollars worth of equipment 
from the ads.’ 


Fact is, 100% of those interviewed said 
they have some purchasing responsibility! And, as 
a further indication of the effectiveness of using 
Proceedings to reach buying factors of electronic 
equipment, components and supplies, these readers 
expressed a 2 to 1 preference for Proceedings 
when compared with mentions of all the electronic 
books. (Survey available upon request—ask for it!) 


Are you now reaching this important, se- 
lect audience for your product? You can, you 
know, reach them 12 times a year in Proceedings 
for just $9,720. (1961 rates). A similar schedule 
in a semi-monthly would cost $23,270 . . . and 
in a weekly, $46,280! Call or write today for all 
the facts. Find out what selling power Proceeding: 
really has! Reach 63,696 (net paid circulation) 
top-level radio-electronics men each and every 
month throughout the year! 


For a share 

in the present, and 
a stake in the future, 
make your product 


NEWS '* 
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Proceedings of the IRE 


The Institute of Radio Engineers 
Adv. Dept. 72 West 45th St., New York 36, N. Y. © MUrray Hill 2-6606 
BOSTON ¢* CHICAGO ¢ MINNEAPOLIS ¢* SAN FRANCISCO ¢ LOS ANGELES 





Whitman & Barnes . . if 


poetic pitch, 
wrong person 


Leafing through a magazine 


for distributors, Copy Chasers find 


its advertisers strangely out of touch 


with their supposed readers, 


with a few notable exceptions .. . 


Distributor is 


‘forgotten man’ 


OK 


as inserted 





There’s more to the buy 
than meets the eye 


How do | know” We had a finish problem in reemix 

steel Best finish we were getting war 150-175 mocro-inch 
We needed 60 or better A W&E Service Engineer came ir 
with one of their 1-1 16° Chucking Reamers. He checked 
feeds and speeds finally came up with 01! per revolution 
and 0 SFM. He recommended a secondary grind on the 
chamfer to assure clearance. then added a second chamfer of 
67% We were able to get and mwintain o reamed finmsh of 
40-44 micro-inches. At the end af the day, the operator was 


getting all good parts and seving substantial time per piece 
In » case like ours, W&B's technical help, service and 
consistent reamer quality really convinced me that uitial 


price is merely one factor, Find out for 
veurwelf tant WEB wols in your plant 
under your conditions, Call them in direct 
or through your industrial distributer De 


it today. See if you can't get better results. 
PARTNERS IN PROQUCTION PROGRESS 








in distribution magazine ads 


fey The advertising in so-called 
“merchandising” magazines has two 
purposes in life: to persuade dis- 
tributors to take on the line and to 
interest the distributor salesman in 
expending a little extra effort in 
the advertiser’s behalf. 

It would be expected that ad- 
vertisers, familiar with the hard- 
headed natures of most industrial 
distributors and their outside men, 
would be somewhat aggressive. 

The magazine Industrial Dis- 
tribution, for the present example, 
is circulated to upwards of 13,000 
industrial distributors and_ their 


employes, most of them presumably 
outside salesmen. 

It is one of eight magazines classi- 
fied in IM’s Market Data & Direc- 
tory Issue serving the field of indus- 
trial distribution. 

A subscription to Industrial Dis- 
tribution costs $4 a year, and no- 
body can get it without somebody 
putting up the money. 

Ninety-two per cent of the copies 
are addressed to the home, indi- 
cating that the recipients of the 
magazine must have a genuine in- 
terest in what’s in the publication 
otherwise they would let it go to 


their places of business where they 
have bigger wastebaskets. 

Let’s see what these readers go 
for their money during one month. 


Mistaken identity . . One thing 
they got for their money was a lot 
of ads addressed to somebody else, 
certainly not to themselves. The 
following companies ran, in this 
magazine read by people who sell 
things, ads addressed to people who 
buy things. 

> Whitman & Barnes: “There’s 
more to the buy than meets the 
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WHITMAN & BARNES 














: Special fastener does it better at half the cost 
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Powell, MacWhyte and Bethlehem . . all user-directed 


eye.” This piece of poetry is be- ener does it better at half the cost.” Industrial Distribution: 

neath a full-color illustration that’s The “new bolt” is compared with Whenever you have a cutting 
a montage of design engineer, stop- the “old bolt.” Copy starts, “Our tool need—whatever tool problems 
watch, production line, machine ability to redesign fasteners is just you encounter—the first man to con- 

: ie : . ‘ tact is your local Morse-Franchised 
tool, specification sheet, man look- one example of how our fastener Distributor. He’s the man with “all 
ing into some sort of instrument, engineers can study your problem,” the Mosts” in the cutting tool field. 
and Whitman & Barnes logotype. and it ends, “If we can help you, The second paragraph ends, “Call 
Copy is first person—the design and you are fully satisfied with our your Morse-Franchised Distributor 
engineer (he could be a purchasing estimate, we’re prepared to give now!”, and the third paragraph 
agent, come to think of it) is telling fast delivery. Just phone our near- ends, “For if you want Morse Qual- 
about a problem that a W&B serv- est sales office.” ity, there’s only one way to get 


ice engineer fixed up. He concludes: > ' = it... Specify Morse.” 
Morse Twist Drill: “Morse dis- 
Find out for yourself ... test W&B 


tributors give you ‘all the mosts.’” >» Super Tool Co.: Super tools, much 
tools in your plant under your 


a This should fascinate the reader of to our surprise, have “Super qual- 
conditions. Call them in direct or a 2 ae 

‘ " : ; 9» ontinued on page 236 
through your industrial distributor. 





> The Wm. Powell Co.: “Perform- a 

ance that makes a world of differ- Gy bs ra i 

ence.” Copy about “Bronze—ancient -fouge apt Geary +e 
” oon, 

symbol of greatness and strength. angers ee 

Close: “Check your Powell valve 

distributor.” 


> MacWhyte Wire Rope: “All- 
Americans for a winning materials FE yen npe ene 
handling team.” This is a red-white- 

and-blue ad, with stars and an 
eagle and a lot of type. Idea is, ob- 
viously, to get people to quit buy- 





ing imported wire rope. Copy is 
full of Dependability, Experience 
(“that pays off in high-production 
scores”) and Availability (“guaran- 
tees the right player for every : 
play”). Close: “Your MacWhyte | ae , SUPER TOOL COMPANY 
representative will be glad to coach =i oan | Espen a kee 
your selections.” 














> Bethlehem Steel: “Special fast- Morse talks on tool problems Super makes super tools 
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penetration into the hard core of 
petroleum’s purchasing power. 


Unless a potential subscriber to one 
of PE’s four international engineer- 
ing/operating magazines is actively 
engaged in either engineering, design, 
construction, operations, or manage- 
ment, his application is refused. 
Result? The Petroleum Engineer Pub- 
lishing Company has more “E, F, G’’* 
titles, per paid subscriber, than any 
other oil magazine. 

If you’re tired of the numbers game 
(fat totals and hourly surveys) and 
want to buy tough — welcome to our 
rig floor! 


* 
ENGINEERS, SUPERINTENDENTS, FOREMEN 


THE PETROLEUM ENGINEER PUBLISHING CO. 


600 DAVIS BUILDING ® DALLAS 


i 
y 
2 
; 
¥ 
2 
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ity.” Super manufactures the finest 
quality carbide masonry drills avail- 
able, it says in print. 
“When you want a drill to do a 
faster, 


very fine 
cleaner, better job, look to 
the low cost, long life Super Tool 
Carbide Masonry Drills.” Ad doesn’t 
tell where you can get ‘em. 

Now there could be 


reasons why these companies ran, 


several 


in a magazine read by distributors 
and their ads addressed 
to the people whom the distributors 
would like to sell. 

For one thing, 
may not know that this is a maga- 
zine read by distributors. 


salesmen, 


these advertisers 


Too much trouble .. Or they may 
know, but don’t care, 
any old ad. They aren’t going to the 
extra trouble and cost of making up 
a special ad for one magazine, are 
they? 

A number of advertisers go to the 
trouble (maybe they call it the 
courtesy) of dropping in a note to 
inform the distributor that yes, they 
know, it’s a user ad, but they want 
you to see what they’re advertising 
these days. 

Usually, 
because most ads as originally de- 
signed, don’t allow for addenda. 

Durkee-Atwood Co. in a 
little card (with simulated paper 


so they run 


this note is rather small, 


slips 





UF KIN 


— 
es 4 
care 








Lufkin stilted dialog 
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Lamson & Sessions 





Chain and Gear Benefits with 
No Mesal-to-Metal Contart? 


our 2 were Memtationaey 
Sto ont = ee ed 


~ Pian your 
V-Belt needs, 


Variable Speed Dries? 


Roman Sraceomunacss 
on mene ca mee 


ATWOOD V-BELTS 
OCURKEE-ATWOOD Company MINNEAPOLIS 14 MINNESOTA 
AMAL UOETRUTIOM «KAT Some ‘ 








Do you check these points pW OWS WSTIOORS 
When Buying STAINLESS STEEL Valves? 


1 Mow good are the castings? jh dha we 
”) How precise is the machining? ie i ee ts 

"7 How rigid are the inspection and testing? “4 - 

| How sound is the design? pate * 





Durkee-Atwood clipped note 


clip) saying “This ad appears in a 
number of industrial magazines to 
help you sell Durkee-Atwood V- 
belts.” 

Jenkins Bros.’ ad, which asks “Do 
you check these points when buying 
stainless steel valves?”, is all black- 
and-white except for a hand-writ- 
ten note in red which says, “For 
Jenkins distributors—the check 
points in this current ad are strong 
selling points.” 

Special approach Well, so all 
right. But what happens when the 
advertiser considers the distributor 


Jenkins... 


scribbled addenda 


and his salesmen so important he 
prepares a special message. 

Here are two heads; in between, 
scraping their is a catalog 
which one of the men is pointing 
to. Says he: “For exclusive fea- 
tures like these, you want Lufkin!” 
You can’t see these features in the 
reproduction of the catalog. Goes 
on: “That’s right. In precision tools 
today, the new leader is Lufkin.” 
We never heard a distributor’s man 
talk like that. 


ears, 


Elaborate explanation .. In a 
handsomely laid-out ad, Lamson & 


Continued on page 238 








For the first time, Stover Lock Nuts will 
ahh ous bss —- distributors 





ce semper 
rpms jovi oe ene 


ee oars mr sagt oe 
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handsome spread, fine copy 











Intense Interest 


. 
wey oy 


ALi ca Ue 5 


National Safety News wil) make 


+ 


AaVertising 
ollars more effectivs You'll 54.306 safety. 
" . 
ri; mineers and rner kev exer Ww) 


:? <7 cic: Tr 


authority to buy safety products 


more piants 


LAtKTO?? raat nan ¢hmri aot le m2 - ye a t 
CAs &- €°¢ 3% 1 Ves rng 5 Se Be we % gm ¢ 


{As a 


Write today for more information 


National Safety News 
425 N. MICHIGAN AVE. e CHICAGO 11, ILL. 
SX 


gue? A National Safety Council Publication 


sat) 
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Sessions explains why it is just now 
giving distributors the privilege of 
handling its Stover Lock Nuts. The 
ad’s headline goes right to the 
point: “For the first time, Stover 
Lock Nuts will be sold through in- 
dustrial distributors.” 

Copy admits that the manufac- 
turer has been selling them direct 
for six years. “Trying to keep a 
That’s 


partly true. Over the last four years, 


good thing for ourselves? 


Stover Lock Nut sales have in- 
creased ‘about 50% each year.” 
Here’s the explanation: “On the 
other hand, we had to satisfy our- 
selves that Stover Lock Nuts would 
be excellent business for you. The 
key factor was timing. Well, right 
now is the right time for you to 
And the copy 
big market, 


cash in on Stover.” 
goes on to tell why: 
“already field-tested and accepted,” 
etc. 

It almost comes off, but we keep 
wondering about that business the 
distributors have been missing the 
last few years. Still, we think the 
advertising people did a fine job 
with a tough problem. W. K. Coch- 
rane wrote the copy, and Ed Hecker 
did the fine layout. Both are with 
Griswold-Eshleman Co., Cleveland. 


Logical and believeable . . We 
like the Bassick Caster ad. Headline: 





THIS MAY 


SURPRISE 


SOME BASSICK 
DisTRIBUTORS 


Vow tonto fe aw . 
tn Ramat Mirae i yo Cao's Mrosnan 


" Bassick by 
. 


Becenit Commeny Brammer! bE mem 








If you're the industrial distributer we're looking far. . . 


FARE DUNNO COMMANY. ONC. Caxton, Shim” valetn, = “Pleagi Fy Aen arene 








Bassick believable 


“This may SURPRISE some Bassick 
distributors.” Copy: 


A large Eastern distributor of ours 
recently took a second look at his 
caster sales. The amount was quite a 
lot more than he had ever realized. 

Naturally, he checked with his 
salesmen and came up with some in 
teresting observations. His salesmen 
couldn’t name a single company that 
wasn’t a genuine prospect. That's 
logical—can you name an industry 
that doesn’t use casters? Going a 
little deeper, he found that his sales 
staff sell best and hardest those non- 
technical products that they know 
the most about. It’s only human 
nature. 

Of course, the Bassick name has 
been pre-sold for over 75 years and 
gives a lot of extra conviction to a 
sales close. Perhaps you haven't re- 














Delta spells out competitive edge 
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Durco 


. art needs assist 


alized the opportunities in Bassick 
casters. We hope these few thoughts 
from your side of the fence will help. 


Good man-to-man, believable 
copy, isn’t it? It’s the result of a 
joint effort by two Chirurg & Cairns 
people: Louis H. Brendel, Bassick 
account executive, and Richard F. 
Creedy, who wrote the copy. + 

That’s a_ striking illustration in 
the Durco (The Duriron Co.) ad, 
over the headline “If you’re the in- 
dustrial distributor looking 
for . .”, but the text is pretty addy 
and could have stood some of the 
friendly language of the Bassick ad. 


we're 


Hones a fine edge . . The photos 
in the Delta Power Tool ad illustrate 
“a fine example of a valuable serv- 
ice offered only by Delta: Regional 
Parts Distribution.” This “exclusive 
available in 17 cities, gives 
Delta distributors “an edge over 
competition in two important ways” 


service,” 


First—the competitive advantage 
of “customer convenience’ service 
on parts... 

Second—the service advantage of a 
continuous parts business without 
having money tied up in inventory, 
and without the overhead costs of 
running a parts department. 


Six good reasons . . Permacel has 
one of its simple, clean ads. Six 
rolls of Permacel and in the center 
of each roll a few words of copy: 
“largest line of industrial tapes,” 
“broad assortability, best stock 
price,” “sold only through whole- 


ntinued on page 240 
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WORKS 





Advertise 
more 











PUBLIC 
WORKS 


more 
money is! 


More than ever it is in the $115 billion public works market—highways, streets, water 











supply, sewerage and wastes disposal and all that goes into their construction, opera- 
tion and maintenance. It merits and rewards big steady advertising. Luckily, one mag- 
azine reaches all of it—city, county and state, combined—right where sales must 
start: with the engineers and technical administrators who design and designate pur- 
chases. The content of PUBLIC WORKS Magazine covers editorially all of their 


needs. 


Who buys, and what, and how, and @ PUBLIC WORKS Magazine 
what do they read? The answers, tailored p U cai Li C @ The STREET AND HIGHWAY MANUAL and Catalog File 
to Be ones of yane prams, we iG @ The SEWERAGE MANUAL and Catalog File 


brief brochure ‘Profitable Facts.'’ Yours 
reg ages VY LOR 8S Gage © The WATER WORKS MANUAL and Catalog File 
@ Technical and Instructional Handbooks 


Publications 


200 Se. Broad St.. Ridgeweod. N. J. 
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salers,”’ “profit as high as 70%,” “all 
the sales help you need,” “tapes for 
every purpose.” 

There’s maximum distributor in- 
terest, we'd think, in the spread by 
Hewitt-Robins. It’s a news type of 
layout, pictures and cap- 
tions, telling about “The sales pres- 
entation that lasted 36 hours.” That’s 
a good headline, and the copy lead 
is good, too: 


mostly 


“There's one thing you have to say 
about Hewitt-Robins,” says  Presi- 
dent L. S. Selman of the Mill & Tex- 
tile Supply Company, “When you 
ask them for a little help, you'd 
better jump back out of the way.” 
The rest of the ad is a 
about the “help’—a 
training session on H-R products. 

Jack Dillon, Fuller & Smith & 
Ross, New York, is the man behind 
the copy, and the layout came from 
Charles Fitzpatrick, 

Some companies merchandise 
their advertising or their sales aids: 

Keystone its 
tion Booklet;” 

Republic Steel its ads and reprints 
thereof; 

Armco its 


picture 


story sales 


Same agency. 


“Planned Lubrica- 


informative ads “that 
readers look forward to; and 
DuPont its advertising schedule. 
From a mass of mediocrity . . 
In between these we have just been 


Service... 


seagety whe menetth: Gohen 


FERRY CAP 

+ eer scwew commany 
oo tna bat = See 
food sgnen sornm premwate 
pods cah gate coor 





What every distributor should know 
about the high cost of cheap fasteners: 


here never was —there never will be 


«god sutstatefor ()UJALITY | 


+ sd ensue’ Tree emanmiy 
on Th te purtioniarty tre of 


Pies treapieae regsst stew am wett’ 


at crgrotntaie ate at woke thea the damggr ls 


Whee: sey ngarantet 


HOLO-KROME 
SOCKET SCREWS | 


eco neta eon RRC ETE 








Ferry Cap full-color flop 


telling you about and those we re- 
ported at the start which seemed to 
overlook the magazine’s audience, 
there were a bunch of others—the 
remarks and 


usual run of trite 


messy layouts, but the only ads 
which really bugged us enough to 
cause comment were: 

Ferry Cap & Set Screw’s expen- 
sive insert which reproduced a screw 
in full color along with this incred- 
ible copy: 

Service consists of the right 
products delivered at the right time 
at the right price. Almost every 
manufacturer claims superior serv- 
ice. We are proud that we are one 


company, who actually delivers it. 


And Holo-Krome’s little back- 
cover sermon on “What every dis- 
tributor should know about the high 
entitled: 
there never will 


cost of cheap fasteners” 
“There never was 
be a good substitute for Qua.ity!” 

This goes on for quite a while, 
and must have been discouraging 
to those distributors who had paid 
their four bucks but started from 
the back of the book. 


Cid 





PERMACEL 








Dee anes tery tae Mh foe conte + 
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The sales presentation EY 
that lasted 36 hours / 1 ay 
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Permacel atttention centered 
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Hewitt-Robins presentation in pictures 
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The chances are, our doctors tell us, that 
one in every four of your employees 
(whether key executives, skilled workers, 
experienced secretaries or valued clerks) 
will develop cancer at some time in their 
lives. What is worse, many of them may 
die needlessly, unless they know how to 


1 OUT OF 4 


EMPLOYEES! 
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OF YOUR 
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: 


~ 
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guard against it. To help save the lives 
of more of your fellow-workers, call or 
write our nearest office for information 
about a free employee education pro- 
gram, geared to your particular fac- 
tory or office. 


American Cancer Society 


® 
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SAE JOURNAL 


the technical guide for 
engineers in 


Automotive and Aerospace 
industries 


SAE JOURNAL — official publica- 
tion of the Society of Automotive 
Engineers—serves engineers and 
executives in more than 6,400 
companies— manufacturers of 
complete vehicles for ground or 
air, parts, equipment or engines 
as well as producers of fuels, 
materials, supplies or production 
equipment. 


SAE JOURNAL companies pro- 
duce: e Passenger Cars e Trucks 
e Airplanes e Aircraft Powerplants 
e Missiles e Helicopters e¢ Buses 
e Tractors e Agricultural Imple- 
ments e Earthmoving Equipment 
e Diesels ¢ Industrial Machinery 
...and nuclear energy in its auto- 
motive applications. 


CIRCULATION BY 
BUSINESS CLASSIFICATION 


Total % of 
Copies Total 

Complete Vehicle Mfrs. 

(ground & air) ............. 6,547 22.68 
Parts & Equipment 

(for ground & air) .... 23.43 
Engine Mfrs. (ground & air) 1,912 6.62 
Materials Producers & 

Suppliers 7 4.75 
Production Equipment Mfrs. 

(for ground & air) 2.06 
Transp. & Maintenance 

(ground & air) 
Professional Engrg. Services 1,072 3.71 
Petroleum & Chemicals 2,450 8.49 
Govt. (including Military)... 1,004 
Educational, Editorial & 

Other Communications.... 1,239 
Other Industries .............. ; 245 
Students 


CIRCULATION BY 
OCCUPATIONAL 
CLASSIFICATION 


Corporate Officials 

Mfg. & Operations 
Executives 

Mfg. & Production Engrs. .. 

Engineering Executives 

Design, Development & 
industrial Engrs. ............ 

Research Engrs. 

Vehicle Operation & 
Maintenance Engrs. 

Sales Engrs. 

Educators, Librarians, 
Editors & Advertisin 
CTT 

Students 

Other Occupations .............. 

Copies in Company Name.... 

TOTAL . sania ae 


{Source: BPA 6-30-60 
published by 


SOCIETY OF AUTOMOTIVE 
ENGINEERS, INC. 


485 Lexington Ave., New York 17, N.Y. 
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LETTERS 


to the editor 





Chides O'Rourke for ‘loose 
talk’ about agency loafing 


s If Mr. O’Rourke (page 166, Aug- 
ust IM) knows how any worth while 
agency can operate on a ‘our-day 
week, I'd be willing to buy his se- 


| cret. 


Loose talk like this does the 
agency business no good. 
Practically everybody in the 


| agency that pays my salary works 
| like a dog for long hours, and I 
| would hate for any client to think 


that the four-day week is anywhere 


| near as imminent or prevalent as he 


GEORGE JOHNSON 
Webster Grove, Mo. 


40-year veteran thanks IM 
for ‘profitable reading’ 


= I have been a reader and sub- 
scriber to INDUSTRIAL MarkeETING for 
many years. It is a fine magazine 
and one that has kept me advised of 
newer and better ways of doing my 
work. 
Thanks for many years of inter- 
esting and profitable reading. 
Roy WILLs 
Lima, O. 


| [After 40 years in industrial adver- 


tising, Mr. Wills retired Aug. 31 as 
manager of the advertising depart- 
Baldwin-Lima-Hamilton 
Corp., Lima.—Ed. | 


| Cites confusion between 


honesty and good taste in ads 
= I was sorry to see, in the “Top 
Management Forum” of your May 
issue [p. 102], that IM continues its 
policy of whitewash on the subject 
of honesty in industrial advertising. 

When I wrote you several months 
ago, questioning your editorial posi- 
tion which so piously exonerated 
industrial ads, I was most interested 
to note that neither my letter nor 
your reply appeared in your “Let- 
ters to the Editor” column. 

Now we have this Top Manage- 


ment Forum, with a nice group of 
vice-presidents. What else could 
they possibly say? And why are 
they the ones to speak on this sub- 
ject? Do you really want some an- 
swers? Poll a group of men at the 
project engineer level. These men 
must make design decisions and 
equipment selections based on the 
information they obtain from in- 
dustrial ads and catalogs. These are 
the men whose professional status 
depends on their ability to deter- 
mine the honesty of product claims. 
They are the ones who know and 
can speak on this subject. 

Somewhere along the line, a con- 
fusion has arisen between honesty 
and good taste. Cartoon characters, 
joking phrases, sexy girls may or 
may not be good taste or good ad- 
vertising. Honesty is something else. 

Dishonesty is common in indus- 
trial ads and catalogs in these two 
forms: 


1. Pointing up product features 
which have no relationship, one way 
or another, to the performance of 
the product. 


2. Listing as exact, proven per- 
formance, data that is at best a 
rough estimate and at worst pure 
guesswork. 


This subject is important. Pos- 
sibly it is more important in the 
industrial than the other fields. Be- 
cause of its scientific aura, industrial 
ads tend to be accepted at face 
value. Let us not hide our heads in 
the sand. 

S. H. ISAACS 
The Isaacs Co., Cincinnati. 


‘The feeble-minded shall 
inherit the earth’ 


s I'd like to comment on John 
Koch’s letter in IM’s July, 1960, 
issue [p. 177] on the question of 
magazine subsidies. I’d like to agree 
that the only reason a person should 
use a magazine is to sell his product. 
However many people do not feel 





this way—particularly industrial ad- 
vertisers, who spend their “extra 
money” in publications and good 
times because they like the editor 
or the publisher or they “like to 
support the trade press.” 

It is not strange that many indus- 
trial advertisers feel this way since 
our own government apparently is 
of the same opinion. When entering 
into a contract with the government 
for products or services, the stand- 
ard provision for contract settle- 
ments “at the option of the govern- 
ment,” we find in paragraph 10,061 
under “advertising expenses” the 
following: 

“The expense of advertising in 
trade and technical journals for the 
purpose of offering financial sup- 
port to journals which are valuable 
for the dissemination of technical 
information within the contractor’s 
industry is ordinarily reimbursable. 
However, advertising in such peri- 
odicals for the purpose of selling 
specific products manufactured by 
the contractor does not constitute 
a reimbursable cost.” 

In other words, if you have a can- 
cellation, the government will al- 
low you in its payment for what 
work has been done, such money as 
you have spent in supporting a 
technical magazine, but not such 
money as you have spent in so- 
liciting business. 

In other words, the feeble-minded 
shall inherit the earth. 

JOSEPH T. VINBURY 
Horton, Church & Goff, Provi- 
dence, R.I. 


Thinks Milestones coverage of 
public works ‘an improvement 


# Congratulations on the recogni- 
tion given an important and basic 
market under “Marketing Mile- 
stones” as it appears on pages 35 
and 36 of INpusTRIAL MarKETING for 
July. 
LEWIS C. MORRIS 
Vice-President, Public Works 
Publications, Ridgewood, N.J. 


Another angle in the case for 
and against case histories 


s “The case for—and against—ad- 
vertising case histories” in your 
August issue [p. 39] brings out some 


important points. However, I think 
the approach for industrial market- 
ers should be: “When to use—and 
when not to use advertising case 
histories.” 

Case history advertising is most 
effective when the objective is to 
increase acceptance for a product 
or service; or to back up general 
claims with proof. People are influ- 
enced by the experience of others. 

When the advertising objective is 
to provide product information or 
explain technical or scientific fea- 
tures, informative copy and _ illus- 
trations should be used to tell the 
story. 

In communicating with words and 
illustrations, the important thing is 
to know what you want to say, to 
whom to say it, and how to say it. 
When case histories help to get the 
message across in the best way, use 
them; when they don’t, tell your 
story in another way. 

GUS SICKLES, JR. 
Owner, Sickles Photo-Report- 
ing Service, Maplewood, N. J. 


Distributor claims IM ‘pulled 
the rug’ from under P&W 


s Having recently concluded ar- 
rangements with Pratt & Whitney to 
represent them on an_ exclusive 
basis in the entire state of Florida, 
we naturally read with considerable 
interest Mr. Bud Reese’s article in 
the August issue of INDUSTRIAL 
MarKETING entitled “Pratt & Whit- 
ney to Sell through Distributors” 
[p. 45]. 

While we consider this, on the 
whole, to be a fine reportorial story, 
we cannot quite agree with the 
statement made in the next to the 
last paragraph of Mr. Reese’s article 
reading: “All this will, of course, 
mean an increase in P&W marketing 
costs, because distributors will get 
the usual 20% discount from list. 
Direct selling costs less, but.” etc., 
etc. 

It seems to us that this statement, 
in effect, pulls the rug from under 
Pratt & Whitney’s extensive pro- 
gram to obtain and appoint qualified 
and reputable industrial distributo:s 
throughout the country. It also 
should have a disquieting effect up- 
on any industrial distributor who 
happens to read this article. We be- 
lieve that Mr. Reese would have 


ntinued on page 244 





What is 
rN ig tale llal-\ lalate Beg 


Air engineering is the art and 
science of managing air to 
make it productive and health- 
ful for man in structures and 
processes. 


Where do you find 
Air Engineers? 


Air engineers work in industrial 
plants and large buildings; in 
consulting practice; in contract- 
ing; or in government agencies. 


What do Aijir 
Engineers work with? 


Their tools are many: air mov- 
ing systems, heating and cool- 
ing units, dust collectors, fume 
scrubbers, air filters, veniila- 
tors, stacks, controls, instru- 
ments . . . amounting to over 
3 billion dollars per year. 


How best to reach 
Air Engineers? 


Through AIR ENGINEERING, the 
monthly magazine written spe- 
cifically for and by air engi- 
neers. 


In one year over 6,000 air 
engineers have paid for a sub- 
scription to AIR ENGINEERING. 
These air engineers, no matter 
what title they are hidden 
under, have been drawn to AIR 
ENGINEERING by its cogent 
editorial coverage of their 
problems. 


For more information contact 
your nearest AIR ENGINEERING 
representative: 


521 Fifth Ave., New York 17, N. Y. 
MU, 2-1928-9 


134 §S. LaSalle St., Chicago 3, Ill. 
FR. 2-8643-4 


450 W. Fort St., Detroit 26, Mich. 
WO. 2-0924 


4710 Crenshaw, Los Angeles 43, Calif. 
AX. 2-9501 


AIR 


ENGINEERING 


founded 1959 


450 W. Fort St., Detroit 26, Mich. 


A Business News Publication 
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Brechure Explains 

Photo-Reporting 
In a brochure, issued by Sickles 
Photo-Reporting, national ad- 
vertising managers, agency 
account executives and art di- 
rectors cite examples of how 
Sickles has helped them obtain 
pictures and stories for adver- 
tising. Eight national advertis- 
ers describe case histories of 
their experiences with, in most 
cases, the finished ads being il- 
lustrated. 


.+-for more details write or phone, 


SICKLES Photo-Reporting 
P.O. Box 98, Maplewood, New Jersey 
Phone SOuth Orange 3-6355 





Appliance Service 
is hig Business 


For facts about this fast growing industry 
ask for your copy of Market File ‘'B". 
| je 


1C APPLIANCE . 





BETHLEREM ~~~ — anh 
NEW rinest pecats EVER MADE 


RUBBERCAL® (plastic decal) is permonent, waterproof, tough 
Easiest applied — without woter in any weather. Best indoor, out 
door emblems. More economicol. Write for somples. Made only by 


MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 
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LETTERS .. 


continued from p. 243 


been more correct if he had said 
that while Pratt & Whitney’s total 
marketing costs will increase be- 
cause of the increased volume, their 
ratio of costs to sales will decrease. 
When you figure the savings to be 
effected through increased factory 
production, through reduced factory 
and branch office inventories, 
through lower transportation costs 
resulting from consolidated ship- 
ments, etc., the over-all result of 
selling through distributors will be a 
very desirable lowering of the mar- 
keting dollar cost. 
V. L. HOWE 
Advertising Manager, Harry P. 
Leu, Inc., Orlando, Fla. 
[The complete sentence was, “All 
this will, of course, mean an increase 
in P&W marketing costs, because 
distributors will get the usual 20% 
discount from list. Direct selling 
costs less, but P&W marketing men 
figure to more than make up the 
difference through a doubled or 
tripled volume, longer runs on 
standard items, reduced factory in- 
ventory costs and better forecasting 
with distributor-supplied market 
data.” —Ed. ] 


Publisher states objectives 
. . but what did he say? 


es After all the difficulty the AIA 
has endured in order to derive a 
useful, informative Media Data 
Form, here is the statement of edi- 
torial objectives contained in para- 
graph 21 of the first newly revised 
form which we have thus far re- 
ceived: 

“We seek to concentrate editorial- 
ly on story projects which are high- 
ly informative and which appeal 
more immediately to perceptive 
readers than the repetitious diet of 
plant articles which has dominated 
the magazines in the [censored] 
field for many years. We have in- 
stituted a concerted effort to estab- 
lish extremely close contact with 
our readers as a means of finding 
not only their response to the edi- 
torial product we are now turning 
out, but also to learn what projects 
they would like to see us undertake 
in the future. We hope to further 





nail down our editorial leadership 
by continuing to develop the great- 
est possible flow of information into 
our pages from all over the world.” 
Shades of political conventions! 
Your readers are hereby challenged 
to inform us of the name of the 
publication describing the forego- 
ing editorial objective. Meanwhile, 
the publisher should nail down his 
objectives before he attempts to nail 
down the editorial leadership of 

his field. 
JACK RUDDY 
Media Director, L. W. Ramsey 
Advertising Agency, Davenport, 

Ia. 


Here's the ‘whole truth’ about 
Lee’s low ‘read most’ score 


# The article by Donald R. Allen 
in your July issue [What attracts 
—a study of Starch readership 
scores,’ p. 57] does us and our 
client, Lee Rubber & Tire Corp., an 
injustice. 

Mr. Allen points out that the Lee 
ad’s “read-most” score was low in 
relation to its “noted” score. This 
is quite correct, but it is a half- 
truth. The whole truth is that in 
comparison with “read-most” scores 
of other advertisements in the pub- 
lications where it runs, it has been 
consistently in first, second or third 
place, with a few exceptions, ever 
since 1955 when the magazines were 
first “Starched.” Moreover, again 
with a few exceptions, it has con- 
sistently been not only the highest 
“noted” and highest “read most” of 
all black and white pages, but has 
held those number one positions for 
all ads in the books, whether in 
color or spreads or inserts. 

We think this is even better than 
it appears on the surface when you 
consider that it is a known fact that 
this product classification has very 
low inherent reader interest. 

Even more important than their 
high Starch rating, however, is the 
proven fact that they are doing a 
job such as nothing else ever did. 
Which is why the series has been 
running for six consecutive years 
and why we entertain no thought of 
changing it. 

R. W. GRAHAM 
Partner, Gray & Rogers, Phila- 
delphia 
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“American Gas Journal 
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Make It Easier to Buy 


One of the most effective aspects of industrial mer- 
chandising is the siriple device of making it easier for 
the customer to buy from you than from the competi- 
tion. 

There are a great many ways in which this can be 
accomplished. One good example turned up in a recent 
announcement of a manufacturer of fastenings, who 
explained a new system of nomenclature which will 
simplify its line and make it possible for distributors 
and users to purchase more advantageously. The effect 
will be that both classes of customers—the industrial 
user and the distributor—will be able to operate with 
smaller inventories. 

At first glance, this might seem like a way to reduce 
the size of orders, but since in the long run it will make 
this particular manufacturer a more attractive source 
of supply than others whose products are classified in a 
more cumbersome and inconvenient way, the net results 
will obviously be to his advantage. 

Another area in which manufacturers are making it 
easier to buy is by more attractive and convenient 
packaging. Here again the distributor as well as the 
ultimate user profits if the package is easier to handle 
and stock. The ways in which small items, including 
parts and accessories, are packaged for resale and stock- 
ing in the factory, have a lot to do with creating a more 
attractive picture of a given source of supply. 

It all starts, of course, with studying the needs and 
desires of those with whom the manufacturer wants to 
do business. 

Warehousing is another area in which manufacturers 
selling to industry have been making many improve- 
ments in their ability to service customers. 

The manufacturers’ warehouse, whether he is selling 
industrial buyers direct or through distributors, has a 
lot to do with convenience to the customer. A stra- 
tegically located network of warehouses can take care 
of replenishing distributors’ stocks quickly, or make 
sure that the industrial buyer does not have to wait too 
long if he is ordering direct from the manufacturer. 

The establishment of a complete and well-located 
system of warehouses can be a highly strategic part of 
industrial marketing. Even the small producer, who may 
be selling through manufacturers’ agents, can fit ware- 
housing into the marketing program to great advantage. 
Merchandising services are available from commercial 
warehousing companies, which do everything for the 
manufacturer he needs to have done, except making the 
actual sale. Yet warehouse stocks, easily accessible to 
distributors and customers, make it so much easier to 
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TO SERVE YOU, THE 
CUSTOMER, BETTER 


e Simplified Product Line 

e More Attractive Packaging 

e Strategic Warehouse Network 
e Better Pricing Policy 











cms 





The company that sets its marketing policies according to 
its customers’ convenience is well on its way to increas- 
ing sales, reducing distribution costs and expanding profits. 


buy that many successful companies are using this serv- 
ice as an important part of their selling and promotion 
programs. 

Now would be a good time to study your warehousing 
system, and to determine whether your stocks are 
located in the right places, and in as many locations as 
necessary to give service both to distributors and users. 
Changes in the distribution of population and industry, 
pinpointed in the new 1960 census, should be reflected 
in the establishment of policies regarding warehousing. 

Another important method which many companies 
have used recently to make it easier for custorers to 
buy from them is the revision of their pricing policies. 
The trend from list-and-discount prices to net pricing 
has been under way for some time, and more and more 
companies are making this change. While old practices 
are often difficult to amend or discard, the adoption of 
definite distribution policies and the elimination of 
haggling on the subject of discounts help to make the 
change to a simple net price policy a lot easier. 

The company which studies customers’ convenience 
in buying and considers their likes and dislikes in es- 
tablishing its own marketing procedures always has 
something interesting to talk about in its advertising 
and promotion. A new pricing system, a new packaging 
program, an expanded warehousing service—any or all 
of these give both salesmen and distributors important 
news to communicate to their customers and prospects. 

And in these days of shrinking margins of profit, most 
of the improvements made in marketing will not only 
increase sales, but help to reduce the costs of moving 
goods from the factory to the ultimate user. 





Crain, Jr., Publisher 





As Bloomington, Ill., makes news with its urban 
renewal plan, Mayor and Manager salutes the planners 
in its June issue: (left to right) Professor R. H. 
Williams, City Manager E. G. Moody, Mayor Bob 
McGraw and Illinois Municipal League’s Lon Sargent 


URBAN 
RENEWAL: 


the BIG Problem 
for Everytowwn, USA 


Bloomington, Illinois, is solving it! Bloomington’s 
population is 35,000, but the need to renew is 
equally vital to your town, whether its population 
is five or 500,000. 

In issue after issue of Mayor and Manager, urban 
renewal is the central theme. In our concept, a city 
is more than mere cement and size; it is a social 
and spiritual group of men and women developing 
and growing and raising their families in harmony, 
safety and happiness. 

Our message helps to fight blight in 8,002 com- 
munities throughout the nation: 





Why Our Objectives 
Are Important To You 
MAYOR AND MANAGER 


@ wages war on blight. 


: a 
No. of communities 


3,236 
3,123 
1,372 

159 


Mayors 


3,171 
3,060 
1,321 

136 


Managers 


276 
630 
526 

78 


Population categories 


Under 2,500 
2,500-9,999 
10,000-49,999 
50,000-100,000 

Over 100,000, including 


county & township managers 


TOTAL: 





offers hope and inspiration for the 


109 future. 


7,797 


50 
1,560 


112 
8.002 


strengthens management techniques 
at top level by that “know how” 
which helps these men fulfill their 
promises to constituents. 

helps city hall to understand the 
community employee, so the admin- 








The pages of Mayor and Manager 


* TRE MAGAZINE OF MUNICIPAL MANAGEMENT 
MUNICIPAL CQUTPMENT NEWS 


—— 


form a busy market place where 
experienced men barter ideas. In 
the typical June issue, we have 
a guest editorial by G. Mennen 
Williams, Governor of Michigan; 
and you read of social and ad- 
ministrative plans and experi- 


ments in towns ranging from 
Bloomington through Chicago to 


New York. 


MAYOR AND 


The Magazine of Municipal Management 
including MUNICIPAL EQUIPMENT NEWS 


72 West 45th Street 


New York 36 


istration can attract, train and hold 
good people. 
shows how the people’s tax money 
can be used wisely to their benefit. 
presents the idea of “The Communi- 
ty Plant.” 
encourages and recognizes the lead- 
ership aspect and position of mayors 
and managers. 
In this editorial framework product 
and service advertising fits naturally 
and is assured interested readership. 


MANAGER 
Bip 


MU 2-6606 





MA DOEMEMEER company 


by William G. Sutter, Purchasing Agent 


The Budd Company annually buys 
about $150 million worth of mate- 
rials, supplies and services. At the 
Hunting Park plant, we buy about 
$50 million annually. Over the 
years, we have built valuable buyer- 
supplier relationships —some going 
back more than 20 years. This does 
not mean, however, that the doors 


‘ 


bidders. For this reason, it would be valuable for prospective vendors 


here are ever shut to competing 


to note the eight points listed. These summarize the major points a seller 
would be wise to cover in a sales presentation to The Budd Company. 


The first essential concept of purchasing at the Hunting Park Plant 
is that we “buy-to-a-task.” Each of our kinds of requirements have 
budget estimates attached so that our “purchasing task” is part of 
the administration of operations. The successful vendor’s offer is the 
one which is best adapted to the fulfillment of the “task” which has 
been undertaken by the purchasing department within budget limits. 


“Budd Company Consciousness” can help prepare any salesman 
for a more effective call here. For example, a salesman should know 
that 85% of the production of our 6,000 employees at Hunting Park 
is devoted to automotive body and chassis parts. At this plant, we also 
make space-atomic devices and welding controls; other plants of the 
Company make automotive wheels, hubs, drums, brakes, measuring 
and testing instruments, railway equipment, plastics and electronic 
and nucleonic equipment. Knowing what the individual plants produce 
will provide the salesman with a clearer idea of what products and 


services he can sell. 


PRESENTED AS A PUBLIC SERVICE TO INDUSTRY. DIGESTED 
FROM THE AUGUST 15th ISSUE OF AUTOMOTIVE INDUSTRIES. 
Reprint of full article supplied on request. 


AUTOMOTIVE 
INDUSTRIES 








. The products offered by the 
salesman. 


. The corporate status of the 
vendor, and his financial and 
economic strength. 


. The mechanical and produc- 
tion facilities of the vendor, 
and his production capa- 
bilities. Production ‘“follow- 
through.” 


. The engineering and technical 
facilities and capabilities of 
the vendor, and technical serv- 
ices record. 


. The vendor's quality control 
and quality management cap- 
abilities. 


. The vendor's prices and price- 
quotation methods and record, 
policies and performance. 


. The vendor's geographic loca- 
tion and shipping and deliv- 
ery facilities and record. 


. The vendor's ‘Budd Company 
Consciousness” and real un- 
derstanding of Budd Company 
products, production and serv- 
ices. 
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Al Reaches All Eight Cylinders Of The 
Automotive Manufacturing Market: 


PASSENGER CARS - TRUCKS AND 
BUSES - AIRCRAFT - POWERED 
CONSTRUCTION, MILITARY AND 
FARM EQUIPMENT: PARTS - ENGINES 


A CHILTON PUBLICATION, CHESTNUT AND 56TH STREETS, PHILADELPHIA 39, PA. 

















